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Now! Complete automatic 
The New JOHNSONS 


49% 


VERSATILITY—This ad for Johnson 


chine, scheduled for Life Nov. 18, marks the company’s entrance 
into the rug cleaning business. Johnson will market a rug cleaner 


compound and brush for use with 


THE JOHNSON'S WAX C “anette se 


floor care in ONE 


General Motors Leads, P&G Second... 


WAX c ; 


* CLEANS AS tT WAXES! 
+ SCRVBS FLOORS: * EVEN OFY-CLSANS BUGS) 


Owe! TWO! AND YOURE THROVON! 


PORe fT ALA, HOM WALA, TO WALL! 


Wax Co.’s convertible floor ma- 


the machine (story on Page 172). 


Morgan Merges Into West Coast 


Unit of Fletcher D. 


Merged Agency Will Be 
Kno as Harrington, 
Richards & Morgan 

Los ANGELEs, Aug. 15—Harring- 


ton-Richards, West Coast division 
of Fletcher D. Richards Inc., New 


/Morgan acquisition may put the 


Richards Agency 


ally by Richards. 


s Fletcher D. Richards reported 
billings of $21,625,000 in 1956. The 


agency over the $25,000,000 mark. 
Raymond R. Morgan, founder of 
the agency bearing his name, will 


become operating head of the en- 


$2 Billion for Advertising Spent 
by Top 100 National Advertisers 


Ad Expenditures, Sales, Profits and Details of Marketing Programs Analyzed 
as AA Presents Its Annual ‘Profiles’ of the Nation's Mammoth Promoters 


Cuicaco, Aug. 15—The 100 leading national 
advertisers invested more than $2 billion in ad- 
vertising in 1956. 

The impressive investment to move many of 
the nation’s biggest selling products amounted 
to more than one-fifth of the nearly $10 billion 
estimated total expenditure in U.S. advertising 
last year. 

It was probably the first time that the 100 
leaders passed the $2 billion mark, since the 
total for all advertisers was the highest in his- 
tory. 


1956, compared 


a country mile 
field, with an 


" Figures computed by Apbvertistnc AGE 


Sen. Johnston to Probe ‘Un-American’ 
Methods Against Second-Class Bill 


| withdraw the bill and conduct a 
|full-scale investigation “of the 


‘Hostile’ Letters Stop 


York, has merged with the Ray-| . _hea 
mond R. Morgan Co. |larged Richards division. Alfred E. 


The new West Coast agency will | Smith, a vp of the Richards agency, 


Second-Class Handling 
for Controlled Mags 


be known as Harrington, Richards | Will continue as manager of the 
& Morgan. It will be a wholly own- |San Francisco office, and Robert 
ed division of Fletcher D. Rich-| Temple, Morgan’s exec vp, will be 
ards, with offices in Los Angeles|™anager of the Los Angeles office. 
and San Francisco. Mr. Temple has also been named 

Harrington, Richards & Morgan|@ VP and member of the board of 
will start off with billings of ap- | Richards. ~othed ; 
proximately $3,500,000. The princi- The consolidation will take ef- 
pal Morgan contributions are J. A.| fect Sept. 1, with the Los Angeles 
Folger Co., San Francisco, and Pa- staff of Harrington-Richards mov- 
cific Coast advertising for Planters | ing into Morgan’s Hollywood office 
Nut & Chocolate Co. and Morgan's San Francisco staff 

Morgan has been handling the moving into the Harrington-Rich- 
Nehi Beverage Co. of Los Angeles, ards office. Porter Anderson, Harry 
but this is being resigned because | G- Fletcher, Donald Gehring, Ray- 
of conflict with the Squirt Bever-|™mond R. Morgan Jr. and Henry W. 
age Co. account serviced nation- (Continued on Page 172) 


Less-Than-52-Week Contracts on TV 


WASHINGTON, Aug. 15—Legis- 
jlation giving second class han- 
jdling to controlled circulation 


|magazines was abandoned in the 
face of hostile letters and tele- 
grams today, and Sen. Olin C. 
Johnston (D., S.C.), chairman of 
|the Senate post office committee, 
said he intends to conduct an in- 
vestigation of “unethical” and 
“un-American” methods used to 
fight the bill. 

The move to kill the bill for 
this session was made on the Sen- 
ate floor by Sen. Johnston after 
National Business Publications, 
which has sought approval of the 
legislation, requested that he 


|persons and real purposes” be- 
hind the campaign. 

This was the second successive 
year in which efforts of the con- 
trolled circulation magazines to 
obtain second class handling have 
been thwarted in the final days 
of a congressional session. Some- 
what similar authority was ap- 
proved by the Senate as a rider 
on an unrelated bill in the final 
hours of last year’s session, but 
was stopped in the House. 


® The fight over mailing rights of 
controlled circulation magazines 
came to a head this year when the 
Senate post office committee add- 
ed the improved handling privi- 
leges for controlled magazines to 


(Continued on Page 172) 


Available, ANA Tells Its Members 


New York, Aug. 16—The Assn. 
of National Advertisers is spread- 
ing the word among the advertising 
fraternity that it is possible in 
some cases to sign less-than-52- 
week contracts with the tv net- 
works. 

This enlightment effort was un- 
dertaken after some sponsors had 
complained about being forced to 
sign 52-we@° firm contracts with 
the three Major networks while 
others revealed that they had ne- 
gotiated for shorter runs. These 
complaints were brought up in a 
meeting of the ANA’s radio and tv 
committee, headed by George 
Abrams, Revlon vp. 

To determine just what are the 
prevailing practices in the indus- 
try, the association forwarded a 
questionnaire to 800 advertisers. 
There are less than 200 network tv 
advertisers, but this questionnaire 


went to the ANA’s full radio-tv 
group. 


|@ Some 69 advertisers responded. 
Their answers revealed 17 cases 
in which time was contracted for 
in periods of less than 52 weeks. 14 
of these cases—which would cover 
the 1956-57 season presumably, 
since the questionnaire went out 
in June—were for 26 weeks; two 
were for 39 weeks and one for 35. 
The ANA did not say whether it 
was talking about day or night- 
time, though the specifications for 
daytime buying are generally very 
flexible. 

There were 67 cases of obligatory 
52-week firm commitments re- 
ported—26 on ABC, 20 on CBS and 
21 on NBC. 

61 of the sponsors replying said 
they “favored less than the 52- 


Last Minute News Flashes 


New Gillette Division Sets Test of Cough Remedy 


Boston, Aug. 16—The Gillette Co., which has completed consulting 
and manufacturing arrangements with the Upjohn Co., expects short- 
ly to start market tests of a new cough remedy. This, and other pro- 
prietary drug products, are being developed through a newly created 
Gillette division called Gillette Laboratories, whose headquarters will 
be in Chicago. The agency will be named later. 


showed that the 100 leaders chalked up total 
advertising expenditures of $2,079,623,400 in 


with $1,850,223,170 in 1955. 


General Motors led the nation’s advertisers, 


ahead of the remainder of the 
estimated advertising expendi- 


ture of $162,499,248. GM captured the lead easi- 
ly despite a drop from an estimated 1955 ex- 
penditure of $170,381,860. The U.S. soap titan, 
Procter & Gamble Co., took second place with 
an estimated expenditure of $93,000,000, up 
from $85,000,000 in 1955. 

Another automobile company, Ford Motor 
Co., trailed close on the heels of P&G with a 


1956 estimated total of $88,650,000, 


to take third place. This was a rise 


from Ford’s 1955 expenditure, be- 
lieved to be $72,942,694. 


s Following in quick succession 
were General Foods Corp. with an 
estimated $77,700,000 (up from 


Extra Copies 


A small number of extra 
copies of this issue of AD- 
VERTISING AGE are avail- 
able, as long as the supply 
lasts, at 15¢ per copy. Ad- 
dress Circulation Dept., 200 
E. Illinois St., Chicago 11, or 
480 Lexington Ave., New 
York 17. 


$75,000,000 in °55), General Elec- 
tric Co., $74,096,940 (up from $60,- 
632,197 in ’°55), Colgate-Palm- 
olive Co. with $67,000,000 ($62,- 
000,000 in °55), Lever Bros. Co. 
with $60,100,000 ($52,500,000 in 
(Continued on Page 161) 


P&G's American 
Family Goes to 
Tatham-Laird 


Cuicaco, Aug. 16—Procter & 
Gamble, Cincinnati, is switching 
its American Family products ac- 
count from H. W. Kastor & Sons 


R&R Continues Merger Talks With Two Agencies 


New Yorx, Aug. 16—While there was “nothing definitely decided,” 
conversations between Ruthrauff & Ryan and Chambers & Wiswell, 


—were continued today. All three agencies conceded the talks cen- 
tered on merger, but all three added no decisions would be reached 
until next week, at the earliest. 


KLM Royal Dutch Airlines Moves to Erwin, Wasey 


New York, Aug. 16—KLM Royal Dutch Airlines will move its ac- 
count, estimated at close to $1,000,000, from Charles W. Hoyt Co. to 
Erwin, Wasey & Co., effective Jan. 1. 


Bachenheimer-Lewis Split; Form Two Agencies 
New York, Aug. 16—Bachenheimer-Lewis Inc., eight-year-old 


agency, is being dissolved and the two principals—Marshall F. Bach- 
enheimer and Irving Lewis—will each set up his own agency. 


(Continued on Page 173) 


(Additional News Flashes on Page 173) 


Boston, and between R&R and Erwin, Wasey—both aimed at merger | 


to Tatham-Laird here, effective 
Nov. 11. 

This terminates a 27-year rela- 
tionship between P&G and the 
Kastor agency. American Family, 
a P&G soap and detergent product 
distributed solely in the Chicago- 
land area, was the last of the P&G 
products in the Kastor shop. 

P&G made it clear that the ac- 
count switch reflected no dissatis- 
faction with Kastor, which over 
the years has handled some of the 
company’s leading products. A 
spokesman said the move was 
prompted by the fact that P&G, 
which has been adding new prod- 

(Continued on Page 173) 
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Flopped with Dewey, Landon... 


Madison Ave. Takes Undeserved 


Credit for Electing 


Truman, Churchill 
Could Do Better Job, 
Ex-Senator Believes 


Lonpon, Aug. 13—Sen. Richard 
L. Neuberger (D., Ore.) is over- 
estimating the power of Madison 
Ave. in merchandising the Repub- 


lican Party and its candidates, ac- | 


cording ‘to William Benton, former 
senator trom Connecticut and co- 
founder of Benton & Bowles. 


Nedicks in 
Face-lifting 
Program in N. Y. 


New York, Aug. 15—Everything 
is being upgraded these days. The 
latest to get the high-fashion, once- 


_ over-lightly treatment is Nedicks, 


New York’s hot dog-and-orange- 
drink chain. 

Long a fixture in this metropol- 
itan area, the Nedicks stands are 
getting a face-lifting from a new 
management team headed by Peier 
Sando. The Sando group bought 
the chain last year from C&C Super 
Corp. It marked the fifth manage- 
ment change in Nedicks since 1941. 

Mr. Sando, who got strong back- 
ing from Nedicks suppliers, has in- 
stituted a “trading up” program to 
recapture traffic admittedly lost to 
more appetizing-looking establish- 
ments such as Chock Full O’Nuts. 


® The latest step in this program 
was evident today, when Nedick’s 
Stores Inc. opened a streamlined 
counter restaurant—‘“‘a symphony 
of pastels”—in Rockefeller Center. 
More changes are reportedly on 
the way. 

There are 82 white-tiled, unpre- 


(Continued on Page 174) 


Heintz Beat Out 21 
Agencies in Race for 
Regal Pale Account 


San Francisco, Aug. 14—There 
were 21 Les Angeles and San 
Francisco agencies in the running 


for the $1,700,000 Regal Pale Brew- ¢ 


ing Co, account which was won 
last week by Heintz & Co. (AA, 
Aug. 12). 

“Our new agency,” explains An- 
gelo Campodonico Jr., Regal Pale 
president, “was chosen on the ba- 
sis of its outstanding success in the 
food merchandising field. It was 
not an easy choice to make because 
we received a number of very fine 
presentations.” 

Guild, Bascom & Bonfigli re- 
signed the account June 7, charg- 
ing that Regal Pale’s fickleness 
about its advertising campaigns 
made the account unreasonably 
difficult to handle. Its resignation 
became effective with the appoint- 
ment of the new agency. 

GB&B quickly returned to beer 
advertising last week when it took 
on the approximately $1,000,000 
account of Heidelberg Brewing Co. 
(AA, Aug. 12). 


® Regal Pale’s new agency is a 
30-year-old organization which 
merged last February with Scholts 
Advertising Service, Los Angeles. 
Heintz’ San Francisco office, which 
will handle the Regal Pale account, 
was opened in 1955. The office also 
handles Girard's Inc., IXL Foods 
and Fiotill Products. + 


Politicians: Benton 


Mr. Benton was commenting in 
an interview here on an article by 
Sen. Neuberger in the August Es- 
quire suggesting that since the 
| Democrats couldn’t beat Madison 
Ave., they might as well join it 
(AA, July 8). 

Said Mr. Benton, whe spent 14 
years in advertising before going 


Madison Ave. or television for 
electing candidates that both Sen. 
Neuberger and I disapprove of.” 


tion by the junior senator from 
Oregon that the Republicans, by 
skilful use of Madison Ave. tech- 
niques, have “merchandised” many 
of their “weakest candidates into 
office.” 


s Mr. Benton told ADVERTISING 
(Continued on Page 46) 


Newspaper Drive 
Introduces ‘For 
Men Only’ Beer 


Cuicaco, Aug. 15—The he-man 
continues to get the advertisers’ 
attention with the latest entry—a 
for-men-only beer produced by the 
House of Augsburg, a division of 
Monarch Brewing Co. 

The newspaper campaign, which 
started here today, touts Augs- 
burger as “a beer so brisk, so 
brawny—it’s for men only,” and 
urges, “Step up, Chicago, and meet 
the man’s beer. . .” 

Small sketches in the introduc- 
tory ad illustrate sportsmen, a tv 
director, a lawyer. Each follow-up 
ad is aimed at one, such as “What 
a man! He landed a 53-lb. muskie” 
and “What a man! He won three 
court trials last week.” 


® Each ad carries a “Sorry Ladies” 
notation which says, “Augsburger 
may be a bit too robust for you. 
However, it’s a free country and 


A beer so brisk, so brawny- it's 


Es yen Baer 
| o< 
AER @ 1y 
— — 


FOR 
eA 


AUGSBURGER =~ 


BRISK & BRAWNY—The House of 

Augsburg introduced its new beer 

with this ad in all Chicago dailies, 
Aug. 15. 


if you're looking for a change of 
taste, try it. Above all, order a 
case of it for that he-man around 
your house. He'll love it!” Radio 
will also be used to promote the 
premium-priced beer, which sells 
for slightly less than imported 
brands. 

Beaumont & Homman was as- 
signed last December to handle ad- 
vertising for the new Augsburger 
beer (AA, Dec. 10). Following 
B&H’s Chicago-office merger with 
Cunningham & Walsh (AA, May 
6) the account was moved to 
Charles O. Puffer Co., the current 
agency. + 


into politics: “It isn’t fair to blame | 


He took issue with the conten-| 


Daub Sly 
NEW OFFICERS —William B. Daub, 
the new slate of officers elected 


Kopecki Scott 
Sun Oil Co., Philadelphia, heads 
by Eastern Industiial Advertisers, 


the Philadelphia chapter of National Industrial Advertisers Assn. 

Other officers are John E. Sly, E. 1. du Pont de Nemours & Co., 

Wilmington, vp; Ernest S. Kopecki, Selas Corp., Dresher, Pa., sec- 

retary, and William T. Scott, Atlas Powder Co., Wilmington, re- 
elected treasurer. 


New York, Aug. 14—Jacoby- 
Bender Inc., watchband manufac- 
turer, today announced the ap- 
pointment of Ben Sackheim Inc. to 
handle its advertising—the com- 
pany’s fourth agency in less than 
two years. 

Released with the announcement 
was a letter sent to Ben Sackheim 
on July 26 by Jerome G. Hahn, 
director of advertising for Jacoby- 
Bender. In this “Dear Ben” letter, 
Mr. Hahn asked if the agency 
would like to take on the account, 
pointing out, “You need no solic- 
itation, you have proved your 
abilities.” 

Mr. Hahn also told Mr. Sack- 
heim: 

“Our advertising manager is a 


23 Countries Now 
Okay Commercial 
TV: ‘TV Factbook’ 


WasuinctTon, Aug. 14—For the 
first time there are now more 
countries that allow some form of 
tv advertising than there are 
countries that don’t, acording to the 
25th semi-annual Television Fact- 
book. 

Not including the U.S., there are 
22 countries that permit tv adver- 
tising. These countries have a total 
of 14,000,000 receivers and 273 sta- 
tions (not all of them commercial). 
Television advertising is prohibited 
in 20 countries with a total of 104 
stations and some 4,300,000 sets. 

The eight Iron Curtain countries 
still trail the West in tv progress. 
They have only 52 stations and 3,- 
236,600 sets while the West (ex- 
cluding the U.S.) has 325 stations 
and more than 15,000,000 sets. 


® The U.S. has more than two- 
thirds of the world’s tv sets and 
more than half the stations. Fol- 
lowing is a bicakdown of stations 
operating and tv receivers in use 
in the ten major tv nations: 


Stations Receivers 

U. 8. 500 44,500,000 
Great Britain 21 7,450,000 
U.S.S.R. 30 3,000,000 
Canada 40 2,658,000 
West Germany 39 1,100,000 
Japan 16 650,000 
France 19 600,000 
Italy 90 575,000 
Cuba 18 300,000 
Mexico 10 300,000 
The new T-levision Factbook, 


a tv wall mar 
| running 476 
|every station « 


gives details about 
, ages and including 
. the air, directories 
of manufactu ers and program 
syndicators, st tistical tables on tv 
time sales, da a on set and tube 
| production anc other information. 
It is availabk 
“Television D 
| ing, Washingt: 


15, D.C. = 


‘No Solicitations, You've Proved Yourself,’ 
Client Says, Giving Sackheim the Account 


former vp of an advertising agen- 
cy. He understands your problems, 
needs and desires. He understands 
our problems, needs and desires. 
He will work with you for us.” 


s Mr. Hahn was referring here to 
himself. He was vp in charge of 
merchandising and sales promotion 
at the Sackheim agency for four 
years prior to joining Jacoby- 
Bender last October. 

Mr. Hahn explained to AA to- 
day that Jacoby-Bender changed 
agencies to get better merchandis- 
ing support for its expanded pro- 
motional program. He said that 
since he knew and liked the Sack- 
heim operation, he felt it wasn’t 
necessary to ask for presentations 
from any other agencies. Mr. Sack- 
heim, he said, “did not expect to 
get the account.” 

Mr. Hahn said Jacoby-Bender 
will be spending $700,000 a year on 
its advertising campaigns, an in- 
crease of $300,000 over the 1956 
figure. Supplements, national mag- 
azines and business publications 
will be used. The program will 
stress, “America’s most fashionable 
watchband.” 


® The Jacoby-Bender account was 
handled by Lewin, Williams & Say- 
lor for 17 years prior to Jan. 1, 
1956, when it moved to Grey Ad- 
vertising Agency. Later in the year 
Friend-Reiss Advertising succeed- 
ed Grey. Gotham-Vladimir Adver- 
(Continued on Page 171) 


ARF Plans ‘Big, 
New’ Magazine Study 


New York, Aug. 13—The Adver- 
tising Research Foundation is plan- 
ning to do a “big, new study” to 
measure the audiences of 30 to 35 
leading magazines. 

ARF’s consumer magazine com- 
mittee will meet soon to work out 
the details, which include the 
selection of a research organization 
and method of underwriting. 

As presently envisaged, the study 
calls for a sample of at least 15,- 
000, with interviewers taking 
stripped-down copies of magazines 
into respondents’ homes. There 
will be only one interview per re- 
spondent. + 


Stanford Boosts Rappaport 

Dr. Maurice Rappaport, on the 
staff of Stanford Research Insti- 
| tute, Menlo Park, Cal., two years, 
has been named director of the 


institute, succeeding Dr. Bertrand 
| Klass, who recently was appointed 
|director of market research and 
development in the New York of- 


(AA, July 29). 


| 
| 


behavioral sciences division of the | cyeeRLeaDER—A Campbell Kid doll 


for $5 a copy from |fices of Market Planning Corp., a/ 
zest,” Wyatt Build-|subsidiary of McCann-Erickson 


Advertising Age, August 19, 19! 
/ 
Men Arent Sexy; 


Women Are Glad, 
Says Consultant 


New York, Aug. 14—The “wa- 
tered down sexuality” portrayed 
in advertising is real, because in 
our society men are not very sexy 
or aggressive, according to Dr. 
John Kishler, communications and 
marketing consultant. 

What is more, women, on the 
whole, are glad of it, Dr. Kishler 
says. 

His remarks in a monthly bul- 
letin are in apparent rebuttal to 
Dr. Ernest Dichter, Institute for 
Motivational Research, who re- 
cently bewailed the lack of “real, 
unadulterated sex” in advertising 
(AA, July 22). 


® It all goes back to Freud, Dr. 
Kishler explains, because Freud 
developed the thesis that civiliza- 
tion forces people to contro] their 
primitive sexual and aggressive 


instincts, sublimating them into 
more constructive activities. 
“Civilization,” Dr. Kishler 


writes, “has forced the greatest 
repression on men and they have 
become more refined—more pas- 
sive and, in fact, more ‘feminine.’ 
The ‘neutered stereotypes’ and 
watered down sexuality portrayed 
in advertising are real ... the ‘sex 
and sadism’ fiction is designed to 
cover up and provide a false front 
for the essentially sexless nature 
of contemporary society. 

“In most instances, attempts by 
advertisers to substitute the fan- 
tasy of ‘realistic sex’ for the real- 
ity of ‘sexlessness’ are not apt to 
meet with much success.” 


® Pointing out that “most profes- 
sional people would agree that 
there is much confusion in our so- 
ciety about sex and sex roles,” 
Dr. Kishler says: “Clinical esti- 
mates of frigidity in women run 
as high as 90% and estimates of 
potency disturbance in men run 
as high as 40%.” 

The doctor referred to a case in 
which 150 women were asked to 
characterize themselves in terms 
of a number of _ descriptive 
phrases. The five types most often 
selected for  self-identification 
were a sensible woman, a mother- 
ly woman, a modest woman, an 
all-American girl, and an efficient 
woman. 

No one, he said, chose to iden- 
tify herself publicly as a sexy 
woman, a very beautiful woman, 
or a glamorous woman. 

This suggests a note of caution 
for those who advocate direct sex- 
ual themes as a way to appeal to 
women or men in advertising, Dr. 
Kishler concludes. + 
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EW! CAMPBELL 


CHEERLEADER | 


will be offered by Campbell Soup 

Co. in a Campbell Kid birthday 

celebration promotion in October. 

This point of purchase piece is part 

of the promotional material avail- 
able to retailers. 
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‘SELECTIVE’ STAND—Select Magazines 

Inc. will supply cooperating stores 

with magazine display stands like 
this. 


Select Magazines 
Sets Store Push 
for Its Publications 


New York, Aug. 13—-Select Mag- 
azines Inc., national newsstand dis- 
tributor for a number of leading 
books, plans a store-wide promo- 
tion program to boost sales of the 
magazines it handles. 

The magazines will be pushed— 
along with other consumer prod- 
ucts—in supermarkets, large drug 
stores and variety stores. The pro- 
motion drive is set for October and 
November. 

Select will provide participating 
stores with free point of sale mate- 
rial which will allow tie-ins be- 
tween the magazines and other 
merchandise. Theme of the promo- 
tion is: “Be Selective—Take Home 
the Best.” 


s Product markers bearing the 
theme will have space left for 
stores to write in the name of any 
product. No magazine will be men- 
tioned on the marker, but the 
marker will be similar in design to 
Select Magazines’ title posters, 
which will have the name of an 
SM magazine on them. 


Magazines include Better Homes & 
Gardens, Life, Living for Young 
Homemakers, McCall’s, Popular 
Science Monthly, Reader’s Digest, 
Time and U. S. News & World Re- 
port. 7 

Each cooperating store will get a 
special display stand for the SM 
line of magazines. + ‘ 


lcompany this year will 
more prominently than ever the | 
Magazines distributed by Select 


Schenley Plans 
$5,000,000 Push 


for Holiday Lines 


13—Schenley 


New York, Aug. 
Distillers Co., the sales division of 
Schenley Industries, yesterday un- 
veiled its holiday decanters and 
packaging to the press and local 
distributors at its third annual 
merchandising mart. 

Sidney E. Frank, Schenley pres- 
ident, disclosed at a press interview 
that the company plans to spend 
close to $5,000,000 between Nov. 1 
and Dec. 31 in newspaper, maga- 
zine, outdoor and transportation 
advertising to promote its holiday 
lines. This will be about 10% more 
than the company spent a year ago 


for holiday promotion. Additional | 


outlays will be made for sales pro- 
motion and point of sale materials. 

As a result of its investment in 
new decanters, packaging, adver- 
tising and sales promotion, Mr. 
Frank said, Schenley expects to 
do $100,000,000 in holiday busi- 
ness this year. 


® This year’s merchandising mart 
will be moved to St. Louis for 
showings there Aug. 19-24 and to 
Los Angeles Aug. 27-29. 

The show is designed as a 
“rotunda” with a stylized “money 
tree” as the central motif, symbolic 
of the anticipated dollar objective. 
Surrounding the tree is a circle of 
booths displaying the newest 
Schenley packaging plus sales ideas 
and services available to distribu- 
tors and retailers, Each display is 
devoted to a Schenley brand and 
Schenley personnel will be on hand 
to aid distributors in tailoring sales 
promotion programs to individual 
market needs. 

Schenley’s holiday advertising 
will feature the “plus value” of 
liauor as a gift in holiday decanters 
and wrappings. In addition, the 


sale as business gifts of severa! 
bottles of liquor in specialty con- 
tainers, such as brief cases, fishing 
creels, bowling bags, and other 


jtypes of gift containers. These, of 


course, will carry an extra charge, 


but are expected to result in multi- | 


ple sales of liquor. For example, it 
was pointed out, five bottles fit 
(Continued on Page 171) 


Cost of Business Yule Gifts Grows, 
‘Ad Requirements’ Survey Shows 


Cuicaco, Aug. 14—The business 
of giving Christmas gifts for busi- 
ness purposes is still growing, ac- 
cording to results of a survey re- 
ported in the September issue of 
Advertising Requirements. 

In its fifth annual report, AR 
says that about the same percent- 
age of businesses indicated they 
gave gifts last Christmas as com- 
pared to other years—about 64%— 
but the givers commented they 
were spending more money, either 
because of more volume or better 
quality of gift items. Half of those 
who reported spending more mon- 
ey said the increase was the result 
of buying more costly gifts. 

Well, suppose you’re among the 
64% who give gifts to employes, 
business acquaintances or clients. 
Have you decided yet what you're 
going to give next Christmas? By 
the end of August, 17% will have 
selected their gift items, the survey 
indicates. 


s If you’d rather procrastinate, 
you'll have company; the survey 
says 31% wait until November be- 
fore selecting gift items, and 12% 


hold out until December. 

What do you plan to spend? Only 
one-third of AR’s respondents 
spent less than $5 per gift. 45% 
said they spent between $5 and $10, 
while 27% fell 
bracket. 4% spent $25 or more per 
gift. 

Finally, what kind of gift will 
you buy? Care in selecting the 
gift can be the most crucial part 
of the whole affair. One Los An- 
geles advertising agency told AR: 
“Our clients seem to appreciate 
the gifts we select carefully, even 
though they are not expensive.” 


s In order to help with the selec- 
tion, AR has listed some helpful 
hints trom the Institute for Mo- 
tivational Research to make your 
Christmas gift “psychologically 
correct.” 

To overcome two handicaps in- 
herent in business gifts—suspicion 
about motive and routineness—the 
institute offers the following sug- 
gestions in selecting items: 


e Widen the recipient’s horizons 
with an unusual gift, such as 12 
(Continued on Page 174) 
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HIGH STyLE—Sweaters of Ban-Lon, 


feature | 


in the $10-$25) 


a nylon yarn, get full-fashion 

treatment in this Sears, Roebuck 

& Co. ad to appear in the October 

Ladies’ Home Journal. Cunning- 

ham & Walsh, Chicago, is the 
agency. 


After 24 Year Hitch... 


Carter Advertising Will Drop Its 30 
Clients, Seek Fortune in Other Fields 


Kansas City, Mo., Aug. 14—Car- 


ter Advertising Agency Inc., which | 
‘|has been in business since 1933,| 
its agency} 


will gradually drop 
functions in a move towards di- 
versification, according to Charles 
Carter, president. 

Mr. Carter, 54, said plans for 
diversification have not yet been 
formulated, but may include entry 
into allied fields. 

The agency, with about 30 na- 
tional, sectional and local clients, 
will continue active in all depart- 
ments until its commitments to 
clients are completely fulfilled, 
which will be on or before Dec. 31. 

Mr. Carter told ADVERTISING AGE 
that he has considered withdraw- 


Cuicaco, Aug. 14—The “cold 
war” is due to get hotter after a 
summer hiatus as Journal of the 
American Medical Assn. takes an- 
other potshot at the use of flavo- 
noids in the treatment of disease. 

The whole thing started late in 
1955 with the introduction by 
Grove Laboratories of its Citroid 
compound for the relief of colds. 
Following were hassles with the 
AMA, Anahist Co., the Food & 
Drug Administration and the Na- 
tional Better Business Bureau on 
the effectiveness—and the adver- 
tising—of the product. 

The latest blast is a report by the 


Chuck Beer Cans 
Over Hedge? Gad! 
Ad Gets Lords Mad 


Lonpon, Aug. 13—It wasn’t so 
long ago that David Ogilvy told 
| British advertising men not to use 
|humor in advertising and not to 
| play verbal games with the read- 
j}ers (AA, May 13). Seems he was 
right. 

The House of Lords got to talk- 
|ing the other day about an ad in 
a provincial newspaper for Inde 
| Coope’s Long Life canned beer, 
|serviced by Dolan, Ducker, Whit- 
combe & Stewart Ltd. The ad 
wound up by talking about the 
virtues of canned beer by saying, 
“So handy! No empties to return. 
Just chuck them over the hedge.” 


| The English, who only recently 
|have been introduced to canned 
| beer, have long been campaigning 
| against litter louts who blight the 
countryside. Now here was an ad 
suggesting customers should toss 
their empty cans into the nearest 
field. Gad, sir! 

Lord Conesford asked what the 
| government intended to do to stop 
| what he called “this disreputable 
| propaganda.” He also wanted to 
|know whether the cost of an ad 
|that incited readers to scatter lit- 
|ter should be allowed as a busi- 
ness expense before taxation. 
| Lord Mancroft replied for the 
| government that it wasn’t a seri- 
}ous matter. In fact, the advertise- 
ment was intended to be facetious. 

As David Ogilvy might have 
said: “Humor is not a universally 
admired trait.” 


Gil Coleman Names Two 

Gil Coleman Associates, San 
Francisco public relations compa- 
ny, has appointed David E. Brown 
and Robert M. Anderson to its 
staff. Mr. Brown formerly was 
with the San Francisco Chronicle, 
and Mr. Anderson formerly was 
with Public Relations & Research 
Inc., New York. 


Medical Assn. Reopens Cold Relief Hassle 
by Blasting Flavonoids as Having ‘No Value’ 


AMA’s council on foods & nutri- 
tion and council on drugs. As mat- 
ters now stand, the report says, 
“flavonoids are of little or no value 
in the treatment of disease.” The 
report in the AMA Journal was 
prompted by “the recent upsurge 
of interest” in the flavonoids, par- 
ticularly in the treatment of nu- 
merous diseases, “including the 
common cold.” 


® Flavonoids are carbon-hydro- 
gen-oxygen compounds that are 
widely distributed in nature as 
pigments in flowers, fruits, tree 
barks and vegetables, the report 
explains. Their most important 
commercial source is citrus rind. 


In the late ‘30s, investigators 
claimed that “citrin” from citrus 
fruit peels was effective in 


strengthening capillary and blood 
vessel walls against breakage. Such 
breakage of capillary walls is sup- 
posed to occur in a number of 
diseases. 

However, the report says, valid 
tests for measuring the effect of 
flavonoids on capillary walls have 
not been devised. An earlier belief 
that they were a type of vitamin 
has not been confirmed. 


# Reports on several small studies 
were enthusiastic about the fla- 
vonoids’ influence on common 
respiratory infections, because of 
their supposed capacity to 
strengthen capillary walls, but 
larger studies did not confirm these 
findings, the report says. 

“On the basis of the best evi- 
dence now at hand, it would 
appear that flavonoids have no sig- 
nificant effect, palliative or other- 
wise, on the course of the common 
cold,” the report concludes. + 


hy 


Poni enn gE De REE a 


JAMES F. BLACK, formerly with Ben- 
ton & Bowles, has joined Kudner 
Agency, New York, as an account 
manager on Goodyear Tire & Rub- 
ber. Edward Owens, a vp, will re- 
sume his post as an account man- 
ager on Goodyear in December, 
following a six-months’ leave. 


ing the agency from its primary 
field for about two years. 

“I felt it would be a sound idea 
financially to diversify the busi- 
ness,” he said. The agency’s assets 
are at one of the highest levels in 
its 24-year history, he added. 


® The agency president said he 
notified his clients of his decision 
last week, assuring them that the 
agency “will continue to be just 
as interested in... the welfare and 
good advertising effectiveness of 
its clients. . .” until all commit- 
ments have been fulfilled. 

Mr. Carter indicated that his 
new enterprises will be formu- 
lated slowly, perhaps after a vaca- 
tion. Miss Josephine Dahlin, secre- 
tary-treasurer of the corporation, 
will remain with the company. 

Announcements concerning the 
future plans of other officers and 
key personnel will be made within 
two weeks. They include W. G. 
Rowe, exec vp; Fred V. Klemp Jr., 
vp; Curtis C. Bogasch, vp; James 
A. Avery, copy director; Bob Hol- 
loway, art director; Ward McDon- 
ald, production and traffic man- 
ager, and Roy F. Reel, account 
executive. The staff numbers 18. 

The agency began business in 
Kansas City, Kan., and in 1945 
moved across the border to its 
present location at 912 Baltimore 
Ave. # 


‘56 Drug Store Sales 
Hit a Record High, 


. : ’ 

‘Lilly Digest’ Says 

INDIANAPOLIS, Aug. 13—Drug 
store sales were at a record high 
in 1956, according to “Lilly Digest,” 
a statistical report on drug opera- 
tions published annually by Eli 
Lilly & Co., pharmaceuticals man- 
ufacturer. 

The report, in its 25th year, 
found much to approve in in- 
creased sales for drug stores. But 
the report notes that operating ex- 
penses have increased also, among 
these advertising. 

Weighted average costs and prof- 
its figures in the report reveal 
sales per store in 1956 ran about 
$83,430, as compared with $75,300 
in 1955. Gross margin was $28,740 
and $25,600 respectively. 1956 ad- 
vertising expenses were $1,260, or 
1.5% of total expenses, as com- 
pared with $905 or 1.2% of total 
expenses for 1955. 


s The report also offers operating 
data broken down by categories of 
drug stores according to sales. 
These figures indicate the ratio of 
advertising to other expenses tends 
to increase as drug stores increase 
sales. Here are the categories, with 
per cent of advertising to other 
expenses in parentheses: Sales 
under $30,000 (0.8%); $30,000- 
$50,000 (1.1%); $50,000-$75,000 
(1.1%); $75,000-$100,000 (1.3%); 
$100,000-$125,000 (14%); $125,- 
000-$150,000 (1.3%); $150,000- 
$175,000 (1.5%); $175,000-$200,000 
(1.3%); $200,000-$300,000 (1.8%); 
over $300,000 (1.7%). 

Figures this year are based on 
statements of income and expenses 
from 1,906 drug stores. + 


‘U.S. News’ Names Two 

U.S. News & World Report -has 
appointed Frank J. Byrne to its 
New York sales staff and James F. 
Doherty to its Boston sales staff. 
Mr. Byrne formerly was with 
Metro Sunday Newspapers. Mr. 
Doherty previously was with 
Chambers & Wiswell and Crowell- 
Collier Publishing Co. 
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Hit Record $240,580,522... 


Canada’s 110 Agencies Boosted 
Billings by 15% in ‘56, Says Report 


Orrawa, Aug. 14—Canadian ad 
agency billings in 1956 jumped 15% 
to a record $204,580,522, according 
to a Dominion Bureau of Statistics 
report issued today. 

The gain was a sizable increase 
over the 1955 total of $177,240,355, 
and shows a tremendous rise over 
the $52,000,000 in billings recorded 
just 10 years ago. 

Canada’s 110 agencies last year 
operated through 191 offices, as 
against 181 in 1955 when 104 agen- 
cies were in operation. 

One of the most significant 
changes in 1956 was an important 
shift into the $2,500,000-$5,000,000 
class, which accounted for 17% of 
total billings, compared with 11% 
in 1955. This change was at the 


expense of the $1,000,000-$2,000,- 
000 group, which obtained 11% 
of billings as against 17% the pre- 
vious year. 

There was no change in the num- 
ber of agencies in the $5,000,000- 
and-over classification, but the 
amount of billings rose about $16,- 
000,000 to a total of $123,000,000. 


s The breakdown: 


e Commissionable billings for all 
agencies amounted to $201,797,434 
and provided a gross revenue of 
$30,452,807, or 15.1%. 


e Gross revenue was further in- 
creased by $1,750,947 derived from 
non-commissionable billings of $2,- 
783,000 for market surveys and 


other research and other fees, for 
a grand total of $32,203,754. 


e Ad agencies last year paid $19,- 
757,000, or 61° of gross revenue to 
3,790 employes, as compared with 
$17,306,000, or 62.5%, paid 3,416 
employes in 1955. 


e After providing for salaries and 
other operating expenses, advertis- 
ing agencies netted $3,291,336 be- 
fore deductions for income taxes, 
or 10% of the total gross revenue. 
In 1955 net profit amounted to $2,- 
771,951. 


e Distribution of commissionable 
billings by media showed another 
increase in the amount of advertis- 
ing placed in television. Tv ac- 
counted for 16.6% of total commis- 
sionable billings in 1956, 13.5% in 
1955 and 5.5% in 1954. 

The tv gain in 1956 was offset 
mainly by a reduction in the 
amount of ads placed in radio 
(10.3% last year vs. 11.9% in 1955) 
and publications (52.6% in ’56 and 


53.3% in ’57). # 
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Dry process copy maker 


simplifies advertising paperwork 


Dry process machine gives you copies 
in 4 seconds made by electricity alone! 


All-new and All-Electric! The newly styled THERMO-FAX 
“Secretary” Copying Machine gives you copies of layouts, 
schedules, reports, records and other business data right when 
you need them. Exclusive process eliminates chemicals, 
negatives, liquids and fumes 


from office copying 


forever. You 


make copies in 4 quick seconds 
for as little as 5¢ per copy. Now 
you get all these exclusive ad- 
vantages of the only dry process 
copy maker at the new low cost 
of only $299*. Send coupon be- 


low for complete details today. 
*Suggested retail price 


The terms THERMO-FAX and SECRETARY are trademarks of Minnesota Mining & Mfg. Co. St. Pau! 


==” 6, Minn. General Export: 99 Park Avenue, New York 16, N.Y. In Canada: P.0. Box 757, London, Ont 


Minnesota Mining & Manufacturing Co. 
Dept. KV-8197, St. Paul 6, Minnesota 


Send full details on the cost-cutting new THERMO-FAX “Secretary” 


Copying Machine. 
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Highlights of This Week's Issue 


The 100 leading U. S. advertisers spent more than $2 billion in 


advertising in 1956, ADVERTISING 


AcE finds. Marketing profiles of 


each of the 100 appear on Pages 59 through 157 of this issue. 


Men aren't sexy, women are : Dr. 
Kishler rebuts Dr. Dichter .......... Page 2 


Ben Sackheim gets Jacoby-Bender watch- 
DANG ACCOUN .0...c.cccecccecsscrssersrrrresesee BOZO B 


23 countries now okay commercial tv: 
Television Factbook Page 2 


Nedicks gets face lifting program to meet 
EE | ee 


Newspaper drive boosts Augsburger 
“for men only” beer 


House of Lords indignant over “chuck 
(empty beer cans) over the hedge” 
ad Page 3 

Business Christmas gift giving still grow- 
ing, Ad Requirements finds ........ Page 3 


Schenley plans $5,000,000 boost for ex- 
pected $100,000,000 in holiday 
sales Page 3 


Medical Assn. reopens cold treatment has- 
sle with blast at flavonoids ............ Page 3 


Carter Advertising to drop 30 clients in 
diversification move 


Select Magazines plans store promotions 
to boost magazine sales ...........Page 3% 


Super supermarket on way, threat to 
present stores, says Super Market Mer- 
7 Aici Z Page 20 


Irish whisky sales suffer from lack of ad 


PUNAS, WOATA SAYS .......ccccceceeccercccesees Page 30 
Ex-Dublin adman challenges Madison 
Ave., gets job, buys gray flannel 


Test drive sets pattern for Dab distribu- 
tion boost Page 36 


SEC rules that Elliott’s Crowell-Collier 
financing violated regulations ...Page 38 


NBBB says government should have pow- 
er to stop irresponsible advertis- 
ers Page 39 


Ratio of savings to consumer debt is in- 
creasing, credit group finds 


Gas industry asked to halt “circus” signs 
in Connecticut price war ................Page 44 


Curtis reports earnings and revenues up 
for first half Of 1987 .0.....ccccccme Page 45 


Rum ad's women are “models of dignity 
and good taste,” says Badillo ...... Page 50 


Rank, two publishers to run ITA tv sta- 
tion on the Isle of Wight ................ Page 57 


Norman Reckwell directs photographing of 
huge Kodak mural for Grand Cen- 
tral 


Phileo sponsers guess-who-will-be-Miss 
America contest through dealers Page 162 


“IMalmanship” campaign by TV Guide 
urges sponsors to promote pro- 
grams Page 163 


Fast-selling Plymouth will seek No. 2 
sales spot in 1958, Minor says .Page 166 


Milk price war looms in upstate New York 
following 3¢ increase ................ Page 167 


Liquor advertising and consumption in- 
crease despite price hikes: PIB Page 171 


Frank Carson, retiring from McGraw-Hill, 
will loaf and fish—maybe do a 
novel Page 174 


REGULAR FEATURES 


Advertising Market Place 
Coming Conventi 

Department Store Sales 
Editorials 
Getting Personal ................ 
Information for Advertise 
Photographic Review 
Rough Proofs 
This Week in Washington ................... 
Voice of the Advertiser 
What They're Saying 


Sheldon to Join Hancock Oil 


sales promotion and training man- 


Mel Sheldon will resign from | ager, effective Sept. 1. Mr. Shel- 
Leo Burnett Co., Chicago, to join|don is an account executive on 


Hancock Oil Co., Long Beach, as 


| Pure Oil Co. at Burnett. 


“This is the size we use for the 
Growing Greensboro Market!" 


Barer seg sa 


gIZE / EnTRANct 


ee 


Crunch your way through North Carolina’s most tasty market by 
using The Greensboro News and Record. This rich, diversified 
12-county ABC Retail Trading Area has one-sixth of the state’s 
population and accounts for one-fifth of the $3 billion annual retail 
sales. You can reach them through this dominating medium. Over 
100,000 circulation daily—over 400,000 readers daily. 


Onl 
ABC 


GREENSBORO, NORTH CAROLINA 


medium with dominant coverage in the Greensboro 12 County 
Market and selling influence in over half of North Carolina! 


Represented by Jann & Kelley, Inc. 
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Some magazines specialize in news or fiction or fashions. Better Homes 
& Gardens specializes in ideas. Ideas that wake people up so their 
dreams of richer, happier family life can come true. None of the 

other major media creates quite the same kind of do-something-now 
mood. Because nothing can equal practical ideas to keep home 

lovers busy planning and doing and buying things. 


The husbands and wives (and their children) who read BH&G don’t 
just talk about the things they see in their favorite idea magazine. 
They do something about the ideas they see on every page. 


The happy truth for advertisers is that there’s nothing quite so 
powerful as an idea if you want to make a sale. And Better 
Homes & Gardens is as full of ideas as a supermarket is full of 
food! That’s why it keeps on growing bigger and stronger 

and livelier every year. Meredith of Des Moines ... 

America’s biggest publisher of ideas for today’s living 

and tomorrow’s plans 
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This Week in Washington ... 


Postal Sorting Rule Still Muddled 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Aug. 15—At least 
another week or two will pass be- 
fore Postmaster General Arthur 
Summerfield decides what to do 
about the Oct. 1 deadline on the 
department’s sort-it-yourself rule 
for bulk mailers. 

Until he hands down the word, 
mailers must decide for themselves 
whether to begin to reorganize 
their operations in order to bundle 
magazines and advertising matter 
by local delivery zone, or whether 
to hold off until there is further 
word from Mr. Summerfield. 

Mailers face this dilemma be- 
cause the procedure used by the 
department to propose the sort-it- 
yourself plan represents bureau- 
cratic capriciousness of a kind one 
would hardly expect after four 


years of a “business man’s admin- 
istration.” 


The sort-it-yourself idea origi- 
nated among headquarters people 
who calculated it would cut costs. | 
After a task force quietly looked | 
over the Time-Life setup in Chi- 
cago, they decided mailers could 
handle the assignment. So with 
little further investigation, they 
announced compulsory sort-it- 
yourself was being considered with 
Oct. 1 as the effective date. 


= Once the announcement was 
made it was evident that the Time- 
Life setup wasn’t necessarily 
typical of the operation used by 


other mailers. Many of the more 
than 1,000 written protests which 
poured in were so persuasive that | 
the department’s division of postal | 
services is writing and inviting | 


many mailer; ‘0 come down here 
to provide (urther insight into 
their problems. 

That’s cer! inly a step in the 
right directi: But mailers ask 
why it was \ccessary to put the 
Oct. 1 “trigger date” in the original 
announcemen’. Is there anything 
humane abou' a postal administra- 
tion which th: ows its patrons into 
a panic before making a reason- 
able effort to determine a practical 
plan for introducing such a drastic 
change in procedures? 


Now that it has 
House Halts focused attention 
Ad Probe on cigarets and 
weight reducing 
pills, the House operations sub- 
committee under Rep. John Blat- 
nik (D., Minn.) will suspend its 
investigation of federal advertising 
controls until next year, when it 
will be back in the news with 
hearings on tranquilizers and oth- 
er controversial products. 
Subcommittee members expect 


to have special reports on cigarets 
and weight reducers ready in the 
next few weeks. If the chairman 
has his way, the reports will prob- 
ably cail for stronger FTC control 
over copy claims, with broader use 
of court injunctions to stop cam- 
paigns while administrative hear- 
ings are being completed. 


Two recent Fed- 
New Lawsfor era! Trade Com- 
"Meat Packers’ mission decisions 

kindled a new in- 
terest in legislation to prevent 
members of the food industry from 
using the meat packer loophole to 
escape FTC jurisdiction over trade 
practices and advertising. 

For more than 35 years business 
practices of packers have been 
subject exclusively to the supervi- 
sion of the Department of Agri- 
culture. But several months ago 
food chains and others which are 
only partially engaged in meat 
packing convinced FTC the exemp- 
tion is so broad they are outside 


Photograph by Harold Halma 


Troubled Lady. .. There’s a tear on her pretty check but it will soon be gone. 


Many a grown-up trouble also has a way of disappea 


For troubles are forgotten quickly when one i: 


friendly voices to help and reassure... . Just 


very young.... 
ng when there are 


talking to someone can bring sunshine into a dark or worr od day.... 


For whatever the need or the hour, you are neve) 


N. W. AYER & SON, INC. Phitaceipnia, New York, Chicago, Det 


Serving the Bell System has been one of our mos 
since the first magazine advertisement was pub 


shed in 1908. 


honored assignments 


vaching for the telephone and 


alone with a telephone. 


San Francisco, Hollywood, Boston, Honolulu 


Advertising Age, August 19, 1957 
FTC’s jurisdiction too. 


s With the whole food industry 
slipping outside FTC’s control, leg- 
islation repealing or narrowing 
the meat packer exemption was 


|approved by the Senate judiciary 


committee and the House agricul- 
ture committee. Postponement un- 
til next year seemed sure, however, 
until renewed interest developed 
this week after FTC examiners 
ruled the commission cannot pros- 
ecute Crosse & Blackwell or Giant 
Food Shopping Centers Inc. The 
Giant chain, which does a $23,600,- 
000 volume through 36 stores, qual- 
ified as a meat packer, according to 
Examiner Frank Hier, because it 
prepares its own sausage and meat- 
loaf. 


The Agriculture 
Farm Goods Department finds 
that the cost of 


Sales Costlier 
marketing farm- 


produced food products is up 50% 
above 1947-49, mostly because of 
higher costs. Labor costs have been 
rising more rapidly than other 
factors, accounting for 48% of the 
marketing expense in 1956, com- 
pared with 45% in 1947-49. Prof- 
its of leading food processing firms 
and eight leading food chains av- 
eraged higher in 1956 than in any 
year since 1950, the department 
says, expressed in either sales or 
stockholder equity. 

The department is glum about 
the immediate future. It says mar- 
keting costs already are above the 
1956 levels, and are sure to increase 
more during 1957, largely as a re- 
sult of increased transportation 
costs and higher prices for fuel, 
containers, trucks, machinery and 
other things marketing firms 
buy. + 


Andrews Succeeds Morency as 

Hearst Chicago Manager 
Hearst Advertising Service has 

appointed John W. Andrews Jr. 

manager of its Chicago office, suc- 

ceeding Joseph W. Morency, -who 

is retiring after 

33 years with the 

Hearst organiza- 

tion. He had been 

Chicago manager 

of Hearst Adver- 

tising Service for 

15 years. Mr. An- 

drews, who 

joined Hearst’s 

Chicago staff in 


1947, has been 
|national adver- 
| tising manager of 
| the Chicago American since De- 
jcember, 1955. 

John R. Mutti succeeds Mr. An- 
|drews as national ad manager of 
|the Chicago American and assist- 
ant manager of the Chicago office 


J. W. Andrews Jr. 


J. R. Mutti Joseph Morency 
of Hearst Advertising Service. Mr. 
|Mutti joined the American in 1945 
and in 1949 joined the sales staff of 
| Hearst Advertising Service. 


Kropp Printers Sold 

Johnson Printing Co., Minnea- 
polis, has purchased E. C. Kropp 
Co., Twin City pioneer in the de- 
velopment of full-color advertising 
posteards. 


Johnson Names Henderson 

Johnson Motor Lines, Charlotte, 
N.C., has appointed the Henderson 
Advertising Agency, Greenville, 
S.C., to handle its advertising and 
public relations. 
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Ike likes him. 
The G.O.P. respects him. 
The Democrats fear him. 
The big change in Nixon 


could make him President. 


He used to lean toward Republican conservatism. 
Now he leans toward Republican liberalism. He used 
to hunt Reds at home. Now he conquers them abroad. 
He used to be called “tricky Dicky.” Now he’s 
known as “the smartest politician in the G.O.P.” 
Through a current LOOK article, you witness The Big 
Change in Richard Nixon—a change that could 

lead to the White House. 


Whether the subject is politics or parlor tricks, 

fashion or fission, religion or sports, LOOK tells the 
exciting story of the people involved. For this is Loox’s 
way—to develop a better understanding of the world 
we live in by presenting a clearer picture of the people 
we live with. 


It is LooK’s vital interest in people that helps explain 
why so many people are interested in LOOK . . . why 
LOoK is such a powerful, fast-growing force in 
communications. In the first half of 1957, Look 
reached into more homes . . . was read by more people 
... carried more advertising pages and received more 


advertising dollars than ever before in its history. 


LOC VK the exciting story of people 
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Moth-Eaten Raccoon Coats from ‘20s 
Cause Ad, Sales Frenzy in New York 


New York, Aug. 15—New York 
department stores are proving you 
can sell even hand-me-down rac- 
coon coats left over from the ’20s 
if you advertise mightily. 

Lord & Taylor started it all 
with full-page ads in the current 
Mademoiselle and the Aug. 4 New 
York Times, proclaiming “vintage 
raccoon coats ... battle scarred 
and in a general state of magnifi- 
cent disrepair, for $25 as is.” 

As college girls stormed the 
store buying up the ragged rac- 
coons at the rate of several hun- 
dred a day—it mattered not that 
most coats were minus their lin- 
ings and plus a rip or two—it 
looked like a campus rage equiva- 
lent to the Sloppy Joe sweater. 


® The raccoon revival actually 
started at a Greenwich Village 
party (where else?) last winter 
when an architect’s wife, Susan 
Salzman, lamented that she 
hadn’t bought a raccoon coat she 
had coveted in a pawn shop. 

One of the guests said never 
mind, a relative of his had a 
whole warehouse full of them, left 
over from the Davy Crockett 
coonskin cap craze—and within a 
week, Mrs. Salzman, and another 
guest, Benjie Bejan, had prank- 
fully purchased 13 of the Charles- 
ton-age coats for everyone at the 
party. 

Within a few more weeks, the 
majority of the Village was covet- 
ing the ratty raccoons, and Mrs. 
Salzman and Mr. Bejan found 
themselves in business—canvas- 
sing used-fur dealers and selling 
coats, one or two at a time, at the 
Salzman apartment. By spring, 
they had sold about 400. 


® The coon business hibernated 
for the summer until Lord & Tay- 
lor recently called Mrs. Salzman 
and placed an order for 200 coats, 
then 200 more, and finally, 1,000. 

When the revival really got go- 
ing, a number of furriers rushed 
into the act too, and Women’s 
Wear Daily has even carried an 
ad or two announcing “used rac- 
coon coats” during the past week. 
Most of the coats are coming from 
manufacturers who bought up the 
coons several years ago to make 
Davy Crockett hats, and then 
were caught with their ware- 
houses full when the craze died 
out. 

A real raccoon race among store 
buyers soon began: The Sunday 
following Lord & Taylor’s first ads, 
the New York Times was crawling 
with raccoon campaigns. 


® Gimbels came first with a small 
omnibus ad announcing it too was 
resurrecting the fur relics at $25: 
“Me too, says Gimbels. Let Fifth 
Ave. steal the march on Greeley 
Sq. once in a while. We never ad- 
mit defeat. We’re mad for these 
furry wonders (and a little mad 
we didn’t think of them first).” 

The store must have turned 
more than “a little mad” when it 
discovered a few pages further on 
in the Sunday Times that it was 
being undersold and over-adver- 
tised by nobody but nobody but 
Macy’s, which took a full page to 
announce used raccoons vintage 
1920 at only $22.09. 


s A few pages further on in the 
same issue of the Times, Martins 
of Brooklyn topped everybody by 
giving the coats away as prizes in 
an essay contest. “We don’t want 
em ... you can have ‘em, they’re 
too old for us ... We have 50 
battered antiquities, which we 
nostalgically recall as coats that 
we would love to give away,” copy 
read for the ad which invited col- 
lege girls to give “one good reason 


why you can’t go to college with- 
out owning one (in 25 words or 
less) and you may be one of the 
50 lucky winners.” 


= Monday Macy’s was mobbed by 
raccoon-hunting coeds who bought 
nearly 700 used coats by the end 
of the day—lured in by Macy’s 
full-page ad. Gimbels, however, 
which had run only a small ad, 
reported “nothing spectacular”’— 
although the store had promptly 
dropped its price to $19.90 to up- 
hold its good name and motto. 

Martins, which had given the 
coat comparatively good play, had 
about 300 entries for its contest 
by Monday night with “sustained 
interest” reported throughout the 
week. 


® The moral of the story is pro- 
vided by Klein’s on the Square, 
which was underselling everybody 
at $17.99—but without benefit of 
advertising—and had sold “only a 
few” by the end of the week. 

By Thursday, however, all stores 
reported the old-raccoon boom was 
beginning to wane. But not before 
more than 2,500 battered but still 
busy raccoons were set for a sec- 
ond fling through college. + 


Boston Newspaper 
Strike Booms TV, 


Radio Business 


Boston, Aug. 16—Radio and tv 
stations here—and ten daily sub- 
urban newspapers—are enjoying 
record business as a result of the 
mailers strike that has halted 
publication of all major daily 
newspapers. The mailers, seeking 
a wage boost, walked out Aug. 9. 

Department stores and theaters, 
the biggest newspaper advertis- 
ers, have been quick to shift over 
to radio and tv, and are thus far 
reporting only slightly slackened 
business. Raymond’s Department 
Store is using sound trucks, as 
well as radio and tv, while Bon- 
wit Teller has been buying space 
in New York dailies. 

Filene’s says it has felt no 
slack-off in business, noting that 
about 75% of its business is con- 
stant despite sales anyway. Thea- 
ters, who were the first to jump 
to radio and tv, have reported 
only slightly weakened box of- 
fices. 


® Radio stations have revamped 
their programming radically to 
carry the editorial as well as the 
advertising content of the dailies. 
WBZ and WBZ-TV, for example, 
have set up special facilities of- 
fering more local news and sports 
coverage. WBZ-TV has set up a 
special advertising deal for the 
theaters, offering them 24 spots, 
with slides, for $600. 

New York newspapers are be- 
ing sold out here as quickly as 
they arrive, and ten suburban 
dailies are enjoying large circula- 
tion gains. The Waltham News- 
Tribune has jumped from a nor- 
mal circulation of 14,850 to 22,000, 
but it hasn’t gained in advertising, 
since it doesn’t take Boston ads. 
The Malden Evening News circu- 
lation has doubled, from about 
10,000 to about 20,000. 


s Newspapers closed by the strike 


are the Boston Globe, Herald- 
Traveler, Record-American and 
the Sunday Advertiser. 


ues to publish, although 


March 31) circulation represents 
Boston newsstand sales. # 


The | of stations | 
Christian Science Monitor contin-|use of optic 
it has | enabled NB 
stopped selling papers within a/|sorship of | 
30-mile radius of Boston. Only | listening 

about 13,000 of its 174,330 (as of | expensive,” 
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LAVORIS FAMILY—This half-page ap- 
pearing in Life, McCall’s and The 
Saturday Evening Post in late Au- 
gust and September opens a new 
ad series for Lavoris. All ads will 
show the Lavoris family. Savage- 
Lewis, Minneapolis, is the agency. 


NBC's Philly TV 
‘Unfair to Us,’ 
Philco Tells FCC 


Wasuincton, Aug. 15—Legal 
battles between Philco and RCA 
spread to a new arena today as 
Philco called on the Federal Com- 
munications Commission to retract 
a recent decision renewing the li- 
censes of NBC radio and tv sta- 
tions in Philadelphia. 

The licenses had been extended 
in a routine action July 18, with 
a provision that the decision might 
be reconsidered in the light of the 
final results of anti-trust com- 
plaints which have been lodged by 
the Department of Justice, involv- 
ing charges that NBC used coer- 
cive tactics to obtain the stations 
from Westinghouse. 

In its complaint today Philco 
argued that continued operation 
of the stations by NBC hampers 
Philco’s freedom to establish its 
own advertising program, and 
gives RCA competitive advantages 
in the sale of radios, tv sets and 
household appliances. 


®s Citing earlier anti-trust cases 
and recent comments of congres- 
sional committees, Philco contend- 
ed RCA and NBC qualifications 
should be examined by FCC now 
without awaiting the outcome of 
the current anti-trust cases. 

Phileco, which already is en- 
gaged in private anti-trust litiga- 
tion with RCA over patent licens- 
ing arrangements, said RCA has a 
long history of unfair practices. 
In an effort to induce the com- 
mission to reexamine the license 
renewals it said: 


“It seems proper to inquire how 
much longer must the public in- 
terest (and Phileo) continue to 


suffer injur 
sion defers ; 


while the commis- 
‘formance of its le- 
gal duties 1 .:i] the outcome of 
litigation, w! le in fact it can and 
should perform those duties with- 
out awaiting +e outcome.” 

® Philco c). med the operations 
key cities, plus the 
ime they must buy, 
o render the spon- 
grams in preferred 
» ods “prohibitively 
4 foreclosed the use 
ds to Philco on a 
asis. # 


of these p< 
non-networ! 


Advertising Age, August 19, 1957 


|Telemeter Seeks Pay-TV Franchises; 


Plans to Operate Without FCC Okay 


New York, Aug. 13—Interna- 
tional Telemeter Corp., a subsid- 
iary of Paramount Pictures, dem- 
onstrated a system of pay television 
here today which it plans to put 
into operation without approval of 
the Federal Communications Com- 
mission. 

This was the first public show- 
ing in the East of a system that 
has already been demonstrated in 
the West. 

Telemeter said that it is now 
proceeding with a plan to fran- 
chise local pay-tv operations to 
serve customers via _ city-wide 
closed-circuit wire grids linked to 
homes. 

Cost of installing the expensive 
wire network, generally to be car- 
ried on telephone and public util- 
ity poles, would be borne by the 
individual franchise holders, many 
of whom are expected to be re- 
cruited from among present oper- 
ators of motion picture exhibition 
chains. 


® However, the only franchise 
granted so far is in the Los An- 
geles market, and there Teleme- 
ter proposes to take part in fi- 
nancing the closed-circuit set-up. 
A corporation, owned jointly by 
Fox West Coast Theaters, one of 
the largest theater chains, and In- 
ternational Telemeter Corp., has 
the franchise for Los Angeles. 
This same corporation is negoti- 
ating for Telemeter franchises 
along the entire West Coast. Fran- 
chise agreements with 12 other 
prospective operators in various 
parts of the country are nearing 
completion, according to Louis No- 
vins, vp and general manager of 
Telemeter. 

The biggest stumbling block to 
fast action on Telemeter’s plan to 
get pay-tv in business by means 
of wire is the fact that no one as 
yet knows what the FCC is going 
to do about pay-tv, a political hot 
potato which conceivably could be 
tossed back and forth between 
Congress and the FCC for years. 

If the FCC or Congress were to 
vote a refusal on over-the-air 
transmissions of pay-tv and make 
it stick, wire transmission would 
immediately become the only pay- 
tv transmission method and at the 
same time a very interesting busi- 
ness investment. So long as the 
FCC puts off a decision, there is 
always the possibility of the ex- 
pensive and extensive wire grids 
being outmoded overnight by fed- 
eral permission to use the air 
waves. 


® Faced with the decision of wait- 
ing—perhaps for years—for a fed- 
eral decision on over-the-air 
transmission or promotion of 
closed circuit operations, which 
are outside the province of the 
FCC, Telemeter has decided to go 
ahead and push wire. Skiatron 
Electronics & Television Corp., the 
sponsor of another pay-tv system, 
had made the same decision and 
both companies are competing in 
the Los Angeles area. Both have 
applied for permission from the 
L. A. city council to set up a wire 
network. 

According to Mr. Novins, the 
cost of setting up a wire network 
costs from $85 to $100 per home, 
in areas served by overhead tele- 
phone poles that can be used to 
carry cable. 

Subscribers would pay for in- 
dividual programs by means of an 
electronic coin box in the Tele- 
meter system. Mr. Novins predict- 
ed that there would be a mini- 
mum monthly charge of from $3 
to $4 per subscriber. 

An additional use of the Tele- 
meter closed-circuit television 


system may be as a local adver- 


tising medium during morning 
hours when movies are not being 
transmitted. The Telemeter people 
feel that a Telemeter “studio” set 
up in big shopping centers and 
similar locations could provide lo- 
cal merchants with an inexpen- 
sive method of plugging their 
products to a restricted group of 
nearby homes. 

Mr. Novins said Telemeter fran- 
chise operators would lease their 
films from all the sources cur- 
rently in use by theater operators. 
Paramount Pictures, parent cor- 
poration of Telemeter, would sim- 
ply be another source of film. 


® The Telemeter closed-circuit 
hookup would add three channels 
to a tv set. At the demonstration, 
New York’s unused channel was 
used for transmitting these three 
channels. A dial on the Telemeter 
decoding box was turned to posi- 
tion A, B or C to discriminate be- 
tween the three signals, all of 
which were received § through 
Channel 6 on the tv set. These 
three channels are transmitted si- 
multaneously over the same wire. 
A table radio-like device 
mounted on top of the tv set 
proved to be the only visual dif- 
ference between a Telemeter- 
equipped set as demonstrated and 
sets now in use. The device 
performs four operations—pay 
channel selection, announcing pay 
programs, receiving coins and dis- 
playing credit on over-payment. 


s A shadow has been cast on the 
Los Angeles closed-circuit fran- 
chise application of Fox West 
Coast and Telemeter. The two 
parties have been asked by the 
L. A. Board of Public Utilities & 
Transportation to show that such 
a grant would not violate Justice 
Department decrees designed to 
divorce motion picture producers 
and exhibitors. 

The parent companies of Fox 
and Telemeter, National Theaters 
Corp. and Paramount Pictures, re- 
spectively, are restrained from 
separately or jointly expanding in 
the field of motion picture ex- 
hibition. National Theaters also is 
restrained from distributing mo- 
tion pictures, according to a tele- 
gram from Skiatron to the Los 
Angeles board. Skiatron went on 
to wonder aloud whether granting 
a franchise to these parties in Los 
Angeles would also be in viola- 
tion of Justice Department decrees. 


Burnett Names Winkless, 
Teed; Elects Kopp VP 

Leo Burnett Co., Chicago, has 
appointed Nelson Winkless a tele- 
vision film copy supervisor. Mr. 
Winkless, for the past three years, 
has been chief of tv writers with 


4 
¢ 


Grace Teed 


Needham, Louis & Brorby, work- 
ing on the Johnson’s wax and 
Campbell accounts. At the same 
time, Burnett has appointed Grace 
Teed, a home economist, to super- 
vise the agency’s test kitchen and 
act as home economics adviser on 
all food and appliance accounts. 
Miss Teed formerly was assistant 
director of home service of Whirl- 
pool Corp. 

Burnett also has elected Jack 
Kopp, a brand supervisor, a vp of 
the agency. 


Nelson Winkless 
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IN NORTHERN CALIFORNIA 
ITS THE EXAMINER 


First in circulation and first in advertising 


THE SAN FRANCISCO EXAMINER 


Represented by Hearst Advertising Service, Inc , Offices in all principal cities 
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Behind you is another year 
1. Of big campaign creation 

So you decide to pack your gear 

And take a long vacation 

You yearn to take it easy 

And to let your whiskers grow 

You just want some quiet fishing 

And some relaxation. So— 


2. 


You pack a gross of fishing rods 
And twenty million flies 

You throw away your razor 
And you toss out all your ties; 
You pack martini makings 

To soothe the inner man 

And fifteen kinds of lotion 

To get sincerely tan. Then — 


You pack your special fishing hat 
And all your favorite reels 

Your leaders, line, and stringer twine 
And several wicker creels. 

By now, to get your luggage shut 
You find that It Takes 2 

Yes, on the square, it takes this pair: 
An elephant and you. 
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In Chicago it Take 


Growing 

with Chicago... 
the new Sun-Times 
building now 
nearing completion 


Tt, 


Your wife and kiddies are outraged 
They raise an awful fuss 

“For you, this sporting kick is fine,” 
They cry, “But not for us!” 
So instead of restful fishing 
And the kindred types of sport 
You get sandbagged into going 
To a fancy-pants resort. 


You retrieve your ties and razor 

From the friendly garbage men 

> You dump the junk that’s in your trunk 
And start to pack again. 

\\ When next you make vacation plans 
You'll know that It Takes 2: 

Your wife picks where you’re going 

~ And the tab’s picked up by you. 


: 4 
ee 


i 


6 And when you’ve taken your three weeks 
e Mine Host has taken you 
You come back home, a bankrupt man, SS 
Your credit to renew. Nees 2 
To renovate your fortunes 
Here is all you have to do 
Just remind your grateful clients: 


“In Chicago It Takes 2!” 


all — 


ye nea 


— and 1X 


one MUST “be the 
bef CHICAGO 


SSte. SUN-TIMES 
La leaiee bas bel ry 


’ THE NEWSPAPER OF THE NEW CHICAGO 


*As verified by Publication Research Service 


studies of Chicago Daily Newspaper Coverage and 
Duplication made in 1949, 1951, 1953, 1955 and 1957. 
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The Editorial Viewpoint... 


Profiles of the Leaders 


Last year ADVERTISING AGE squeezed into the next to the last issue 
of the year a new editorial feature—marketing profiles of the 100 
largest national advertisers, 

We say “squeezed into the next to the last issue” advisedly. We 
started on the project in midyear, hoping to have it done in the 
fall. But we quickly discovered that any attempt to bring together in 
one place the salient facts and figures on these: giants’ marketing and 
advertising operations, marketing personnel, advertising agency per- 
sonnel, brand position, and advertising investment, was no task to be 
accomplished in a few weeks. We have never undertaken so difficult 
or time-consuming or costly a job. 

So it was only by the skin of our teeth that we were able to pre- 
sent marketing profiles of the 100 leading advertisers of 1955 in the 
Dec. 24, 1956, issue of ADVERTISING AGE. 

Fortunately, the response to the 35 solid pages of facts and figures 
was even better than we had anticipated. It was imimediately appar- 
ent that the sweat and the strain had not been in vain, and that the 
feature should become an annual one. 

Thus it is with considerable pleasure that we present in this issue 
the marketing profiles of the 100 leading nationa] advertisers of 
1956. Not only is the feature appearing more than four months ear- 
lier than last year, but it is greatly enlarged and improved, notably 
by more detailed information on personnel and on advertising ex- 
penditures by products and by divisions. Although (fortunately) a 
considerable volume of advertising appears alongside it, the market- 
ing profile material itself consumes some 50 full ApveRTISING AGE 
pages—enough, probably, to make a conventional book of about 350 
pages, 

Here is a wealth of material about the leading national advertisers 
of last year. Much of it is exclusive and available nowhere else; all 
of it is gathered in convenient, handy reference form. 

We'd be delighted to have any comments you may care to make. 


A Report on Newspaper Color 


Some weeks ago we reported the study of r.o.p. newspaper color 
which was made by the Milwaukee Journal, and the findings that 
seemed to demonstrate, scientifically and conclusively, that run- 
of-paper newspaper color has attention and remembrance values 
which make it an excellent buy for advertisers. 

Now the Journal has actually produced its “Coloroptics” book, and 
the volume itself is so big and so impressive that it deserves another 
mention. 

We don’t particularly want the Milwaukee Journal to go broke 
supplying copies of the 17x24” book, but we do believe that every- 
one interested in newspaper advertising ought to have one for study. 


The Canadians Do It Too 


Many of us who live south of the Canadian border have the feeling 
that some of the political foibles which afflict the United States are 
not so true of Canada; that a greater feeling of stability and devo- 
tion to the over-all interests of country, without much regard to 
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—Leon Seelig, Seelig & Co., St. Louis. 
“He says his wife must be chewing Beechnut gum. She hasn’t talked 
to him for more than two weeks.” 


party politics, exists there. 

But apparently there is little to choose between political precepts 
anywhere in the world. What happens in one place happens, under 
similar circumstances, in another. 

To clear up any mystery, let’s make it clear that these comments 
are induced by the switch in advertising agencies which has been 
going on in connection with the various accounts of the Canadian 
government, as a result of the political upset which put the Progres- 
sive-Conservatives into national power. 

It is quite obvious that skill in presenting the travel and vacation 
advantages of Canada to United States and other non-Canadian cit- 
izens, as well as in handling other facets of government-paid adver- 
tising, is a secondary consideration in the selection of an advertising 
agency. The first is whether your agency has been on the proper side 
of the political fence. 

This spectacle of agency changes in the wake of election results 
makes us happy once again that government advertising in the 
United States is practically non-existent—at least on the Federal 
level—and that political advertising assumes real importance only 
once in four years. The agency business is hazardous and uncertain 
enough in the United States, without adding another unpredictable 
political difficulty to it. 


# a # 


What They're Saying... 


Same Merchandise joe audience to their graves; 
Audiences, as well as perform-| millions of pairs of the same eyes 
ers, detect the sameness in plots,|glued upon its comedies and 


| . 
lines and situations. A tiredness is | dramas with the eagerness of nov- 
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Rough Proofs 


Ads for weight reducers are hard 
to control, a congressional commit- 
tee was told. 

Hope springs eternal when it 
comes to get rich quick or get thin 
easily. 

© 

An AA correspondent, comment- 
ing on Dr. Dichter’s ideas on sex in 
advertising, remarks, “The only sin 
I can’t forgive a woman is being 

kinny.”’ 

And the only sin she usually 
can’t forgive herself is being fat. 

+ 

Neil McElroy, P&G adman who is 
leaving the presidency of the com- 
pany to become Secretary of De- 
fense, still has a multiple-brand 
problem: Army, Navy and Air 
Force. 

. 


The Department of Agriculture 
says 60,000,000 people over 18 years 
of age and older in the U. S. smoke 
cigarets, but only three out of ten 
women indulge. 

It seems like more when you 
count the lipstick-smeared cigaret 
butts. 

. 


Cosmo devotes an issue to the 
American writer, including a story 
and illustration on the bearded 
Hemingway. 

One result may be the loss of a 
few more customers for Gillette. 

» 


Arthur C. Nielsen Sr. and Arihur 
C. Nielsen Jr. have played in so 
many father-and-son combinations 
on the tennis court that it seems 
natural to find them occupying re- 
spective posts of chairman and 
president of the A. C. Nielsen Co. 

* 

“41% of the people in air-condi- 
tioned homes read America’s fa- 
vorite magazine,” says Reader’s Di- 
gest. 

If it were heir-conditioned, may- 
be Parents’ could get into the com- 
petition. 

. 


Chains will sell nearly $60,000,- 
000 worth of magazines and books 
this year, reports Chain Store Age. 

And, unlike other suppliers, the 
generous publishers finance the in- 
ventories. 


e 

Station WTVH says it has lo- 
cated an old Indian word, “Pim- 
iteoui,” meaning land of plenty, to 
describe its Peoria market area. 

It would be a wonderful word 
for promotion use if only readers 
could be taught how to pronounce 
it. 

+ 


“If you have something hot 
make it hotter,” counsels that sa- 
gacious merchandiser, E. B. Weiss. 

Don’t give either the product or 
the customer a chance to cool off. 


“Proofreader needed,” says a 
classified ad, “for medical promo- 
tion department of drug manufac- 
turer. Knowledge of medical ter- 
minology helpful.” 

Either that or ownership of a 
late model medical dictionary. 


Milwaukee seems to have de- 
cided that it won’t be satisfied this 
year to have its team finish second 
in the National League pennant 
race. 
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Look Beyond the Page Where 
Your Advertising Appears 


Ag 


for example, look at The Inquirer’s Women’s Pages 


Here, fashion runs the gamut . . . from the ...information, aid, entertainment. 
haute couture to the smart, but budget- Throughout, reader loyalty is the aim 
wise. Authorities write on food, beauty ...and achievement. 

care, dieting, decorating . . . and teen-age 


Such loyalty transfers easily from editorial 
to advertising columns every day of every 
week in the year. Certainly a look beyond 
advertising will convince you of The 
Carry on .°. . through the rest of The Inquirer's effectiveness on your next 
Inquirer. Page after crisp, modern page, schedule. This view has moved more adver- 
the same judiciously balanced attention  tisers to place more linage in The Inquirer 
to a newspaper’s prime responsibilities than in any other Philadelphia newspaper. 


matters. Community news takes the 
feminine slant. And Fridays feature 
food exclusively. 


tae Soe 


#. 
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Fabrication ... When the purchase and opera- 
tion of metalworking machinery, equipment and 
supplies involves an engineering knowledge of 
metals, the men who know their ME Factors are 
influential in your market. They determine the ini- 
tial need—should the fabrication be made, or sub- 
contracted?...Should the machining operation be 
set up in the plant, or farmed out? Should parts be 
cast, forged, spun, sintered, extruded—or what of a 
hundred answers is best for the application—most 
economical? Engineering knowledge of metalwork- 
ing...engineering knowledge of end product re- 
quirements...engineering knowledge of metals...all 
these involve ME Factors that importantly influence 
purchasing and specifying decisions...only Metal 
Progress concentrates on the engineering informa- 
tion that provides the answer for more than 28,000 
metals engineers. 


Design Application... Designers 
shape the product. Engineers make it work 
When the product is made of metal and 
metal components, ME Factors govern speci- 
fications. From thousands of sources and 
specifications for a tremendous variety of 
metals, castings, forgings, extrusions, sinter- 
ings, stampings, tubing, weldments, etc., 
ONE selection is most efficient, most eco- 
nomical. Only extensive engineering knowl- 
edge of metals and processes can provide 
the correct answer. Metal Progress and the 
American Society for Metals completely 
concentrate on creating this engineering in- 
formation, provide annually more than 100 
million pages for industry's greatest and 
largest society of metals engineers and 
metallurgists. 
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TYPICAL PRODUCTS 
INFLUENCED BY 
ME FACTORS 


Purchase and use of products 
such as these depend upon knowl- 
edge of ME Factors... Metals 
Engineering Factors. Only Metal 
Progress and the American 
Society for Metals concentrate 
on engineering information in- 
volving metals. Because Metal 
Progress is the one metals engi- 
neering magazine, it is basic to 
your business of selling the metal 
industry. 


WORLD OF METALS 


ME factors 


mean everything! 


Only metal could give us this wonderful era of tomorrow. Only metal could give 
us the tough, durable tools of manufacture...the shimmering, gleaming conven- 
iences of comfortable leisure...the mew, potent weapons of national defense. Only 
metal could serve so well. 

And metal is made our most effective resource by strict adherence to ME 
Factors... Metals Engineering Factors that govern each step of production, process- 
ing, fabrication, testing and design application. 

Today, the Metals Engineers and the Metallurgists...the experts who know 
ME Factors...are bound together through membership in the American Society fof 
Metals and through readership of Metal Progress...their Society's brilliantly-edited, 
Eastman-Researched monthly magazine of metals engineering. 29,058 metals en- 
gineers eagerly seek the benefits of over 100 million pages of engineering infor- 
mation published annually by ASM...vital information, essential to the correct use 
and engineering application of ME Factors. 

If you sell the metal industry, the success of your products may be determined 
by ME Factors. Do you know these factors? Are you familiar with them? Why not 
check them over with an ASM staff engineer... he will be happy to provide an ME 
Factor Chart that applies to your products. Phone or write your ASM district manager 
for this free service. 


Steels (Plain and Alloy) Castings Furnaces and Parts Brazing and Soldering 

Stainless Steels Powder Metals and Ports Induction Heaters Fasteners 

Tool Steels Precision Castings Special Heating Equipment Degreasing Equipment 

High Temperature Alloys Stampings Quenching Fluids, Equipment Electroplating Equipment 

Light Metals and Alloys Weldments Atmosphere Preporation Finishes 

Heavy Nonferrous Metals and Alloys Tubing and Other Mill Shapes Salts Rust Preventatives 

Mill Equipment Forgings Supplies Buffers and Polishers 

Ferro Alloys Extrusions Pyrometers Equipment for Purification of Solutions 
Refractories Tool Steels and Tool Materials indicators and Recorders Mechanical Testing Equipment 
Melting Furnaces Cut-Off Equipment Gas Samplers and Analyzers Microscopes and Attachments 

Die Casting Machines Presses and Brakes Automatic Flow and Pressure Controls  Hordness Testers 

Forging Equipment Machine Tools Gas Welding and Cutting Nondestructive Testing Equipment 
Foundry Equipment and Processes Coolants and Lubricants Electrical Processes Gages and Comparators 
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CLEVELAND 3: W. J. Hilty, District Manager * 7301 Euclid Ave. * UTah 1-0200 


CHICAGO 4: Victor D. Spatafora, District Manager * 53 West Jackson Blud. * WAbash 2-7822 


DETROIT 21: 


Don J. Walter, District Manager * 20050 Livernois St. * UNiversity 4-3861 
NEW YORK 17: John B. Verrier, Jr., Regional Manager * Fred Stanley, District Manager * 342 Madison Ave. * OXford 7-2667 
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Dallas Admen Ready City 
for AFA Convention 

Seven Dallas admen have been 
named members of an executive 
committee of the Dallas Advertis- 
ing League, as an initial step in 
planning the 54th annual 1958 con- 
vention of the Advertising Federa- 
tion of America, to be held in Dal- 
las June 6-9. J. Frank Parker Jr., 
Dallas Advertising League presi- 
dent, will serve as chairman of the 


committee. ; 

Others named were George J. 
Watts, vp in charge of advertising 
and public relations of Republic 
National Bank; Clifton Blackmon, 
vp in charge of advertising and pr, 
First National Bank; John L. 
Briggs, vp and director of pr, 
Southland Life Insurance Co.; Ira 
E. DeJernett, Ira E. DeJernett Ad- 
vertising; Loflin E. Harwood, di- 
rector of pr, Southwestern Life In- 


70.3% of all Z/és Magazine 
households surveyed own 
their own home. 


96% of all Elks Magazine households have 
an electric refrigerator; 50.2% have an 
electric range; 55.3% have an automatic 
washing machine; 98.9% have an electric 
iron. In these appliance classifications, 

The Elks Magazine leads all other 
magazines appearing in the report. 


1,180,296 Elks comprise a mass market 
with class incomes the median of which is 


$6,050. 


The Starch 51st Consumer 


Magazine Report gives the complete picture. 
Just write or phone to see a copy. 


MAGAZINE 


New York 


* Chicago + Portland, Ore. + Los Angeles 


surance Co 

executive d! 
edition of V 
Tom McHa!: 
of Dallas M: 


Frank McGowan, ex- 
ctor of the southwest 
U Street Journal, and 
advertising manager 
razine, 


American © yanamid Sets 
Melamine Dinnerware Drive 

American Cyanamid Co., New 
York, will dvertise the various 
brands of ‘ielamine dinnerware 
manufacture! from Cyanamid’s 
Melmac in color pages running in 
October and December issues of 
Better Homcs & Gardens, Brides’ 
Magazine, Good Housekeeping, 
House & Garden, Living for Young 
Homemakers and Modern Bride, 
plus a color half-page in This Week 
Magazine Nov. 17. 

Featured will be a coupon offer 
of a 36-page booklet, “Easy Ways 
to Make Beautiful Table Settings.” 
Hazard Advertising Co. is the 
agency. 


Florida Agency Incorporates 
Newman, Stern & Mandell, Mi- 
ami Beach, a partnership since its 
organization in 1955, has incor- 
porated and has elected Leslie A. 
Stern president and O. W. “Bill” 
Hayes and Irv Mandell, vps. Stu- 
art G. Newman is secretary-treas- 
urer. Mr. Stern is creative director 
of the agency, Mr. Mandell heads 
the sales promotion department, 
and Mr. Newman is comptroller. 


Reeves Named Ad Manager 

Henry A. Reeves has been 
named manager of advertising and 
sales promotion of General Elec- 
tric Co.’s New England district, 
Boston. Mr. Reeves was formerly 
account supervisor of General 
Electric’s advertising and sales 
promotion department in Schenec- 
tady. 


Dorothy Smith Joins Mogul 

Dorothy Davis Smith, formerly a 
copywriter and assistant account 
executive on Max Factor at Ander- 
son-McConnell Advertising Agen- 
cy, Los Angeles, has joined Emil 
Mogul Co., New York, as assistant 
to the account supervisor on Rev-| 
|lon cosmetics. 


A good public relations man knows that public senti- 
ment usually crystallizes around the opinions of the 
well informed. That is why he is often the first to urge 


a sustained use of the opinion making magazines. 


Advertising Age, August 19, 1957 


Getting Personal 


Joe Leigh, board chairman of Einson-Freeman Co., Long Island 
City, flew back Aug. 8 from an eight-week European trip. Ostensibly 
a vacation, he combined it with business, giving his talk on point of 
sale promotion before ad and sales execs in London, Paris, Amster- 
dam, Rotterdam and Hamburg. The tour sponsor was Henry Smeets, 
head of Smeets Lithographers of Weert, The Netherlands, Einson- 
Freeman licensee... 

Frank Ryan, of the Chicago Tribune’s promotion staff, became a 
grandpa twice in an hour July 24. Grandson Randy arrived at 12:30 
p.m. at Mercy Hospital that day, and an hour later granddaughter 
Kathleen arrived at Ingalls Memorial.. . 


CELEBRATES 30TH—W. B. Weimers (shown preparing to attack the 

cake), vp of the western division of Farm Journal, was given a 

surprise party by the Chicago office staff on the completion of his 
30th year with the company Aug. 1. 


Two St. Louis admen—Oscar A. Zahner, senior vp of Ruthrauff & 
Ryan, and Marvin D. McQueen, a vp at D’Arcy Advertising Co.—had 
first-hand experiences in the July 25 Mexico City earthquake. Mr. 
Zahner and his bride, the former Mrs. Thelma Cook Stiers, who were 
honeymooning at the Continental Hilton, escaped unhurt. Mr. Mc- 
Queen also came through the falling plaster and toppling fixtures of 
the same hotel unhurt... 

Mrs. R. C. Goshorn, president of the Capital News and Post- 
Tribune and of Radio Station KWOS, Jefferson City, Mo., reportedly 
has good chances of recovery from a recent stroke. To help free her 
from worries and responsibilities, her son-in-law, Bill Weldon, has 
taken a leave of absence from Blair-TV, New York, to supervise the 
properties. Jack Denninger is taking over at Blair for the duration... 


ws, 
bd. 
jet, 

sara, 
HAPPY BIRTHDAY TO TAYLOR—Clark R. Taylor (center) is guest of honor 
at a Crane Co. party celebrating his 80th birthday. Mr. Taylor is 
a messenger at The Buchen Co., Chicago agency handling Crane’s 
industrial account, From left are H. A. Countryman, manager of 
industrial advertising; Mrs. Lee McCafferty; Mr. Taylor; Eileen 
Murphy, and J. D. Lentz, manager of advertising and sales promo- 

tion. 


W. LeRoy Harrelson, editor and publisher of the Daily News, 
Myrtle Beach, S. C., and president of the Coastal Carolinian Press 
Inc., has announced his candidacy for mayor of Myrtle Beach in the 
primary election to be held Sept. 3... 

Havis Medwick, of Ruthrauff & Ryan, New York, and Sandra 
Rogers, a New York singer, have announced their engagement. . 

President Theodore J. Stepien and exec vp J. B. Carr—and staff— 
will celebrate the 10th anniversary of Stepien-Carr Advertising Inc 
next month in new quarters at 3407 Prospect Ave., Cleveland. The 
“new” location is an 1880 mansion whose enormous rooms have been 
converted into a modern workshop for general advertising serv- 
ices... 

Milton H. Biow, head of the Biow Co. which folded last year, has 
been named by President Eisenhower as a member of the President’s 
Committee on Government Employment Policy... 

Paul Montgomery, exec vp of McGraw-Hill Publishing Co., New 
York, recently received the Department of Defense reserve award 
citation from Rear Admiral Milton E. Miles, USN, commandant, 
Third Naval District, for rendering outstanding cooperation to re- 
servists and reserve activities of the armed forces. Commander Rus- 
sell F. Anderson, a Naval Reserve officer and director of the serv- 
ices division of McGraw-Hill, recommended the award... 
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The People’s Watchdog — 


The American NEWSPAPER 


—made by 


Che Salt Lake Tribune 
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—a major contribution in the public interest 
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SUPERB COVERAGE OF A GREAT TRAGEDY—JOURNALISM AT ITS BEST 


“...ateam job that surmounted great diffi- 
culties in distance, time and terrain.” Thus 
reads the citation which bestowed upon The 
Salt Lake TRIBUNE the 1957 Pulitzer Prize 
for local reporting. 


The Pulitzer Prize came as a supreme 
award to a newspaper which for 86 years 
has covered a four-state newsbeat. This Inter- 
mountain West is an area as large as the com- 
bined areas of New York, Connecticut, New 
Hampshire, Pennsylvania, Massachusetts, 
New Jersey, Vermont, West Virginia and 
Maine. State boundaries are obliterated by 
family ties and commercial interests which 
bind together 114 million prospering people. 


In this four-state metropolitan community, 
the TRIBUNE surmounts “distance, time and 
terrain” in fulfillment of a regional need for 
broad, objective coverage of news of the whole 
area. TRIBUNE leased wires crisscross the 
area, 200 TRIBUNE correspondents and 


NO WONDER the people BUY 
57,000,000 newspapers every day, for which they pay over $3,500,000 daily 


seven fully-manned news bureaus are aug- 
mented by portable wirephoto apparatus as 
well as radio-equipped cars communicating 
through the TRIBUNE’s own shortwave 
channel. 


Hundreds of miles shrink to “city limits” 
when a story breaks in the vast TRIBUNE 
newsbeat. The coverage of the Grand Can- 
yon crash of two airliners which brought the 
Pulitzer Prize was a manifestation of the 
TRIBUNE’s time-honored regional news con- 
cepts. The Grand Canyon was 425 miles from 
the TRIBUNE city room, but this newspaper 
met the challenge with all the facilities for 
which it is singularly noted. The Intermoun- 
tain West received all details and spectacular 
photos of the tragedy, through fast and accu- 
rate reporting by the newspaper which covers 
a 196,000 square mile newsbeat every day, 
to fulfill its role as “the tie that binds the 
Intermountain West.” 


Published in the interest of all Newspapers and Advertisers by 


Moloney, Regan & Schmitt 


HERBERT W. MOLONEY, President 
Newspaper Representatives Since 1900 
Representing Newspapers Only 


NEW York ® cHIcaco ®& DETROIT % PHILADELPHIA %& BosTON % ST Louis ¥% SAN FRANCISCO % LOS ANGELES ®% DALLAS % MIAMI 
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it is important for advertisers to remember— People welcome advertising in newspapers 
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wanted lo ealabluth 
a Mew Label, 


When an established brand brings out a new 
label, high-powered merchandising is necessary. 
American Brewery turned to Schmidt for the answer and 
got it. A variety of eye-catching point-of-sale materials quickly 
identified the new label as belonging to the product. The change-over 
was a real success. Dealers were enthusiastic and so was American. 
Customer’s have learned they can rely on Schmidt's 
ingenuity and know-how. When you face a mer- 


chandising problem, call on Schmidt! 


Schmidt Libeopegeh 


LITHOGRAPHY THAT SELLS 


Point-of -Purchase Materials © Posters © Labets *® Cartons ©* Shipping Cases 


Calendars * Recipe Booklets © Catalogs * Corrugated Floor Stands * Seed Packets 
Gift Boxes © Brochures © Direct Mail Materials * Ad Pads © Outserts 


Seattie New York 
Honolulu Chicago 
Fresno Oriando 
Sacramento San Antonio 
Los Angeles Harlingen 
San Francisco Portland 


SCHMIDT LITHO. S.F.US AS 
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Ford Tops Chevy in Ist Half 


by 41,274 units in new car regis-|tions were 763,670 and Chevrolet 
trations for the first half of 1957,' 722,396. 


Con gratulations 


100 Largest 


harassed AE's 
from New 


York State’s Smallest dai ly 


newspaper .. . the SAUGERTIES DAILY POST 
12-pica columns with NO 


our population up 1 1 3 
SHRINKAGE! 


11 Jane St., Saugerties, N. Y. 


advertisers & 


in a census recount! 
Always Hi-fidelity repro- 
duction in our king-size 


| Wards’ Automotive Reports says in | U.S, Steel Ma 
Ford division topped Chevrolet|its current issue. Ford registra- ‘Sleep Sleuth 


s Kit for 
?romotion 

p., Pittsburgh, has 
mailed to all (aily newspapers a 
newspaper ser ce kit for its third 
annual “Sleep Sleuth” promotion 
“to help retailers exploit their bed- 
ding replacement market.” The kit 
is also going tu the 4,000 subscrib- 
ers to Metro Nc wspaper Service. 


U.S. Steel C 


A group of articles by Phyllis I. 
Rosenteur, author of the book, 
“Morpheus and Me,” also are in- 
cluded. Ad ideas incorporate the 


same artwork to be featured in the 
U.S. Steel ad to run on a sliding 
schedule during September in daily 
newspapers in 185 markets. Batten, 
Barton, Durstine & Osborn, Pitts- 
burgh, is the agency. 


New York, Aug. 13—‘A new 
colossus is shaping up in the mer- 
chandising world, called the super 


supermarket, which presents a 
serious threat to food, discount, 
drug, variety and department 
stores,” according to the current 
issue of Super Market Merchan- 
dising. 

New super supermarkets are 
said to combine the operating ad- 
vantages of the discount house and 
the conventional supermarket. 
Pioneers include Schwegmann’s in 
New Orleans, Grand Central Mar- 
ket in Salt Lake City, and Kor- 
vette’s in New York. 


RON is 


AVAILABLE 


VV 


* SAN FRANCISCO CHRONICLE + NBC AFFILIATE +» CHANNEL 4 « PETERS, 


GRIFFIN, WOODWARD - 


Advertising Age, August 19, 1957 


Super Supermarket Looms as Threat to Food, 
Discount and Drug Stores, Publication Says 


| Oa the basis of current trends, 
|Super Market Merchandising pre- 
| dicts that these new merchandising 
| giants will have the following fea- 
| tures: 


1. “Be situated in solo locations 
)on at least ten acres of ground 
with plenty of parking space. 


2. “Draw traffic from a wide 
radius, as did the earliest supers, 
and that a sufficient number of 
customers will be drawn from 
many overlapping trading areas to 
give these new centers as much as 
$10,000,000 to $15,000,000 or more 
a year. 


3. “The size will vary from 75,000 
to 200,000 sq. ft. on one floor, or 
with a mezzanine. 


4. “Food sales will run anywhere 
from two-thirds down to 15% of 
total sales. Non-foods will account 
for an increasing share of the dol- 
lar volume because of its unlimit- 
ed potential. 


5. “Architecturally, these new 
markets will be gargantuan edi- 
tions of present supers, and prob- 
ably will have new type aluminum 
shell roofs. 


6. “The new giant supers will 
probably be owned and operated 
by food chains or discount houses. 


7. “Its profit objective will be 
dollars rather than percentages. 
Pricing will be done to move mer- 
chandise fast and get the highest 
return on the dollar invested. 


8. “The shopping atmosphere will 
be a pitchman’s dream. It will have 
super displays and a price-smash- 
ing carnival of values. 


9. “Many items will come direct 
to the store from the manufacturer 
as drop shipments. The warehouse 
on the premises will hold on!y re- 
serve stocks of special buys.” 


“The decision on the acceptance 
of the super supers has already 
been made by the consumer,” the 
magazine says. “Housewives have 
already shown their contempt for 
tradition. They refuse any longer 
to buy goods through regular chan- 
nels. They are willing to forego 
many retailer services to save 
money.” # 


3Ms Patent Suit Upheld 
Minnesota Mining & Mfg. Co.’s 
claim that its basic cellophane 
\tape patent was infringed by 
|Technical Tape Corp., New York, 
|with resulting damages, has been 
/upheld by the U. S. court of ap- 
peals in New York. The St. Paul 
manufacturer originally brought 
suit and won its claim in U, S. 
district court in New York in July, 


1956. Its basic patent for cello- 
phane tape expired in October, 
1956. It holds a number of im- 


provement patents st.ll in effect. 


Gough Names Fallon & Co. 

The British motor car division 
of Gough Industries, which dis- 
tributes the Morris 1000, Austin, 
Austin-Healey and MG in Arizo- 
na, Nevada, Utah, Colorado, Ha- 
waii and all of California from 
Fresno south, has appointed Fal- 
lon & Co., Hollywood, to handle 
its account. Gough has budgeted 
$500,000 to push the imported cars 
in Southern California alone. 


Heads Brand Names Week 

Oliver E. Treyz, vp in charge of 
ABC Television, has been named 
chairman of the 1958 celebration 
|of Brand Names Week, April 13- 
| 20. 


Borg-Warner Boosts Brown 

Robert A. Brown, treasurer and 
a director, has been named to the 
new position of vp and general 
sales manager of Borg-Warner 
| International Corp., Chicago. 
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We try in our advertising pages to give our readers 
a balanced selection* of quality goods, services, and 
ideas in many fields, and to keep the magazine 
from becoming top-heavy in any one classification. 


*A publishing principle which has guided The New Yorker for thirty-two years. 
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* Inclined to impart or 


communicate information 


Seven Winds Fragrances Bow 

Warner Lambert Pharmaceuti- 
cal Co., Morristown, N.J., is intro- 
ducing a new DuBarry fragrance 
line called Seven Winds. Starting 
in October, advertising will appear 
in Harper’s Bazaar, The New 
Yorker and Vogue with the theme 
“Seven Winds—wear it and you 
stir up a storm.” Norman, Craig & 
Kummel, New York, is the agency. 


Roberts Adds WPFH-TV 

W. S. Roberts Inc., Philadelphia, 
|}has been named to handle adver- 
|tising and promotion for station 
|WPFH-TV, Storer Broadcasting 
| station in Wilmington, Del. 


|Marthey Leaves B&B 

Ken Marthey, a senior producet 
| of Benton & Bowles, New York, 
| has resigned. Mr. Marthey plans to 
| do free-lance directing for tv com- 
mercials and industrial films. 


Here’s one of 
your best customers... 


YOU CAN DEPEND ON THE 
COLUMBUS DISPATCH FOR SALES 


She reads the Dispatch she relies on the Dispatch . 


_.. there are Thousands 
more just like her who 

use The Columbus Dispatch 
to guide their daily buying! 


. she helps 


to account for more than a billion dollars annually in retail sales. 
You're reaching her and most of her neighbors in Columbus and its 


12 county trading area through The Columbus Dispatch. 
Learn the latest facts about brand preference in Columbus 


Send 


for our new Consumer Analysis and for details on hard-selling ROP 


full color 


THE 


ELEPHONE ital 1-1234 = 
’ es Read in 9 out of 10 Columbus homes. 


Angeles, San Francisco 


McAskili, Herman & Dailey, tne. 
MEMBER METRO SUNDAY COMICS AND MAGAZINE 


Miam! Beach 
NETWORKS 


Columbus Dispatch 


TELETYPE CL 47! 


NATIONAL REPRESENTATIVES: O'Mara & Ormsbee, inc, New York, Detroit, Chicago, Los 


| 


Advertising Age, August 19, 1957 


Co-op Advertising 
How It Works 


Reprints of the three-part 
series on co-op advertising 
by Lester Krugman are now 
available. Single copies are 
$.50 each; 10 to 100 copies 
$.30 each. Orders should be 
addressed to Library, Adver- 
tising Age, 200 E. Illinois St., 
Chicago 11, Ill. Please send 
remittance with order. 


Universal Movies 
for TV to Be Doled 
Out 52 at a Time 


New York, Aug. 13—Screen 
Gems expects to distribute the 
stockpile of 600 Universal Pictures 
Co. films on which it has just ac- 
quired tv rights in packages of 52 
every six months. 

The first package is to be called 
“Shock,” and will include such 
frightening fare as three Frank- 
enstein and three Dracula pictures. 
Each of the packages will be of a 
specialized program nature, such 
as horror, comedy or music. 


® With the Universa|-Screen 
Gems deal, Paramount Pictures 
becomes the only major motion 
picture company which has not 
yet released its 1948 library of 
feature films to television. 

Under the terms of the Univer- 
sal agreement domestic distribu- 
tion rights on 600 films for a sev- 
en-year period were given to 
Screen Gems in return for a min- 
imum guarantee of $20,000,000. In 
return Screen Gems receives a 
graduated scale of distribution 
fees. # 


American Marietta Buys 
Sinclair & Valentine 

American Marietta Co., Chicago, 
paint manufacturer, has acquired 
Sinclair & Valentine Co., maker of 
printing inks, for an _ estimated 
$14,000,000. Each Sinclair share is 
to be exchanged for 1.15 shares of 
Marietta, subject to Sinclair stock- 
holders’ approval at a meeting Aug. 
23. The ink company has 37 plants 
in 22 states, and last year’s sales 
totaled more than $25,000,000. 
American Marietta reported sales 
of $202,310,815 in 1956. 


Flood Opens PR Oftice 

Robert J. Flood, formerly public 
relations director of Dancer-Fitz- 
gerald-Sample, has opened his own 
public relations company at 22 E. 
49th St., New York. 


Tanner Heads Creative Board 

Ralph C. Tanner, vp and direc- 
tor of Anderson & Cairns, New 
York, has been appointed chair- 
man of the agency’s creative 
board. 


MOODY 
MONTHLY 


—in 1957 they’lt 
spend an estimated 
$210,806,000 
for buildings and equipment 
MM is the largest interdenom- 
~ jnational magazine in the con- 
servative field—cuts across all 


denominational! lines. 
NET PAID CIRCULATION 
Write or phone 98,108 
for rate card and {or 6-month period, January 
sample copy. through June, 1957 


MOODY MONTHLY 
620 N. LaSalle Street . 10, Whnois 
Phone Michigan 2-1570 
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TWICE AS MUCH 
FOOD ADVERTISING LINAGE 


in Modern Romances! 


Modern Romances food advertising linage is up 127% for 
the first nine months of 1957! 


The reason is simply that Modern Romances is read by a 
rich market of young housewives between 18 and 35 who 
cannot be reached economically by any other 
kind of magazine. And, they respond to Modern Romances, 
because it’s edited especially for them! 


These women — the newly-married homemaker, the young 
mother — are setting the buying pace for all kinds of products, 
for themselves, their families and their homes: 
appliances, drugs, baby products, furnishings, clothing, 
and, of course, food. 


They buy more than others, too! For example, young mothers 
(who make up better than seven out of ten Modern Romances 
readers) buy 67% more food than families without children, 
according to a recent study published by Progressive Grocer magazine. 


So, the upswing in food advertising at Modern Romances 
boils down to this: more and more blue-chip advertisers, like Adolph’s 

Meat Tenderizer, Beech-Nut, BiB Fruit Juices, 

Big Top Peanut Butter, Carnation Milk, Chase & 
Sanborn, Cream of Wheat, R. T. French, Gerber’s Baby Foods, 
H. J. Heinz, Karo, Knox Gelatine, Kraft Foods, 
Quaker Oats, Swift’s and a host of others, 

are finding in Modern Romances a big market 
of new customers who buy more! 


MODERN ROMANCES FOOD ADVERTISING LINAGE 
1957 Jan.- Sept. 27,413 lines 
1956 Jan. - Sept. 12,080 lines 

127% INCREASE 


MODERN ROMANCES x Ay 


The Romance/Service Magazine that Sells America’s Youngest Married Woman Audience 


Dell Publishing Co., Inc., 261 Fifth Avenue, New York 16, N.Y. 
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ADVERTISING 


100 Largest Business and 


HOW THE 100 LARGEST Business 


and Industrial Advertisers Placed Their Advertising 
in the News and Management Field 


FIRST 26 ISSUES, 1957, FOR THE WEEKLIES; FIRST SIX MONTHS FOR THE MONTHLIES 
Pages 
BUSINESS WEEK sian ae 
“U.S.NEWS & WORLD REPORT” PN gee 
NEWSWEEK ol ee 
990 
346 


Source: Publishers Information Bureau 
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...@ market not duplicated by any other magazine in the field 
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BOX SCORE 


Industrial Advertisers 


“U.S.News & Wor.LpD Reporv’’ leads the news 
magazines in pages of advertising from the 100 
largest business and industrial advertisers for the 
first six months of 1957. 

“U.S.News & Wor.Lp REeEporr’’ is also first 
among the news magazines in number of accounts. 

“U.S.News & Wor.LD Repor?’”’ holds the same 
strong position with the first 25, the first 50, the 
first 75 advertisers in this field. Among the news 
magazines, ‘“‘“U.S.News & WorLD REporvT” gets 
the biggest share of their business. 

These figures from Publishers Information 
Bureau are just one more confirmation of the 
steady and continuing growth—and strength— 
of ““U.S.News & WorLD REporT.”’ 

Just look at the record. Since 1950, full-year 
figures show that ‘“‘U.S.NeEws & Wor.LpD REpPoRT’”’ 
led the news weeklies, by a substantial margin, 
in business and industrial page gains. See chart 


and all magazines—in total page gains. It ted the 
field in consumer advertising page gains. it led 
the field in total circulation gains as well. 

Advertisers place their dollars in this magazine 
because they know that here, in one audience, 
they find almost a million of the important 
people in America today. 

Here they find a concentration of managerial 
men who rely on ““U.S.News & Wor.LD REpPoR?T”’ 
each and every week for the useful and essential 
news which affects their business and personal plans 
and decisions—more of it than they can find 
anywhere else, much of it reported nowhere else. 

Here is an essential magazine to which high- 
income managerial men and their families give 
intensive and thorough readership. Here is today’s 
first market—a market which can now be covered 
at lowest per-thousand costs of the weeklies in 
the news and management field. 


below. During the same period it led the field — 


Sage oo eee 


= PEE Re te a CaP eer oe me ter 


USEFULNEWS iti” GAINS IN BUSINESS AND 
FOR IMPORTANT = s INDUSTRIAL ADVERTISING 
POMS ae : PAGES 1950-1956 


769 


Rat ee ee 


BUSINESS “USN&WR” FORTUNE NEWSWEEK TIME NATION'S 
WEEK BUSINESS 
Source: Publishers Information Bureau 


i $R4 


An essential magazine 


Americas lass News Magazine 


For full information on how “U.S.News & Wor.Lp Report’ covers your best 
Pa customers and prospects, contact our advertising offices at 45 Rockefeller Plaza, 
New York 20, N.Y. Other advertising offices in Boston, Philadelphia, Cleveland, 
Detroit, Chicago, St. Louis, San Francisco, Los Angeles, Washington and London. 


Essential to more and 
more readers 


SS ne 


Essential to more and 
more advertisers 
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A compact and well defined core of 
é companies buys most of the goods and 


ie 


; services sold in America today. 


This report identifies that core, and 


: tells how the companies in it go about 


TE as 


How does business buy your products ? 

What part of the business market buys most of them? 

How many key managerial men are there for you to sell, 
and how do they go about buying what you sell? 


“How Business Buys,” now printing, gives you the 
answers to these important questions. 

The major marketing project on which this report is 
based is the result of the combined efforts of the Market- 
ing Services Company of Dun & Bradstreet, Inc., Benson 
& Benson, Inc., an independent research firm in Princeton, 
New Jersey, and the Marketing Division, Advertising 
Department of “U.S.NeEws & WorLD REPorRT.” 

It consists of two main parts: 


PART ONE—an analysis of Treasury Department and 
Dun & Bradstreet figures—measures and defines that 
part of the business market which is buying most of the 
goods and services being sold today. 


PART TWO consists of six research studies. 
Conducted on cross sections of the same market that 
was analyzed in Part One, these studies disclose how 


making their major purchases. 


U.S. business goes about its buying of these specific 
business products and services: 


office equipment 

building and plant fixtures 
cars and trucks 

. insurance 

machinery and equipment 
raw materials 


ANEW 


The report has answers to questions like these: 


How many executives are there on today’s corporate 
“decision team” ? 

Who is on that team? 

Who generates the ideas that lead to a major purchase ? 

Who on the team must give written or oral approval for 
such a purchase ? 

At what dollar point does a purchase become a big one 
as far as approvals are concerned? 

To what extent do corporations change or add to their 
list of suppliers ? 

How independently do branches and divisions buy? 

To what extent does the seller have contact with those 
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WHY THIS MARKETING PROJECT IS UNIQUE 


One would almost take for granted, in a nation with such a wealth of , 
census-type facts and figures, that the important information contained 
in “How Business Buys” would be readily available. But up to now, 


business. Still others have probed to analyze the decision team and 
how it functions. However, none of these was conducted on a basis A 
that permitted reliable projection to the total business market. This is “A 
what makes this new project unique—the findings can be - 4 
projected nationally. a 
In this project, the first step was to analyze the business market z 
from Treasury Department and Dun & Bradstreet figures. This analysis 
showed that the biggest share of total business buying today is done by 
a well defined and compact core of companies. 
The second step was actually to survey national cross sections of 
the companies in this core to find out how they go about their buying. 
Thus, the survey findings can be projected and related to the - 
total business market. : 
To our knowledge, this is the first time a project as comprehensive as 
4 


Ti 
. 


it has not been. 4 
Many good studies of purchasing methods and procedures have been 1 

made before. Some have analyzed size of markets. Others have studied i: 
buying procedures. Some have thoroughly studied certain categories of ef 


a 
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who generate the idea or give the final approval ? 
How does sales contact with members of the “decision 


team” vary by levels of responsibility ? An essential magazine 


The study was carefully designed and conducted to 
rule out all purchases of a “re-order” or routine nature Essential to more and 
from more or less established sources. It was concerned 
principally with how a business makes major purchases— 
how it changes or adds to its list of suppliers. 

You'll find in this study a wealth of information which Essential to more and 
you can apply directly and indirectly to your own selling more advertisers 
and marketing strategy and action. Here are findings 
with which you can revi¢w—and perhaps re-examine— 
your salesmen’s reports and results. Here are findings 
with which you can review—and perhaps re-examine— 
your advertising strategy and decisions. 


more readers 


Americas Class News Magazine 


NOW MORE THAN 900,000 NET PAID CiRCULATION 
... @ market not duplicated by any other magazine in the field 


The report will be released in the near future. To make 
sure a copy is reserved for you, ask your advertising 
agency or write on your company letterhead to Marketing 
Division, Advertising Department of “U.S. News & WoRLD Advertising offices at 45 Rockefeller Plaza, New York 20, N.Y. Other 


REPORT,” 24th and N Sts., N.W., Washington 7, D.C., advertising offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, 
or to the advertising office nearest you. See list. > St. Louis, Los Angeles, San Francisco, Washington and London. 
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COLORFUL FIGURE! 


412,197 Lines of Color Advertising or a 
total of 243 color ads were run in the 
Journal in 1956 . . . compare this with 
any paper in Illinois! 


“COLOREXPERIENCE” costs no more... . You can 
buy 1 COLOR & BLACK for only $55.00; 2 COLOR 
& BLACK for $85.00 and now, 3 COLOR & BLACK, 
$140.00. 


Kanxaxee Dairy Journar @ 


National Advertising Representative, WEST-HOLLIDAY CO., INC. 
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New York Printers Negotiate 
Two-Year Contract 

A new two-year contract cov- 
ering 5,500 members of New York 
Typographical Union No. 6 em- 
ployed in commercial printing 
plants went into effect last week. 
It provides for a $10 weekly wage 
increase, $5 to be paid immedi- 
ately and $5 on July 1, 1958. The 
contract will run until June 30, 
1959. Under the contract day shift 
workers will receive $119.25 a 
week until July 1, 1958, and 
$124.25 during the following year. 
Both night-shift and _ third-shift 
workers will receive $124.83, then 
$129.83. 

The contract also provides for 
an increase in the maximum 
number of apprentices allowed in 
a shop, and apprentices who show 
special aptitude will be upgraded 
to journeymen in four instead of 
six years. The contract was nego- 
tiated over a period of three 
months. 


INI (AUILIL EVEFUL 


On June 11, from the top of WTAR-TV’s 1,049-foot tower 
you could have seen history’s greatest peacetime display of naval 


might—a 14-mile double row of ships stretched out through 
Hampton Roads for the International Naval Review. 
Then, had you “panned” around to the left in a complete 


circle, you would have looked down on five major Virginia 


cities—Hampton, Newport News, Warwick, Portsmouth and 


ao Norfolk —ringing Hampton Roads in one big eye-popping 
~ We 5 market . . . the greatest, growingest in Virginia, and 27th in 
a the nation! 


A ut Atop our tower, you would be at the focal point of this big 


five-city market, dominated by WTAR-TV. 


VIRGINIA i = For more information about the foremost communications 
iA oe medium in Virginia’s greatest market, write to WTAR-TV or 
- your Petry man. 

‘A WTTAR-TV 
i (Based on Measured Contour Map by Jansky & Bailey) CHANNEL 3, ha ae 


5 of Virginia's Busiest Cities are 
within WTAR-TV’s Grade-A Signal. 


Business Office and Studio—720 Boush Street, Norfolk, Va. 
Telephone: Madison 5-6711 


Representative; Edward Petry & Company, Inc. 


Advertising Age, August 19, 1957 


Grocery Drive in ‘58 
Will Make Consumer 
‘Coupon’ Redeemer 


New York, Aug. 13—Some 40 
grocery manufacturers and from 
4,000 to 6,000 supermarkets 
throughout the country will co- 
operate in a Super Hospitality 
Month promotion next March fea- 
turing a novel method of handling 
stamps that should be of inter- 
est to both retailers and manu- 
facturers. 

In the promotion, sponsored by 
H B Promotions Inc., New York, 
discount stamps will be distribu- 
ted by the retailer, ten a week 
for four weeks, inside a four-page 
children’s game distributed to 
shoppers. Each stamp is worth 
10¢ off on products of any of 
the 40 grocery manufacturers in- 
volved. These stamps are to be 
affixed by the consumer to prod- 
uct labels or tops and mailed to 
Advertising Distributors of Amer- 
ica for redemption. 

According to H B president Har- 
old Bordainick, this arrangement 
“will relieve the store operator of 
the burden of coupon redemption 
and at the same time give the 
manufacturer a guarantee of 
100% legitimacy in redemption.” 


s “Cost, too, is an advantage un- 
der this plan,” he said. “The actu- 
al distribution will cost each par- 
ticipating manufacturer only 
eight-tenths of a cent and re- 
demption will cost a maximum of 
1.7¢ per stamp redeemed,” he ex- 
plained. 

As a traffic builder for the 
stores during the promotion, a 
giveaway will be conducted, with 
prizes awarded to people whose 
birth dates are shown daily (three 
dates each day) on a store poster. 


Winners of these awards may 
participate in a contest by writing 
the best sentences telling what 
they would do if they won the 
contest awards. The awards: $200 
a month for life, “second honey- 
moon” trips around the world 
with $5,000 spending money, and 
500 color tv sets. 


$500,000 will be spent to adver- 
tise the promotion, the kickoff 
| being a tv network spectacular in 
|February. There also will be ad- 
'vertising in Sunday comics sec- 
| tions, trade papers, spot radio and 
| Life. 

An agency to handle the adver- 
tising is expected to be named by 
H B Promotions in about a week. + 


Sales Staff Named for 
New ‘Purchasing Week’ 
Purchasing Week, new McGraw- 
Hill magazine to be launched in 
January (AA, July 29), has an- 
nounced the names of seven mem- 
|bers of its sales staff under Ken- 
jneth McKinley, advertising sales 
manager. Many of the salesmen 
\were formerly associated with Pe- 
|troleum Processing, which will sus- 
/pend in September (AA, Aug. 12). 
| PW sales representatives will 
|be Harry Denmead in New York, 
|formerly with Electrical Merchan- 
|dising; Walter Patten in Boston, 
| Walter Donohue in Philadelphia, 
and William Freeman in Cleve- 
\land, all of whom were formerly 
|on the Petroleum Processing staff; 
William Kearns, formerly in 
|McGraw-Hill’s Atlanta office, to 
| Detroit. William Hessey, formerly 
|on Aviation Week in Philadelphia, 
will become PW’s Chicago sales- 
man, and Henry C. Carey, former- 
ly assistant company promotion 
|manager, will become _ business 
manager of PW. 


‘TV Guide’ Names Shulman 

Arthur Shulman, formerly 
manager of the Chicago edition of 
|TV Guide, has been named to the 
new post of eastern representa- 
| tive of the national promotion de- 
|partment of TV Guide in New 
York. 
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> Run your selling story in The Saturday Evening Post—the 
decisive mass market of influence! A market that multi- 
plies itself because... 


> 8 out of 10 peopie* who read The Saturday Evening Post 
recommend or talk about the things they see in the Post! 


That means millions of Post readers are talking millions of times 


to millions of other people—this is INFLUENCE! 


* From the recent magazine study by Alfred Politz, ‘The Readers of The Saturday Evening Post.'’ 


EE seiith POST ff INFLUENTIAL 
POST ea 


-the mass market of active influence 


A CURTIS MAGAZINE 
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Sullivan Joins Reinhold 

Edmund B. Sullivan, formerly a 
sales representative for Sinclair 
Chemicals Inc.. has joined Rein- 
hold Publishing Corp., New York, 
advertising management for the 
American Chemical Society publi- 
cations, as New York district sales 
manager. 


‘Progressive Grocer’ Names 2 Lemige tap manager of Armour & 
Progressive Grocer has appoint- Co., to its Chicago sales staff. 
ed Donald Raggio Pacific Coast 
manager. Mr. Raggio, formerly 
midwestern sales representative of 
the publication, will open an office 
at 461 Market St., San Francisco. 
Progressive Grocer also has named 
Louis M. Carli, formerly product 


Boyd Joins Terrytoons 

William Boyd, formerly budget 
manager of B. T. Babbitt Inc., has 
been named new business manager 
for Terrytoons, a division of CBS 
Television Film Sales, New York. 


Verfauft die Cinflussreiche Post — 
Das Miassenorgan mit grosser Wirfung. 


EVEN IN GERMAN IT’S: “Sell the POST 


INFLUENTIAL—the mass market of active influence.” 


Lack of Ad Funds 
Slows Irish Whisky 
Sales, Board Says 


New York, Aug. 13—Lack of 
funds to advertise is holding back 
Irish whisky sales in the U. S., 
the Irish Export Promotion Board 
reports in its fifth annual report 
for the year ended last March 31. 

The board notes that Irish whis- 
ky is making “steady” if not “spec- 
tacular” progress in the American 
markets. Some 40,000 gals., worth 


a gain of 9% over the previous 
year. Exports have tripled in the 
past five years. 


® Recognizing that these sales, 
compared to those of Scotch and 
Canadian whiskies, are “negligi- 
ble,” the board states: 

“We have the situation that 
U. S., Scotch and Canadian whis- 


kies are firmly established in the 


Tough TAPE that 
takes print! 


Retaining brand identification on both product and container was 
a difficult job for this manufacturer—until he thought of tape. 
Now, printed “Scotch” Brand Acetate Fibre Tape does it quickly, 
easily—and economically. Tape resists scuffing and abrasion- 
sticks tight to coated surface of chain links. 

Finding the right tape for the requirement was easy: the 
manufacturer came to 3M. Tape specialists chose from over 300 
types of pressure-sensitive tapes in the “Scotch” Brand family. 
They recommended an acetate fibre tape for its tough backing, 
its strength and its printable surface. 

Perhaps you have a need for just such a tape. It’s wet-proof, 
long-aging and sticks to most any surface. It’s available in 1” 
brilliant colors—plus transparent. 

Or perhaps you have a need for one of the 300 other “‘Scotch’’ 
Brand Pressure-Sensitive Tapes. If so, please write. We’re anxious 
Te ae to help you. And there’s no charge or obligation, of course. 


MERCHANDISE s 
strip of “Scotch’’ Brand Acetate Fibre 
Tape on the package. Saves changing 
package plates. 


Acetate Fibre r 
are available for more display. 


Look what you 
can do with it! 


ial deals with a printed 


BUNDLING tubing, pipe and other odd- 

rts is done quickly, economically 
with “Scotch” Brand Pressure-Sensitive 
Tape. Tape identifies, too. 


BAND together combination deals quickly, 
easily, economically with “Scotch” Brand 


Tape. Various tape widths 


$253,425, were exported last year— | 


ACETATE FIBRE TAPE . . . one of over 300 Pressure-Sensilive Tapes, trademarked . . . 
Reg. U.S. Pot. OF. 


FREE BOOKLET shows many other uses of 
printed and die-cut “Scotch” Brand Pres- 
sure-Sensitive Tapes. For your copy, write 
Minnesota Mining and Manufacturing 
Co., PV-87, St. Paul 6, Minn., 


St “anew OF PRESSURE. Se 
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BRAND z ; 
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gy )y The term “Scotch” is a registered trademark of Minnesota Mining and Mansfectesing Company, St. Paul 6, . He 

y ‘ ” ~ Minn. Export Sales Office: 99 Park Ave., New York 16, N.Y. In Canada: P.O. Box 757, | ondon, Ontario, 
eanae 


© 3M Go. 1957 


1957 TwO BLLVONTH MOL, TEAR L952 


STRIKING—Royal Worcester will in- 
troduce three new patterns to the 
American market this fall with its 
“largest and most unusual ad cam- 
paign.” Home service, bridal and 
general magazines will be used, 
Gibbons-O’Neil, New York, is the 
agency for U. S. and Canada. 


U. S. market and supported by 
huge investment in promotional, 
sales and advertising programs on 
a scale we cannot hope to compete 
with. 

“The probiem is to popularize 
and increase the demand for Irish 
whisky in a crowded market that 
is already saturated with every 
form of modern publicity.” 


s The report goes on to say that 
Irish whisky will be backed by an 
institutional campaign in the fol- 
lowing “prestige” magazines: The 
Atlantic, Cue, Esquire, Fortnight, 
Gourmet, Harper’s Magazine, Hol- 
iday, The New Yorker, and Town 
& Country. 

“Owing to financial limitations,” 
the report continues, “the adver- 
tising program is on a modest 
scale. We recognize that it should 
be augmented as it progresses and 
we hope that it will be possible to 
do so. We also recognize that this 
is a long-term operation and that 
continuity for at least three years 
is an essential feature of the joint 
program.” 

In the 1956 fiscal year, the U. S. 
remained the top export market 
for the Irish. The country’s lead- 
ing dollar export was its thorough- 
bred horses, bringing in $3,028,289, 
up 54% from 1955. # 


Medico Pipes Expands Drive 
Through Christmas Season 

Medico Pipes Inc., New York, 
will expand its advertising in Sep- 
tember continuing through Christ- 
mas in seven national magazines— 
Esquire, Farm Journal, Life, Out- 
door Life, Playboy, Popular Science 
and The Saturday Evening Post. 

Ads will feature a new Medico 
Gold Crest pipe at $5 and will 
stress the theme of double protec- 
tion from irritants. E. T. Howard 
Co. is the agency. 


Hal James to Doherty, Clifford 

Hal James, formerly vp and ra- 
dio-tv director of Ellington & Co., 
has joined Doherty, Clifford, Steers 
& Shenfield, New York, in a similar 
post. At Doherty, Clifford, Mr. 
James takes over a post which has 
been vacant for quite some time, 
and was last held by Chester Mac- 
Cracken, who left the agency field 
to go into educational work. No 
replacement has been named yet 
at Ellington for Mr. James. 


S MAGAZINE CLASSIFIED 
— BIGGEST — 

-— BY THE MILLIONS — 

Rates & Data for the asking 


PUBLISHERS CLASSIFIED DEPARTMENT 
NTON ST., CHICAGO 6, ILLINOIS 
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it figures! 


e The dominant magazine of America’s biggest (a billion dollars a week) and fastest 


growing industry. 
when you add 
; e Reaches the largest (75,000) and most powerful audience of construction men 
this up a there is...including all groups of construction buyers; contractors, consultants, owners 


and government. 


e Covers the entire field—news, technical developments, construction techniques, 
business and finance, labor and costs. 


e One of the largest editorial staffs of any magazine in the world. Gives readers 50% 
more editorial content than any other construction magazine. 


Biggest page gain 
in first half of ’57 


(on top of largest ad volume, by far, in field) 


ee eek 


you get this... ' 4 


ARCHITECTURAL RECORD 
CONSTRUCTION METHODS 
CONTRACTORS & ENGINEERS 
ARCHITECTURAL FORUM 
PROGRESSIVE ARCHITECTURE 
ngage EQUIPMENT 


ROADS & STREETS 


SOURCE: Industrial Marketing 


: in building and construction, if you're important, you either read se TECaRh: or advertise in it, or both 


ENGINEERING NEWS-RECORD * ABP ABC * A McGRAW-HILL PUBLICATION * 330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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Another true-to-life story about some make-believe characters 


Who taught the blasé bachelor 


to rock ’n’ roll 


in Chicago? 


Lae most blasé bachelors, Homer Fizzleton cared a 


lot about ladies under 35 but very little about teen-agers. 
To him “real cool” signified a faulty heating system; and ‘See you later, 


alligator’”’ was something Marlin Perkins might say as he went out to lunch. 


In other words, Homer wasn’t hep. 


Now it just so happened that Mr. Fizzleton was also a soft drink bottler who 


sold all kinds of fizz—fruit drinks, cola, root beer, ginger ale and club soda-— 
st 


a) © 
to the thirsty ‘\ ~ Chicago market. 


wr Oo is a real cool business. 
Because Chicago men, women and children consume in their homes an average of 89 
bottles of soft drinks a year. (This doesn’t count “on-premise” consumption, such as 


e Ro 
soda fountains, vending machines, |G ; # 


Chicago market soaks up a yearly quota of 518 million 6-0z. bottles of soft drinks. 


etc.) In other words, the 


Which, you must admit, is quite a quaffing quota. 


And with only a modest advertising expendi: ire, Fizzleton’s fizz had walked off 
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with third place in Chicago’s great soft drink marathon. 


Which was pretty good, considering. 


Ny remained as to whether or not Fizzleton was 


capitalizing to the fullest extent on a great potential. And that’s where our friend 


But the question 


Joe from the Chicago Tribune came in—with a detailed analysis of Chicago’s 
soft drink market and Fizzleton’s position in it. To wit: 


Apparently Fizzleton’s fizz, just like Mr. Fizzleton, 


rated particularly well with ladies under 35. But attractive as they may be, 


they aren’t the ones most important to the soft drink business. (Housewives 


< % 
volume is highest (53%) when the housewife is older, between 35 and 54. That’s 


the age group most apt to have teen-age children. 

And apparently there’s the clue to the whole soft drink situation. 
According to research, the soft drink business is largely controlled by the teen-age 
set. In fact, 70-75% of Chicago’s total soft drink business comes from 


families with children under 19. And that’s just where Fizzleton 


fizzled. His position was strongest among childless families. 

“To sum up the situation,” Joe pointed out, “‘Fizzleton’s greatest 
strength appears to be among families with low consumption potential.” 

“I guess you’re right,”’ replied Homer with a new kind of twinkle in 


Gq A 
his eye. “I guess I’d better start to dig these cats.”’ 6 
(C. “ 


So Herman began to rock the bop (Joe supplied the audience) and 


= 


Fizzleton’s fizz began to roll in Chicago. 


Now maybe you sell hard candy or hardware instead of soft drinks, but if 
you want to sell more si : 33 =) of them to teen-agers in Chicago, call 
on Joe. Nobody knows Chicago like the Tribune. Nothing sells Chicago like the 


Tribune. And Joe’s the joe to give the facts to you. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER POS 
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s s . get along, you have to leave your 
Beguiled but Hired, Ex-Dublin Admann 2" vse: 1'tenina you; you 
have to talk like Americans and 
e 0 il D «, | dress like them.” = confessed he 
|has already acquired a gray-flan- 
Joins Ogilvy, Dons Gray Flannel Swit * se," “23 3%. 
the agency business, that you don’t 

By James V. O'Gara |the suggestion that he was some- have on the other side,” he said. 

New York, Aug 13—Brian John|thing of a poor man’s Mayor! But Cronin, who may talk and 
Cronin, a slim, black haired Dub-| Briscoe. “I never made his impact) dress pretty much like an Ameri- 
liner of 28, kissed his wife and two 0n New York,” he said. can, hasn’t learned yet to eat like 
babies, walked across a stretch of Cronin, who has been in the U.S.| one. “I steer away from corn on the 
Shannon Airport and boarded his|and working at Ogilvy for less|cob and pie and other foreign 
plane. He watched the lush green| than four months now, thinks “to! foods,” he said. “I stick to roast 


beef and mutton.” As an after- 
thought: “I haven't had any Irish 
stew as yet.” 


® The 28-year-old Irishman got 
into advertising in 1949, when he 
was 20. “My mother wanted me to 
be a doctor or a priest; she op- 
posed advertising as a ‘precarious 
occupation,’ and foretold I’d wind 
up a bill poster. But my father 
was then sales manager for the 
Dowdall, O’Mahoney Soap Co. and 
I read all the marketing publica- 
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tions he subscribed to.” 

He was with Eason’s Adver- 
tising Service in Dublin, ’til 1952, 
when he moved to Sun Adver- 
tising. After a year he went along 
to McConnell’s, where he was a 
copywriter and an account man on 
Kellogg’s, Champion Sparkplugs, 
Colgate-Palmolive, Crosse & Black- 
well and Austin cars. 

“An account executive in Ire- 
land,” he said, “is a copywriter, a 
contact man, a layout man; he 
even specifies type. When an ad 


Irish landscape fall away, replaced | 


shortly by long ocean swells. 

He was New York-bound, $100 | 
in his pocket, a job with a “univer- 
sally known” advertising agency 
his aim. 

Brian had prepared for this day, | 
He had written 12 top American | 
agencies, and he had several re- 
plies in his breast pocket. None | 
promised anything, 'twas true, but 
all held out the prospect of an in- 
terview, at least, 

“One thing that struck me as 
odd when I reached Madison Ave.,” 
said Cronin today with a bit of 
brogue: “I’d been told all Amer- 
icans were hard-working; that they 


Brian Cronin 


were in promptly at nine in the 
morning and gobbled their lunch 
in an hour or less. But I found 
there was no point ringing up any- 
one before ten in the morning, and 
after 4 p.m. you're persona non 
grata. 


s “In Dublin,” smiled Cronin, | 
“you go home for your lunch, so 
there’s not much excuse for enter- 
taining a client at that time.” 

The first agency where Cronin 
was interviewed—a shop strong on 
the international side—said, “Sor- 
ry, we've got nothing open here. | 
Would you perhaps be interested 
in Manila? We’ve got a spot there 
you'd be interested in.” “And me 
just in from the auld country,” 
grinned Cronin, recounting how 
he’d begged off. 

And from another shop, this one | 


with a Gaelic name on the shingle: 
“What's wrong with advertising in 
Ireland? Is everyone running away | 
from the auld sod? Sure, you're 
the fourth lad from the other side 
to drop by in a month.” 

No job there either. “’Tis a 
beguilin’ reception you get from | 
agency executives in this country,” | 
said Cronin. “You're treated so 
nice you get the impression—a | 
false one—that they'll be offerin’ 
you a job in another minute. One 
gave me a fine spiel about what a) 
wonderful brave thing it was for 
a man to leave the land of his 
birth and emigrate to America to 
find his fame and fortune. There 
wasn’t any job there, either.” 


s Then, two weeks after his plane 
touched down at Idlewild, Brian 
John Cronin called at Ogilvy, Ben- 
son & Mather. It was a lead sup- 
plied by, Lordhelpus, the British 
Travel Assn. He was interviewed 
by James John McCaffrey, senior 
vp. Cronin made a hit. Cronin was 
hired. Cronin was assigned to 
traffic. The Irishman’s major as-| 
signment: The Rubinstein account. | 

Cronin’s laughter pealed out at 


Examples of the power of a few words in print 


Wy hat happens when 
you catch a lady’s eye? 


T WAS LIKE something out of Dickens—little boys of 
I ten jailed with veteran criminals. Here, in America, 
in the 20th century! Mrs. Brown grew angrier by the 
minute as she read about it in Reader’s Digest. Handing 
the magazine to her husband, she urged him, in the tone 
of a woman with a bee up her sleeve, to “do something 
about it!” 

The story was a plea to “Get the Children Out of 
Jail,” and her husband was in a position to try, for he 
was New York State Senator Lowell H. Brown. 


“Reader’s Digest started our fight on behalf of chil- 
dren,” writes Senator Brown. “Using that widely read 
article as ammunition, I introduced bills to get children 
out of jails, and to remove adult criminals from boys’ 
reformatories. Thanks to the power of a few words in 
print, young people under 16 are no longer detained in 
jails, and adult criminals are out of boys’ reform- 
atories, in New York.” 


Discussing similar reforms in many other states, = 
James V. Bennett, Director of the Bureau of Prisons of 
the U. S. Department of Justice, has this to say: “The 
Digest made a direct contribution, since it awakened 
such a vast public to the problem.” 


—than any other magazine in the world. More than 32 
million Americans read this magazine every month— 
and over 17 million of those readers are women. 

And people turn to the Digest more often, too. A 
recent study* has shown that the average man reads 
his copy on 4.6 different days; the average woman, on 
5.8 different days. 


Every issue of the Digest is read at least 168 
million times—over 99,630,000 times by women 
alone. No other magazine studied, including those 
edited expressly for women, is turned to half as 
often by American women—or by American men. 


Women have faith in Reader’s Digest—the kind of 
faith that leads to action. And they respond to products 
as well as to causes they read about in its pages. 


Important things have a w ay of happening when 
people read about a cause, or a product, or an 
idea in Reader's Digest—and often the action is 
sparked by women readers. 

It isn’t surprising. Nowadays, 
when women have more school- 
ing than men, and when a third 
of our married women work out- 
side their homes, the American 
“wonian’s world” grows larger 
and more interesting 
oo” all the time. So you 
would expect a wo- 
man’s favorite maga- 


s zine to be the same as 


Another case where a few words in print 
generated a lot of power 
In 1950 Reader’s Digest published an article about Mrs. 


Lane Bryant. It was simply a human-interest story 
about a woman who had pioneered in the fashion 


her husband’s. It is. 
ge Reader’s Digest is 
read by more men— 
and by more women 


Ue 


a Be sae aa re NE eae Sm ham NL ret a a ol Saaean ee) ee pas oe ere een Jee Ce ee ae gets ae renee eee eee Ec nee,’ ORE. <n 
ath Ale age Sus ae a is Fe hies i De Sa pee ae a Dy Magen en Nes HE” 2 Pre ees eee cin ee bee =. eee . "ne? =, 
faa, eS Cope ene. > 5 eee op a aire ey i tI cemecryes ae ea Shee ee ye ae a. ee Pee oh ewer ee. 1 eee ema 
ae i. Bee A peste | Ie eae Vat aiaes Be 4 Pe eyo he ey er’ ‘ or ee Rice eee C0 ; ea Nate? age Ne i Site ee ee lead a 5 
ees hee es See ere ‘ onan ies aia. se =“ Ein jes hae eae a aoe ts ar es v pe wns a Ste, Mees at zs. oy ee a ee SAE AA, ee, . saw as San ee 
aa, iS aa ae Sa ee oe eM tee ee 9 a rl par ®@ 2s = ee ree one oe cial oS be 2 rep 0 ee coger eh Mee ct Re. Te ee songs 
aa ae eae 2s a Dk aN 1 aM Ee ge oe gc 2 er i rpms es OM 7 8 Re kiN a Ie ie NEE Soe GS. ine en Oe een 
ee a ear: or ? ee as aes Le ey ee ee Pape eee: -. oe * Bee ; pnp : “are oe : Bo el oie aged gS ea Var Te ea Oe emma pox DE Ae eS i a ie Ei 
af i Z ~ he Teil 
er ms P - eos 
ee é ey 
Re Sn a en 
ag Laer me 
= ei a b 
an a 4 
ah eee 
set 
: 
iy, a * 
Fm Hin 
Sin tee 
ne si fi 
Ae : Be 
Be - 
wee 2, 
mise ; 
ea Es 
5 et tae —_—— ———— ee - Oo aah 
ge 4 . 
ee : 
2 : 
¢ at! ae = 
0 ; 
oe. i Fe 
hook fe 
Rac ~ 
oy oe 
7% tes al Be a 
: ° 
o 
a os 
Pa { "s 
tees — 
Sear, ] ; 
aad Sore a 
+: alae ee 
Sat - 
igs vee | : 
lies abet ! 4 
howe i ; 
ee ro ; 
eee ao Pes 
Pee ‘ 
Bakes , 
Bo om . 
; 2 
) 
. . 

: | f : 
eae | . 
ere a 
Pe eS pe “ 
es! a . ‘3 
ea i: : 
ee iy wt . > 

ee ‘ | es 
Weg Wee ) F 
bales a 
eee et , . q 7 
ey eae oe ae. 
fat kee ae iN 
Se 5; 

oe eh ep at F F | “ 

XSi ie ee ' , 
ee eee Beene <6 i. ; 
payee a ey 
Ds oti -." 
orb Oe ‘ oli : 
a cn = 
ok eons ‘a Ss) 2 
oe Poe a ” 4 ras 
le tea a agen 

: af a 

a ; j - : ae 
MES SO) : ‘ psi | 
2) See . uf 
Dileess a Se * _ 
Bit coe ae | Ae 
et ws ’ “ep Ps ik te is . P 
<r a fon | a Qa 2 
ne cai ae f r ? 
See | 0 eee ] : 
r . F . al q 34 
Evi $ ss - si 
Maat: : " 
= eet Wey ' ee ~~ Te 2 E e 
eas pos. & " Pad - 
ee ye : ’ yn ek 
eae eis No 4a ~ 5 Boats SM = ae 
ae a i, - : e: 
to ae ~*~ > on Se - 
ce ee = ' oe 
eet an be liye oe 
© Beles SS gc ks pe 
F aoe se . = 
aire er 
ae NX ~~: _ 
pene mage * 3 ; 
} eee mpl oy Ome ; f 
: Haag tia Oe =z 
oa ao fi 
Tose = ss z Soe 
ee . sai 
Seen a = 
cate nae q a 
gee 2 8 fer 
a : 2 
ae he ie 
Cas eae ek 
Te 9 
aN Oa jae =a 
Petree ey a 
5 aS re bes 
=e ea a 
’ ee " 
: ee 
| 4 
3 < ee Ss 
2 | ; 
ee i ier c 
Ri he o 
,, oie ea A E 
pa era _ ( 
: : Se . ‘ 
ck Fi + " he 
ae wh bons ‘ , 
ae - alin irc I ode : ea mine aT, —_ cee s sas th ss si ee ae x brag r a see : ¥ ; i si ee 35 
sR ie wee mes re i é : 7 ‘ 
aes mie Seal: _ core S oe Se pra ‘ tt Te Pit es CONene Leet ss E ta % a 
i am resi. tee ee A 0 Bae hope aa a Kaper eRe | ‘ prise ck Pn Ga ie Sas TS aes ee cae : 
Pan eae Bin Syn ; F Negk oe Sor, Seer ed “al MP ace) eye Ree eee ete ened in ae me site ye = ea 
Pete, ae ee ee se a ae a a ee ee me ee Rte t= ei ee ee ee ce tne ete eee 
ode MODES, Meine. sao > ane pice ee gee ee cS ee eee ee Le Yat a ae : Be ag kD ; ee: ee Sa ae Sete seca 1c de 
Poe Spee ES aie obit = Sana a NR no 8 “ i et 2 ss a a that See eae Sd eee : Ni ae eo a na eta Bes 
hey Se ee > EM Toe ep ot onal eae PSTN ne chs Semmes salah econ >: aE, Pag EMM 1 ee oC Saal ae i a ee ee ay [an i. et TA a tm a Greer ees Re et i” saga $ Aoi ch ice ee AMON a By G8 4” = tT bia ae eS 


i 
. 
: 


Advertising Age, August 19, 1957 


appears he can say truly, ‘That’s|to a glossy four-color spread, de- 
my ad.’ A good account man there |manding, “Why can’t you fellows 
gets maybe $60 a week.” turn out advertising like this for 
In 1954, Cronin persuaded | me?” 

O’Kennedy-Brindley that it need-| “You must understand,” said 
ed a branch office in Cork. Cronin | Cronin, “the average appropriation 
was named managing director. He in Ireland amounts to about $6,000 
was also the largest stockholder. (4 year.” 

| Brian John Cronin likes what 
® One of the heaviest crosses| he’s seen of America so far, which 
Ireland’s few hundred agency men|is only New York. Next week is 
must bear, said Cronin, are clients|a big one in his life. His wife and 


Friday; his wedding anniversary is|draperies and shower curtains. 


Saturday. 


Auerbach also has been named to 


“We're going to stay here,” he | handle advertising for Lewis Engi- 


said. “Now all we need is a place 
to live. Know of any apartments 
available?” # 


Alfred Auerbach Adds Two 
Alfred Auerbach Associates, 
New York, has been appointed by 
Scranton Lace Co., Scranton, Pa., 
to handle advertising for each of 


who rush in brandishing a copy of | \children arrive on the Mauretania | its. three divisions which manufac- | 
The Saturday Evening Post opened' next Thursday; his birthday is|ture table cloths, curtains and | ing will be distributed by Daniel 


neering & Mfg. Co., Alliance, O., 
garden tool manufacturer. Auer- 


bach succeeds Ellington on the! 


Scranton Lace account and Meek 
& Thomas on Lewis. 


Starch to Distribute Ratings 
Effective Sept. 1, all poster rat- 

ings derived from the Starch Con- 

tinuing Study of Outdoor Advertis- 


business. Yet it brightened the lives of hundreds of 
thousands of women and girls—and it gave a consider- 
able boost to Lane Bryant’s sales. Women already knew 
of Mrs. Bryant as the “inventor” of ready-to-wear 
maternity clothes. Less well known were other Lane 
Bryant fashions especially designed for tall women, 
chubby girls, and others cast in a generous mold. 
What happened when women read about these inno- 
vations in Reader’s Digest? Lane Bryant stores doubled 
their sales of Tall Girl clothes in one year, and 150,000 
plump young ladies promptly joined the Lane Bryant 
Chubby Club. Mailings to expectant mothers quad- 
rupled that same year, and retailers and manufacturers 
all over the world began to pour inquiries and orders in- 
to Lane Bryant headquarters. 


The widely read article in Reader’s 
Digest served as ammunition to 
get children out of jails 


The selling power of words in print 


@ Adolph’s Meat Tenderizer had been selling at the rate 
of half a million dollars’ worth a year. Three weeks after 
Reader’s Digest published a Report to Consumers about 
it, sales jumped to a 20-million-dollar annual rate. 


@ The manufacturers of a rug cleaner, Glamorene, 
hoped eventually to reach a half-million-dollar annual 
volume. Then the Digest told its readers about Glamo- 
rene: more than /0 million dollars’ worth was sold the 
next year. 
An atmosphere of faith and confidence is essen- 
tial if an advertiser's message is to thrive and 
produce results. Hundreds of advertisers have 
found that the Reader’s Digest provides such an 
atmosphere. 


~— 


*“A Study of Seven Publications,” 


Research, Inc. For a copy of the summary and highlights, write to 
Reader's Digest, 230 Park Avenue, New York 17, N. Y. 


How National Cash Register 
used the power of Reader’ 


National Cash Register has used 15 pages in Reader's 
Digest to explain to shoppers the operation of its new 
Change Computing Cash Register. 

S. C. Allyn, president of National, stated the com- 
pany’s objective this way: “Our problem was to reach 
the greatest possible number of shoppers with messages 
that would be seen, read, and understood. We used 
Reader’s Digest extensively because it has the greatest 
magazine readership—as well as the largest circulation 
in the world.” 


Rea 


s Digest 


People have faith in 


ders Dige st 


Largest magazine circulation in the U. S. 


11 million copies bought monthly. 


conducted by 


Alfred Politz 
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| Starch & Staff. Since January, 1956, 


Outdoor Advertising Inc., the me- 
dium’s national sales organization, 
has distributed the data. The new 
procedure is designed to place the 
medium’s research information on 
the same basis as that of other 
media. 


New Rules Set for 


Beer Sold in Ontario 


Beer sold in Ontario must pass 
through provincial liquor-control 
channels, regardless of alcoholic 
content, the Ontario liquor control 


|board has reported. The move 


cuts off the supply of light beer 


‘brewed in New Brunswick and 


shipped to Ontario for distribution 
through retail grocery stores. 


OAI Promotes Caw! 

Frank Cawl Jr., director of re- 
search for Outdoor Advertising 
Inc., New York, has been named 
director of research and promotion. 
Before joining OAI last October, 
Mr. Cawl was with the Hearst Ad- 
vertising Service. 


me CALIF.-ORE. 
TV TRIO 


the Smullin Tv Stations... 


. .. BRIDGE THE GAP between San 
Francisco and Portland with EXCLU- 
SIVE VHF Coverage on Channel 2, 
3 and 5. 


KOTI stems? 
KIEM ctantst 2 pa 


KBES (tan Cuanmee 5 


Three markets — one billing 


MARKET FACTS 
POPULATION .................. 349,350 
CRETEETED caciccrecccvcssesicsoinece 113,250 
TU GD ecrccrcrccnsssenrse 84,606 
| RETAIL SALES ............ $474,450,000 


_ CONSUMER SPEND- 
ABLE INCOME........ $591,194,000 


for CALIF.-ORE. TV TRIO 
call Don Telford, Mgr. 


Phone Eureka, Hillside 83-3128 TWK EKIG 
BLAIRZchiuscon ational 

OF aSk ASSOCIATES we 
Dalles, 


Setenap. Dan Cesettess, Peseite, Sco Aagstes, 
Jacksonville, St. Louls, Bester. 


Bet i ig da rh a 0) 2) aaa eC er Bok Lo, ly gaan: 0 St a er Pie ie = hee ane ese eget) eS a. OE SR a a a! Ae og ee ile =, 
ae a ee, Neer cn ee, CR ees em ee a ne EM ee cc sl a 
Pana a | ee Solr ee oe ace pale cad anata i ae ee : . © Searle Sareea ak? ~ Oe Ae Ade he eae ele. A . SAR rata, Senile 
Ace en. eee a ey ae fe, ee Ng Rs ae een een a a eee” ae eee ee ae ee E 
Aedes a sae Bees ee eu — [Dene ae eee ee | awe Pia ck a ree ae a ane J = Se ' pee ss Bee eae es a nae “= ee ee ee eee ers, ee ae ee ea ee 
gn, 2 rr aco. eee ; Bs Se eee oS ee One a coe emer ape <I eRe mn ee Jee ees ; ‘ ; = Py 
gg Ege eel “s : 2 F eee 
See . . - eee 
or , = 
= : 
roar . 
car |] 7 
ee a r 
: 
pe a "eg 
nS ie 
fea ee 
ane vie 
a Say 
mace faa! 
Soa 
: ae 
est red, 
note ee 
aie OOO mmm : 
ae ee ; 
fea Eo = 
i eA 
Puy nets “ 
ee =s = 5 
tom Lgiarn 
es au 
ane 
yt 
“a 
st Biss a oe : 
a ne ¢ Lo iis > 
Mee > f , . 
eee . : we 
a 4 |e ant a 
ae P Ph ok 
cs - ae 
RUE 6A U . a 
ae ~ ft ae 
Re * \e ; ; aie 
aaa e. y i ‘ <4 2 F ee 
HS t A ~ A \ 
4 a mi | | A RL RT ‘4 
sg «4 ” : 
ore i, J - 
he hay as ¥ 
ape ea : bie 
ish. —_— © . AGeae 
Be i ; i 
| — 3 ee 
: = ¥ oy! SB) } t i 
is { - “ 
: 7 ; ia 
gies | ti 5 ee 
es ? > ee Ne ie 
e* : 2 | Tea See ties ae 
ee mI ° / ace tal yy ates Ae eee 
a . | y ok Vue) Mee iy MER = HL cont + 
ae Se Me Alaa ie) a ae 
ire | paimmiieas ‘aged Seg Lace omen ee) are 
: c : . Bi. ne Mes re ee ieate. an 
i inp “a ae into ers oy pe an 
; J 4 oS ape ee oe Re si eal 
eh ct ae see ee Mas 
ae , — & Eee! Gircue ce | (eg aks 
Pa Sh - me ae mes cat 
= ; ek Bal Ne ema ee Caras 
Bez! a ? « eee ie a: ey ae pe 
3 i '. al ~ -— rey * Te eS, pe 
7 ee a > © ge yee 
Be . eat erate 4 
see 8 4 ae nN 
: . ee | 2a he 
' ¥ me! ae ° ( 4 ea 
oe a, = : y 4 ) : ran 
7 4 , fa 4 ite 
, er : ‘ oa res Pr { we 
3 > % 7 . ‘a a SLs 
rl ¢ : : Pe a @ 
Nea oe & x - - ) 2 - ae 
: P ‘ ? = 5 N oe 
“5 4 ¢ ke » \\W 3 
z < a ‘ ae. _= , eee i hi 
‘ ; ’ a a ‘ ber ph 
’ Ss ; \ — ai f = oo Grin |. \~ : a fair 
a : > - s ss al ; a a ae a 
eo. o neers ‘30 ey c ee | Ee FE ; 
A: oF 3 # ' i. oe Me < ae Sith. * < 4 he, os sa ‘ 4 Cie ig eS i. 
. — ea: “ ea ua L) S<- to he 
7 . - 4 x Ie . As zig = = oa ; a a \l _ > : ” ; oe Ps sa 
J : ¥ mi a : 4 x — a yn f a ee ase ame 
oF " . : 7 « ‘ ie : x & oe sche “ . gical nee ais es or 
bal : id Btn = ell ‘ . * a ‘ ” ‘ i \ : ‘ 
a torent si Pe i Bi i | ca : 
sa ¢ \ aan ar ar —— ciao sith - 5 = by Ss . ‘% 4 e \ me i . 
; ee pt ; ty Yo, re . RS ne Ge Ee er 
a ee warez dal ee + ee : : ‘ oe | pidge at ae om a 
: wee a“ ie ¥ ha = r , ool ta . i re" \ Ce hb Shia ee cs 
cet . : 4 . nee aes . a = ig j . ee jy aaa as Me tad wi ak 
pas a oes a a — ~~ ' 7 Pik ios ete oo 
ere ; ry 7 vf , i oe ee es a oe ‘aha 
aBayot cot i er, en oe os, x mee ‘ ’ ; Be ae el Sit ane A Aer aes 
: : - 3 a Bee ah . | 2 = URE Ps a ae E oa a at a a eins i, ree i Ge Sele = a ke oa . 
% a ee Seay aon me ee oS. eae oer Ken 
Ci s os a ee AES. at ie ie Ath ue > eget J ea i 
seat “ ae ote ae ae Be re ves PUNE Ye Sea ae eae “ 
, Be oh. era pes - —- = ule: Sea at ag + a 
e a> J . ae Ep tte Pi ee Ry <o¥ ae SAN FRANCI ou 
an € a ieee a a4 = te a 1 ' ‘ — o 7 . best N o 
a maa, Oe i ee ee ical : 
weg? - aN ae rok, a : ; ae é , ‘a 
a Se . en [ee eo eS : ee 
ive . areal i 4 ie oo - iad che peep 7 7 
en Woon ge oe ae a Caer ? = 
aati: Li een eer ge ee a A i-a —  * | i 
fs . Se eee. ee as oe ‘ —— if 
ee: ie a lis “ee eae : he q = 
a, : — eae aes fae er ip des | Gea 
oe s ry oy _ le ‘et ne gi ey aie 
5 Sao ee oe ee ar S oa one 
Beat Be: a © gts a 
ss 4 Sa ore / By 
q a 7 all di ai, 
, — “AD 
ef it | ¥ 
; E / wie 
f ‘ Me 
Saree | st? 
{ thie | oe 
i: hos 7 
. ee | ig 
ie ied 
'* s 
q om ne 
} ee 2 
. ee | . 
. | 
f PO 
: 
ves 
ae. 
| ) 
— 
LE 
a ah a RANE 5 : : Bae eae pei ee ee ae $ Aas i cine. i Oe eo (ie ein eerie ale aaa aati fa ei Sc Ri eo iy NL SH Pe ee. i ae ms m oe et inode 
ct Ee es = et ee RED aga te ae é : ee “ive ees ae Oe es eee en 
ep Se a Tes ah 2 oe oe eee er p. : te gue es, eo ee: as ol. fy ee ; Be ee ee! omer oes 
BS mee om Te ciity pe? tate ae hy : cae oe re ee es, the hae aagemagte I ay Datta 1 al: ~ 5 cyst an  MS ._ = SEE a. Pee ey a eee ee : en en eee ee fs A ila 
oe Oe eer, eee ee ee ee oy aN oe, eS 5 he ie Bee gee. Se cig ON NaS. eh als RU en RP bo a Re ose ell ge ee a ang ei Oar: SN age Mes ard 


Container Corp. Names 2 
William L. Dempsey Jr. and 


HEAD and 
SHOULDERS above any other medium offering 


sales coverage of the TOPEKA MARKET! 


No other advertising medium approaches 


the absolute thoroughness with which the 
CAPITAL-JOURNAL covers the sales- 
responsive TOPEKA MARKET. And at 
ONE LOW COST! 


87,569 Combined KANSAS Coverage 
42,606 Combined CITY ZONE Coverage 


TOPEKA CAPITAL-JOURNAL 


Stauffer Publications Newspapers * Represented Nationally by Capper Publications Offices 
New York - Cleveland - Chicago - Topeka - Los Angeles 


Hamilton Allport Jr. have been 


Dempsey was marketing develop- | 


eastern division and will continue 
to work in Philadelphia. Mr. All- 
port formerly was with R. B. Red- 
ington Co., manufacturer of pack- 
age machinery. 


Chart-Pak to Remington 
Chart-Pak Inc., Leeds, 
maker of layout and chart materi- 


Mass., 


York, 
Inc., Springfield, Mass. 


Cargo Transport Names RS&P 
Cargo Transport Leasing Corp., 
New York, which specializes in 
leasing cargo containers to ship- 
pers, has appointed Ritter, Sanford 


& Price, New York, to handle its 
advertising. 


IN INDIANAPOLIS 


they Buy More because they Have More! 


> It’s Bic . 


@ If jewelry is your business, Indianapolis is a real jewel 
of a market. In fact, during 1956, jewelry store sales in 
Indianapolis were 79.7% 


, above the national average.* And, P It’s Sreapy. 


with an average annual family income of $6,882.00**, 
Indianapolis is a jewel of a market for every good product. 
That's why the Federal Reserve Bank of Chicago, in its 
latest annual report, calls Indianapolis “Big Town—Boom 


Town of the Midwest.’? Also— News. Writ. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*1954 Census of Business and Retail Trade 
**saies Management Survey of Buying Power, May 10, 1957 


. . it’s growing! In 1956, Indiana was second 
in industrial growth in the U. S. 

. a balance between industry and agricul- 
ture that assures a stable market. 

P You get SaTuRATION CovERAGE of the metropolitan area, 
plus an eflective bonus coverage of the 44 surrounding 
counties, in The Indianapolis Star and The Indianapolis 


for complete market and circulation data. 


Member, Metro Sunday Magazine Network 
Member, Metro Sunday Comics Network 


appointed project managers in the| | 
| marketing department of Container | @ 
Corp. of America, Chicago. Mr. | 


ment manager of the corporation’s | 


Advertising Age, August 19, 1957 


als, has moved its advertising ac- | -—we 
count from O. S. Tyson & Co., New | Gilg 
to William B. Remington | } 


BLITZ—This newspaper page in the 
Philadelphia Evening Bulletin 
boosts Hollingshead’s Dab. 


Test Drive Sets 
Pattern for Dab 
Distribution Boost 


PHILADELPHIA, Aug. 13—A “blitz” 
campaign to broaden distribution 
for Dab plastic repair liquid has 
been launched by R. M. Hollings- 
head Corp., Camden chemicals 
manufacturer. 

Due to the immediate success of 
the campaign here, designed to 


back up national advertising at the 
| local level, a similar campaign will 
|be carried out in key markets 
_ across the nation during the winter 
|months, Thomas J. Freda, advertis- 
| ing manager, said. 

The campaign involved satura- 
| tion sales contracts of potential dis- 
|tribution outlets in this market, 
|showing distributors and dealers 
the advertising plans at the local 
level which would be launched 
only if sufficient distribution were 
obtained. If the one-shot “blitz” 
campaign failed, outlets were told, 
they could cancel their orders. 


| Dab has been in national distri- 
| bution for some months and na- 
tional advertising began with the 
July 1 issue of Life. A major objec- 
tive of the campaign here was to 
quickly broaden this market. A col- 
or page, with the theme “Fix that 
leak—fast—with new Dab,” and 
listing outlets, ran Aug. 6 in the 
Philadelphia Evening Bulletin. 

Dab is a derivative of Hollings- 
head’s wartime-developed “Co- 
coon” for the U.S. Navy, used to 
“mothball” ships and planes. Mar- 
keted in a 2-oz. bottle, it retails for 
69¢. 

Gray & Rogers is the agency. + 


Dow Jones Studies Problem 
of Journalism Recruitment 

Dow Jones & Co., publisher of 
the Wall Street Journal, and the 
Dow Jones Foundation are spon- 
soring and financing a study of 
_ vocational opportunities and re- 
cruitment problems in journalism 
Professor Alvin E. Austin, head 
lof the department of journalisr 
of the University of North Dakota, 
| will take charge of the study and 
will set up an office in Chicago to 
| carry on the work for a 12-month 
period. 


Gardner Appoints Two 

Gardner Advertising Co., St. 
Louis, has appointed Gordon H. 
Hendry a media group supervisor 
and Irvin Lanning a member of th: 
|copy contact group on the Mon- 
|santo Chemical Co. account. Mr 
| Hendry formerly was assistant me- 
dia director of Wherry, Baker & 
Tilden, Chicago. Mr. Lanning had 
|been advertising manager for the 
chemical division, Goodyear Tire 
& Rubber Co., Akron, O., since 
11950. 
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engineering the invisible 


Air—invisible, vital air—is today far more than a neces- 
sary ingredient for life. Automatic factories operate on air 
power. Giant industries have been created just to condition it 
for human comfort and health. A massive part of our transpor- 
tation system is supported by it. And our national defense de- 
pends on it. 

The engineers behind these air-employing industries depend 
on MACHINE DESIGN in their development work. 

Reason: MACHINE DESIGN gives engineers information 
that helps bring design ideas to life. They read it, use it con- 
stantly. 

Result: Reader action. A sweeping increase in MACHINE 
DESIGN'’s service to readers—stepping up from 12 to 26 issues 
per year—has increased inquiries per issue 2% times. Adver- 
tising readership averages as much as 55% greater. 


It's a powerful combination 


You can always look to 


MACHINE DESIGN 


for outstanding readership 


a |PENTON]| publication 


Penton Building / Cleveland 13, O. 
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Saaey RUN 


Size: From one inch toone 
page in one or two colors. 
Cost: Surprisingly low... 
for full information on 
split runs and the market 
potential of “The Man 


Chocolate Milk Sales Jump 
2,000% in Chicago Test 


In-store unit sales of chocolate 
milk and chocolate drink rose as 
high as 2,000% over usual July 
levels during a full-scale samp- 
ling program launched by food 
chains and dairy suppliers, the 
Chocolate Milk Foundation re- 
|ports. The promotion featured 
|two quarts for the price of one. 

In addition to the special pric- 
jing, special displays and banners 
were used. Also helpful to sales 
were full-page color newspaper 


iiads by General Mills promoting 
chocolate milk for use with break- | 


| fast cereals during the peak of the 


Advertising Age, August 19,1957 \ 


Elliott’s Financing 
of Crowell-Collier 
Violated Rules: SEC 


WASHINGTON, Aug. 13—While 
taking no action against 
Crowell-Collier Publishing Co., 
the Securities & Exchange Com- 
mission yesterday ruled that El- 

| liott & Co., New York brokerage 
house, violated government reg- 
| ulations in a financing operation 
| it undertook for Crowell. 

| The SEC also announced it 
| will hold hearings, beginning 
| Sept. 3, to determine whether 
Elliott & Co. and Dempsey & 


|Sampling program. Co., Chicago, and Gilligan, Will 
& Co., New York, should have 
their broker-dealer licenses re- 
voked. The Dempsey and Gilli- 
gan companies also figured in 
Crowell-Collier transac- 


Who Wears the K” write 


EE ae 


520 N.Michigan Ave. 
Chicago 11, Illinois 


Storey Joins Fulton Agency 
Allan G. Storey has joined the 
|staff of Fulton, Morrissey Co., 


Chicago, as a copywriter. Mr. the 
Storey was formerly a copywriter 
in the advertising and sales pro- 
motion department of the Ke'vi- 
|nator division of American Mo- 
|tors Corp., Detroit. 


Better still — call WHitehall 3-2300 
and ask for Bruce Crippen 


tions. 

The controversial financing 
operation involved two issues of 
convertible, 5% debentures sold 
by Crowell-Collier through El- 
liott. The securities were ex- 
changeable for C-C common 
stock at $5 a share. The stock 
then was selling to the public 
for about $6. 


*246,327 June,1957 
(subject to ABC audit) 


® Crowell-Collier and Elliott 
| both maintained the debentures 
were sold privately, thus mak- 
ing them exempt from registra- 
tion with the SEC. The SEC held 
the debentures were sold pub- 
licly. Dempsey and Gilligan, 
Will were among 27 original 
| purchasers of the securities. 
Some testimony, given before 
| the SEC earlier this year, indi- 
cated that the debentures were 
|picked up by “79 purchasers 
representing 88 individuals and 
| firms.” 
A spokesman for Elliott & Co. 
yesterday denied any violation 
of government regulations. He 
said the SEC charge was based 
lon “circumstances appearing 
| subsequent to the sales, such as 
| participation of undisclosed 
|persons in the original pur- 
chases, conversions and sales of 
stock issued on conversion.” 
| The financing operation was 
j|launched by Crowell-Collier 
| shortly before it suspended pub- 
lication of American, Collier’s 
and Woman’s Home Compan- 
ion. # 


_Wenger-Michael Adds Four, 
Names Le Bouet, Moves 
Wenger-Michael, San Fran- 
cisco agency recently formed 
by Lee Wenger and Martin 
Michael (AA, July 8), has been 
appointed to handle advertising 
for four new accounts. They are 
Eichler Homes Inc., Palo Alto, 
home builder; Pioneer Inves- 
tors Savings & Loan Assn., San 
Jose; Home Mutual Savings 
Assn., San Francisco, and Ber- 
keley Savings & Loan Assn. __, 
Wenger-Michael, which has 
moved to larger offices at 580 
Market St., has appointed James 
Le Bouef an account executive. 
Mr. Le Bouef formerly was an 
| account executive with Edward 
|S. Kellogg Co., San Francisco. 


Richard Meltzer Adds Two 
Richard N. Meltzer Advertis- 
ing, San Francisco, has been ap- 
pointed to direct advertising, 
| sales promotion, public relations 
|/in northern California for the 
| French-built Simca automobile 
| by Simea Advertising Council 
and Simca Distributors. A cam- 
| paign, now being planned, will 


| use newspapers, radio and tv. 
Send for our new station list 


| Meltzer also has been named to 
CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO |handle advertising for Ram 
111 W. Washington 527 Madison Ave. 3142 Wilshire Bivd. 57 Post St. | Chemicals Inc., Gardena, Cal. 
STate 2-8900 Eldorado 5-3720 DUnkirk 3-2910 SUtter 1-7440 c ° ’ 
@ TAKE YOUR CHOICE. A handful of stations or the network . . . a minute or a full hour—it's 
up to you, your needs. 


@ MORE FOR YOUR DOLLAR. \. premium cost for individualized programming. Network Charles O. Puffer Co., Chica~ 
coverage for less than some “spot sts. 


go agency, has moved its office 
© ONE ORDER DOES THE JOB. A!) bookkeeping and details are done by Keystone, yet the best to larger quarters at 430 N. 
time and place are chosen for you 


| Michigan Ave. 


SOME OF OUR CLIENTS HAVE EXPRESSED WONDERMENT 


Because for years we have delivered the rich market of Hometown and 


Rural America neatly arranged in potent parcels for advertisers, some of our 
clients have expressed wonderment. 


When an advertiser uses Keystone Broadcasting System, his choice of the area 
he wishes to cover is expertly and efficiently packaged for him . . . 90 or 900 
stations in this busy, buying market . . . tailored to fit his selling 

needs with no muss or fuss. 


We're no “one man band" —but Keystone’s service is the most integrated, 
direct-result method of advertising and selling in Hometown and Rural America 
—971 stations affiliated to cover 90 million listeners who represent 

the largest audience in the market. 


What's your story? And how can Keystone help you tell it to Hometown 
and Rural America? 


‘Charles Puffer Moves Office 
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The trouble, she said, is caused 


- 
Give Government by a small and irresponsible mi- 


nority. + 


Power to Stop Mobilift Moves Promotion to 


Portland: Names Agency 
Sales promotion for Mobilift in- 
Ads Fast: BBB dustrial trucks, which was moved 
S to Syracuse, N. Y., in 1953, has 
been returned to Portland, Ore., 
for “closer coordination with re- 
search and manufacturing,” ac- 
cording to John R. Titlow, vp 
of Lamson Mobilift Corp. Lam- 


Wasuincton, Aug. 13—Gov- 
ernmental agencies should have 
more power to crack down on 
irresponsible advertisers who 
exploit a gullible public, a 


son Corp. acquired Mobilift’s two | Machine Co., Fitchburg, Mass. Sale|lations office and has appointed 


Portland plants in 1953. The new |of the envelope division will allow | 
sales promotion department is/| concentration of efforts on packag-|account executives. Mr. Waters 


| was formerly with Fletcher D. 


headed by William Warner. ing machinery, according to Winton 

Simultaneously, Dawson & Turn-| E. Balzer, Brown Bag vp and gen- 
er, Portland, has been named to/eral manager. Equipment is now 
handle advertising. Chapman-No-|in the process of being moved to 
wak & Associates, Syracuse, for-|six Tension plants throughout the 
merly handled the account. East and Midwest. 


Tension Buys Brown Unit Baldwin, Bowers Adds PR 
Tension Envelope Corp., Kansas}; Baldwin, Bowers & Strachan, 

City, Mo., has purchased the envel- | Buffalo, a division of Rumrill Co., 

ope division of Brown Bag Filling | Rochester, has opened a public re- 


John P. Waters and Jack B. Moore 


Richards Inc., New York. Mr. 
Moore, the resident pr account ex- 
ecutive assigned to the new divi- 
sion, has been with Rumrill since 
early this year. 


KISS to FM Unlimited 

KISS, San Antonio fm station, 
has appointed FM Unlimited its 
exclusive national representative. 


spokesman for the National Bet- 
ter Business Bureau told a 
House government operations 
subcommittee investigating 
false and misleading advertising 
last week. 

Maye A. Russ, director of the 
bureau’s food, drug and cos- 


metics division, told the com- 
mittee: “Governmental agencies 
having jurisdiction over the 


regulation of national advertis- 
ing should be strengthened so as 
to be able to act more expedi- 
tiously in curbing questionable 
and particularly fraudulent ad- 
vertising.” 

Miss Russ said the bureau be- 
lieves it would be helpful “in 


controlling quackery in medical 
advertising if the Federal Trade 
Commission could make greater 
use of its injunctive powers. 
Such action,” she suggested, 
“might serve the public interest 
in curbing the use of false ad- 
vertising of drugs, devices or 
cosmetics in cases where the 
commission has data sufficient 
to justify a district court in 
stopping the advertising pend- 
ing trial. 


= “The public is not now ade- 
quately protected,” Miss Russ 
said, “from exploitation by the 
‘hit and run’ type of promoter, 
if the commission follows its 
normal time-consuming proced- 
ures in conducting a routine in- 
vestigation of the promoter who 
times his advertising to make a 
killing before the commission or 
any other governmental agency 
can stop him. 

“The Post Office Depart- 
ment,” Miss Russ said, “is the 
most effective government 
agency in combating fraudu- 
lent advertising of products 
marketed by mail order. But 
again, its effectiveness is often 
impaired by the time required 
to carry a case through initial 
investigation to the issuance of 
a fraud order. 

“This delay, which may ex- 
tend a year or more,” she said, 
“makes it possible for unscrup- 
ulous mail order advertisers to 
blanket the country with adver- 
tising containing false claims (pa 
concerning their products, with 
tie knowledge that they may be 
able to sell hundreds of thou- 
sands of dollars worth of mer- 
chandise before the post office 


WSM-TV 


(\ 


| am 
will be in a position to take cor- 
ger near the time the Post C O ck of th e \ \ alk e e e Ask the local 


Office Department issues a 


fraud complaint, many compa- advertisers. They'll tell you that a combination of better production, 
nies have exhausted the market _ more talent, better engineering, more comprehensive news and sports 


for the particular product being 


gecmnied. coverage and more live programming makes WSM-TV clearly 


= “It is our belief,” Miss Russ man can supply facts and figures. 


said, “that the medical fraud 


unit of the Post Office Depart- Channel 4, Nashville, Tenn. © NBC-TV Affiliate © Clearly Nashville's #1 TV Station 


ment should be strengthened as 


to staff and facilities, so as to be Hi BRAMHAM, Commercial Manager * EDWARD PETRY & CO., National Advertising Representatives 


able to function promptly and 
effectively against fraudulent 
advertising in the drug and cos- 
metic fields.” 

Miss Russ made it clear that 
a majority of advertisers go to 
great lengths to assure accuracy 
of their claims before they are 
presented to the public. 


Nashville’s number one Television Station. Hi Bramham or any Petry 


WSM-TV 


WSM-TV's sister station - Clear Channel 50,000-watt WSM Radio - is the only single medium that covers completely the rich Central South market. 
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It only takes ONE in Green Bay to move goods and services. |... 


THE GREEN BAY 
PRESS-GAZETTE™ 


Phil McClosky * Manager 
General Advertising 


«(4 colors or béw) 


BAY -WISCONSIN 


" SERANES TON 


CONFIDENT—A $1,000,000 surety bond backs up Cranston Printing 
Finishing Corp.’s guarantee to its customers of the quality of i 
printing on fabrics. The “Quality Insured” campaign broke in t 
New York Times Magazine Aug. 4 and will run in trade and r 
gional publications. Shown here are two of the color pages in thé 
series. Daniel & Charles, New York, is the agency. f 


5 


CARTER L. BURGESS: “The world of modern business moves swiftly. Yet every step must first be planned, then recorded, on paper. 
In a variety of uses, quality papers are the very foundation of business as we know it today.”—Mr. Burgess is President of Trans World Airlines. 


Better papers are made with Cotton Fiber’ 


You can be sure of greater beauty, strength, permanence and all-around perform- 

Series 
aS: ance when you use cotton fiber papers. This has been true for generations. The 

: premium qualities these papers possess come from the tough, flexible fiber that 
goes into them, and the highly specialized equipment and processes used in craft- 
ing them. So, don’t just buy paper —buy value. Specify cotton fiber papers. 
YOUR SUPPLIER KNOWS. ... why papers made of cotton fiber (25% mini- 
mum to 100% in the best grades) perform better in a variety of uses. Ask him 
about cotton fiber business and social stationery, indexes, ledgers, onion skin, Q————\ 
drawing, tracing, blue print and other papers. PAPERS 


*¥LOOK FOR “COTTON” OR “RAG” IN THE WATERMARK OR LABEL 


@Cotton Fiber Paper Manufacturers, 122 East 42nd St.,N.¥.C. 


Consumer Debt Is 
in Good Condition, 
CreditMan Finds ~— 


RicHMoND, Va., Aug. 13—Com- 
sumers are meeting their instal- 
ment credit obligations better f- 
day than at any other time in 
history, an official of the National 
Foundation for Consumer Credit 
said here last week. 

Daniel A. Prager, vp of the foun= 
dation, said that despite the rise ir 
consumer credit outstanding in the 
past five years, personal savings 
have increased steadily. 

In the five years ending in 1956. 
he said, the ratio of personal sa¥- 
ings to disposable income averagéd 
7%, while in the previous five 
years the ratio was only 5%. 

Mr. Prager, speaking to the lo- 
cal Kiwanis Club, said the per 
centage of consumers’ disposable 
income for repayment of instal- 
ment loans is only 3.6% higher 
than in 1940. Consumer debt at 
that time, he said, “was viewed 
with no particular alarm.” 


s Mr. Prager said that more than 
% of all instalment debt is owed 
by families earning from $3,000 te 
$7,500 a year. And 55% of Amer- 
ican families are in that bracket, 
he said. Of America’s 56,000,000 
spending units, he said, 76% owe 
nothing, or less than $500, on in- 
stalment accounts. 

“The greatest single value in in- 
stalment buying,” he said, “is the 
fact that it allows every family in 
our country to take its reasonable 
choice of the many products and 
services available in our economy 
today. - 

“The greatest single problem is 
that a small minority of weak- 
willed, emotionally unstable peo- 
ple occasionally allow themselves 
to overindulge its use,” Mr. Prager 
said. # . 


Lanolin Plus Fall Drive 
Uses TV, Magazines t 

Lanolin Plus, Chicago, plans to 
launch a $1,000,000 fall campaign 
featuring daytime tv. The compafy 
has signed with NBC for weekh 
sponsorship of “Queen for a Day, 
“The Price is Right” and “Bridk 
and Groom.” Life, Photoplay 
Reader’s Digest and True Story 
will carry b&w and color spreads 
during September, October and 
November. 

Newspaper ads will back up the 
tv push. Kastor, Farrell, Chesley 
& Clifford, New York, is handling 
the drive. é 


Swink Promotes Dudley 

Joe D. Dudley, formerly a mem 
ber of the copy and plan depart 
ment of Howard Swink Advefrti: 
ing Agency, Marion, O., has Bee 


named copy director of the agenc 
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cell 
Ap 


An elephant 
gun is for 
shooting 
elephants 


\ Simple logic, really — because that is precisely what it was designed 
d to do. Functional design. 
ai If the function of your advertising is to se//, then you best include 


Polk direct mail in your plans . . . for no medium or combination thereof 
is better suited to the singular task of selling. 


Here’s why: 


The Polk Market first selects the “right” audience from those 
Americans who annually have more, want more, buy more. Then the 
fundamental advantages of personalized direct mail advertising deliver 
high impact, high readership, high floor traffic at the retail level where 
sales are made. 

The next logical move is up to you . . . call us for recommendations 
on your 1958 plans. They will be more effective. 


R-L:?P0 LEK & a. 
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Servel Sells Air Conditioning 
Division to Arkansas Louisiana 

Servel Inc., Evansville, Ind., has 
sold its air conditioning division to 
Arkansas Louisiana Gas Co., 
Shreveport, La., subject to approv- 
al of Servel stockholders. Sale 
price is about $4,000,000. Servel has 
been retained as a consultant in 
the air conditioning field by the gas 
company for $200,000 a year over a 
five-year period. 

Proceeds from the sale will be 
used to acquire one or more bus- 


inesses “of a stable character and 
with demonstrated earning capac- 
ity,” Louis Ruthenburg, Servel 
board chairman, said. Arkansas 
Louisiana reports gross revenues of 
$54,500,000. 


Garland Joins Loudon 

Kenneth J. Garland has joined 
the account executive staff of Hen- 
ry A. Loudon Advertising, Boston. 
Mr. Garland had been account ex- 
ecutive of Eddy-Rucker-Nickels 
Co., Cambridge, since 1946. 


1957 Premium Sales 
to Total $2 Billion, 
Says PAA’s Bowen 


New York, Aug. 13—Estimated 
dollar volume in premiums this 
year is expected to total close to 
$2 billion, Gordon C. Bowen, 
chairman of the Premium Adver- 
tising Assn. of America, predicted 
last week. 

Mr. Bowen's 


prediction was 


made in connection with his an- 
nouncement that the New York 


Premium Show will be held Sept. || 


9-12 at the Hotel Astor. Attend- 
ance at the show, he said, is ex- 
pected to reach close to 6,000. A 
total of 259 exhibits have been 
booked, he said. 

Explaining the intensified pre- 


mium activity this year, Mr. Bow- | 


en said, “Trading stamps alone 

account for more than one-third 

of the total use of premiums. 
“Since many supermarkets are 


circulation. 
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You sell more CAKE MIX 
where more people eat cake 


In Greater Cleveland just half the families buy nearly 
three-fourths of all packaged foods sold. This “BETTER 
HALF” live in sections of Cleveland that boast the newest 
and largest supermarkets and the heaviest Plain Dealer 


Now add the 26 adjacent counties where the Plain Dealer is 
widely read and you're talking about a billion-dollar food market. 
Your food advertising in the Plain Dealer can do double duty. 
It sells in the city and the counties and is your only medium for 


the whole Cleveland market. 


, You sell two great RETAIL MARKETS 
in The PLAIN DEALER ctevetand*2™ bittion 


Fs a, gn ee RR Ps P opp: 
me T . aie it's a MARKET 26 adjacent Counties $2 billion 
SY haa fag nd, 00° larger than each of ent 
oo entire States rota *4% pittion 
RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
cle 
COMMODITY CUYAHOGA COUNTY “COUNTIES ‘Sor 
(000) (000) 
Total Retail Sales 2,247,897 1,999,804 4,247,701 
Retail Food Sales 549,318 484,163 1,033,481 
Retail Drug Sales 85,930 55,457 141,387 
The ONLY Automotive 382,082 390,920 773,002 
Gas Stations 120,031 157,081 277,112 
Cleveland Furniture, Household Appliances 124,695 102,572 227,267 
Newspaper (Source, Sales Management Survey of Buying Power, May 10, 1957) 
that sells the *Akron, Canton and Youngstown's Counties are not included in above Sales. 
cheat The Clevel in Deal 
Cleveland Market... 1 HE Cleveland Plain Dealer 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Atlanta, San Francisco and 
Los Angeles. Member of Metro Sunday Comics and Magazine Network. 
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a i i,” 


THREE FOR THE ROAD—Mazx Factor & 


Co. designed this package of 
men’s toiletries “for the man who’s 
on the go.” Bottles are in vinyl 
carrying case. Package sells for 


$3.25 


now adding premium promotions 
either on top of or instead of trad- 
ing stamps,” he said, “the nation’s 
grocery stores are undoubtedly the 
largest avenue for the distribution 
of premium merchandise. 


= “Moreover,” Mr. Bowen pointed 
out, “the dramatic success of pre- 
miums in building grocery sales 
both for retailers and manufactur- 
ers has created widespread interest 
in the technique throughout the 
business world. Companies ranging 
from produce packers to oil com- 
panies are trying premium promo- 
tions this year for the first time.” 

Another trend, Mr. Bowen said, 
“is the growing use of higher- 
priced items as premiums and the 
accelerated emphasis on quality 
and value. Since fair trade began 
to decline in the housewares and 
small appliance field, the consum- 
er has been given greater bar- 
gains,” he pointed out. 

Premiums also are being used 
more extensively, he said, as sales 
incentives for dealers and sales- 
men. “In these days of high taxes,” 
he said, “merchandise awards and 
travel incentives seern to be more 
effective in building sales than 
monetary considerations.” 

The forthcoming premium show 
will not be open to the general 
public. Advance registration for 
accredited premium buyers and 
agency personnel may be obtained 
by writing the show management, 
Arthur Tarshis Associates, 12 W. 
72nd St., New York. # 


Storer Earnings Up; 
Names Storer, Johnson 

Storer Broadcasting Co., Miami, 
had six-month earnings of $4,- 
429,484 in 1957, compared to $2,- 
845,445 for the similar period in 
1956. Second-quarter earnings 
this year were $3,143,038, against 
$1,395,202 in the second quarter 
of 1956. Second-quarter earnings 
reflected capital gains from the 
sale of WBRC and WBRC-TV, 
Birmingham. 

Peter Storer, formerly on the 
sales staff of WJBK, Detroit, has 
been named general sales man- 
ager for Storer’s Cleveland sta- 
tion WJW-TV, and Lewis P. 
Johnson, formerly of the Storer 
New York sales office, has been 
named sales manager of WPFH, 
Wilmington. 


Dykstra Joins Gerald, John 
Edward F. Dykstra, formerly of 

the House of J. Hayden Twiss, has 

joined Gerald, John & Associates, 


New York agency, as vp in charge 
of the new industrial division. 
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... concentrates on selling -- stimulating -- 
informing automotive jobbers and their 
thousands of salesmen. 


In selling your product, service or equipment to automotive jobbers and their 
salesmen, remember this one significant point — Jobber Topics is the only automotive 
merchandising publication with the experience and acceptance to assure better 

sales of your line. For 35 years, Jobber Topics has specialized on opening more 
channels of wholesale distribution for manufacturers. Since 1922, it has helped 
advertisers successfully build substantial sales volume. 


The wisest advertising investment you can make is to promote your line first through 
the pages of Jobber Topics. More editorial emphasis is placed on material of 

specific sales interest to automotive jobbers and jobber salesmen. More factual, 
first-hand knowledge is available to help them do a better selling job for you. 


Get the Jobber Topics habit — you'll be able to effectively sell — stimulate — inform the 
men who supply the more than 350,000 automotive service outlets all across the 
country. The automotive marketing experts who represent Jobber Topics, have over 


190 years combined experience in distribution through jobbers. They are the most 
qualified to answer all of your automotive marketing questions. 


| -dobberlopics: THE IRVING-CLOUD PUBLISHING COMPANY 


~ 
~ 
New York 17, N.Y. Cleveland 14, Ohio Lathrup Village, Mich. Chicago 30, Illinois hos Angeles 57, Calif. Oakland 12, Calif. 
122 East 42 Street 856 Leader Bidg. 18600 San Diego Ave. 7300 No. Cicero Ave. + 1800 West 6th Street 2503-7 Broadway 
P. J. Philpott T. J. McGill Howard C. Tucker N. McK. Kneisly Robert H. Diebler & Assoc. E. D. Newfield 


Gordon Horsfall Roy W. Brown 
H. J. Moore 
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U.S. No. 1 Potatoes 


WITH THE PURCHASE OF 7 O8 MORE GALLONS OF GASOLINE 


WHILE THEY LAST—The Connecticut 

gasoline war brings forth extra 

promotion effort like this free po- 
tato deal offer by Esso. 


Gas Industry Asked to 
Halt ‘Circus’ Signs 


in Connecticut War 


HartFrorp, Aug. 14—State Motor 
Vehicles Commissioner John J. 
Tynan has asked the petroleum in- 
dustry to take steps to halt the use 
of circus signs in Connecticut’s 
gasoline price wars. 

In a letter to 20 oil industry ex- 
ecutives, Mr. Tynan wrote: 

“In our opinion, there are two 
alternatives in handling the en- 
forcement of this act. One is to 
notify the retail dealers that this 
statute (Anti-Circus Sign Law) is 
now in effect and we shall be re- 
quired to enforce it. 

“The other is to ascertain the 
views of the industry as to whether 
or not they feel the statute is just 
and, if so, a campaign can be pro- 
mulgated from the top echelon 
down through to the service sta- 
tion salesman to promote the idea 
of the advantages of discontinu- 
ance of the so-called circus sign.” 


s Commissioner Tynan has been 
advised by the attorney general’s 
office that he would be required 
as commissioner to enforce the 
anti-circus sign law. 

This law declares that price signs 
must be displayed only on the gas- 
oline pump and nowhere else on 
the premises. In gasoline wars 
dealers make prominent displays 
of their prices near station en- 


trance areas. 


Until a year ago a temporary in- | 
junction restrained the commis- | 


sioner from enforcing the law. In 


1951, the Connecticut Refining Co 


brought an action that resulted in 


a temporary injunction, which ex- | 


pired May 11, 1956. 


® In his letter to the oil industry 
executives, Mr. Tynan asserted: 
“We feel this method of advertis- 
ing not only detracts from the ap- 
pearance of the station, but def- 
initely constitutes a traffic hazard 
when they [the signs] are excep- 
tionally large.” 


The 20 companies doing business | 


in Connecticut include Cities Serv- 
ice Co., Esso Standard Oil Co., 
Sun Oil Co., Merit Oil, Gulf Oil 
Corp., American Coal, Kay Petro- 
leum, Red Wing Oil, Texas Co., 
Hoffman Fuel, Tidewater Oil Co.., 
Socony Mobil Oil Co., Buckley 
Bros., Dahl Oil, Shell Oil Co., At- 
lantic Refining Co., Richfield Oil 
Corp., American Oil Co., California 
Oil Co. and Crown Central Petro- 
leum Corp. # 


‘House & Garden’ Rates Up 
House & Garden will increase its 
circulation rate base from 475,000 
to 500,000 with the January, 1958, 
issue. At the same time the b&w 


Parker Boosts Careers 

Parker Bros., Salem, Mass., game 
publisher, will promote its new 
game, Careers, and other new items 
in page ads in Sunday supplements 
and fractional-page insertions in 
magazines during November and 
December. The magazine schedule 
includes American Girl, American 


Home, Better Homes & Gardens, 


lastic, Ladies’ Home Journal, Mc- 
Call’s, Parents’ \lagazine, Presby- 
terian Life, Progressive Farmer, 
Seventeen, The New Yorker and 
| Young Catholic Messenger. Badger 
& Browning & Parcher, Boston, is 
| the agency. 


| B&B Names Dunston, Murfeldt 


Benton & Bowles, New York, has 


Boys’ Life, Catholic Miss, Christian | appointed Irvin Dunston, formerly 


Herald, Coed, Compact, Ebony, 


Farm Journal, Good Housekeeping, | ceuticals Inc., a project director in 


Holiday, Household, Junior Scho- 


|its research department. B&B also 


has named Edward W. Murfeldt, a 
vp, to its board of directors. 


Multi-Ad Offers New 

Color System for Newspapers 
Multi-Ad Services, Peoria, IIl., 

has inaugurated a new service for 

newspapers known as the Ad- 

Builder Color System. A new tech- 

nique permits the use of just one 


| mat for two-color ads, according to 
|director of marketing of Pharma- | 


Maurice L. Tyler, sales manager of 
the company. Separation is ac- 
complished on two curved casts 


|Mfg. Co., 


| 
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made from a single form. A dis- 
play of the color system will be 
exhibited at the Sheraton Hotel 
during the r.o.p. color convention 
to be held in Chicago Sept. 23-25. 


VanSant, Dugdale Adds Two 

VanSant, Dugdale & Co., Balti- 
more, has been named to handle 
advertising for Homestead Valve 
Coraopolis, Pa., and 
Eastern Stainless Steel Corp., Bal- 
timore. Both companies formerly 
placed advertising direct. 


ia 


page rate will advance $250, to $3,- | 


600, and a four-color page will be 
iftcreased $375, to $5,350. 


a 


Just about everywhere 


a 


men work 
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Advertising Age, August 19, 1957 


Volckmann Adds One 

Maintenance Publishing Co., 
Philadelphia, has appointed Mc- 
Dermot Volckmann Co., New York, 
advertising representative for In- 
dustrial Maintenance & Plant Op- 
eration in greater New York and 
northern New Jersey. 


Harting Joins Dickens 

James T. Harting, formerly head 
of creative design of Display Corp., 
Milwaukee, has joined Dickens 
Inc., Chicago, in a similar capacity. 


Earnings, Revenues 
Up for First Half of 
1957, Curtis Reports 


PHILADELPHIA, Aug. 13—Increases 
in both gross operating revenues 
and net earnings for the first half 
of 1957 have been reported by Cur- 
tis Publishing Co. 

Gross operating revenues for the 
first six months of the year, as 
compared with the same period a 


year ago, climbed to $100,501,789, 
from $93,113,630. Net income 
rose to $4,195,508, or 95¢ a share, 
from $3,803,141, or 71¢ a share, in 
the first half of 1956. 

Robert E. MacNeal, president of 
Curtis, reported that the decline in 
The Saturday Evening Post ad lin- 
age continued into the second 
quarter. However, he noted that 
the decline diminished and that 
Post advertising revenues for the 
first six months of this year were 
$398,063 higher than a year ago. 


Holiday showed gains compared 
with the same period of last year. 
Their gains in ad revenue were $2,- 
500,283 and $837,020, respectively. 


Carillon Sets Biggest Drive 
for Grand Marnier Liqueur 
Carillon Importers Ltd., New 
York, has launched a new drive for 
Grand Marnier liqueur calling for 
the largest national advertising 
schedule ever launched for the 
brand. Four-color pages will be 


ing of metal products is the responsibility 
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engineers 
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‘American. 


Machinist . . . they subscribe to it, read it, 


editorial content closely geared to their job needs . 


and more informative adverti 


sing in a greater number _ 


of pages . . featuring the tits fange of equipment 


Both Ladies’ Home Journal and | 


45 


used on a continuing year-round 
schedule in Esquire, Fortune, 
Gourmet, Holiday, House Beauti- 
ful, House & Garden, Newsweek, 
Social Spectator, Sports Illustrated, 
The New Yorker and Vogue. 

Ads in b&w will also be used in 
the Wall Street Journal. Gore/Ser- 
wer is the agency. 


McAllister Names Gardner 
McAllister Bros., New York tow- 
ing and transportation company, 
has appointed Fred Gardner Co., 
New York, to handle its advertis- 
ing. The account bills approximate- 
ly $75,000. Maritime trade papers 
plus direct mail will be used. Goold 
& Tierney is the previous agency. 


Andelmann Joins Newspaper 

Albert E. Andelmann, formerly 
a funeral director with Fairchild 
Sons Inc.. New York, has been 
named to handle funeral directors 
and special service advertising for 
the classified department of the 
New York Herald Tribune. 
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Pabst Sells Beer 
in Canada for Prestige 

Pabst Brewing Co., Milwaukee, 
has begun selling its beer in Can- 
ada, although no profit is expected. 
The company has made the move 


a law there forbidding beer adver- 
tisements. 

Because of special costs encount- 
ered by U.S. breweries entering 
Canada, Pabst sells for about $6.25 
a case in Ontario, about $2 more 
than the Canadian brews. 


Madison Ave. Takes Undeserved 
Credit for Electing Politicians: Benton 


for prestige, according to E. W. Bi- 
ron, Pabst director of export and 
military sales. The U.S.-made beer 
bowed on the Canadian market 


April 1 in Ontario, where 42% 
registered, despite 


of sales is 


Bank of Canada Drops 


Walsh, Appoints McKim 

The Bank of Canada advertising 
account, which in the last few 
months has centered around plans 


MORE COVERAGE 
MORE LISTENERS 


than any other full-time 
station in Texas 

T LESS COST 
USAND 


oe 


PER TH 


for a Canada Savings Bond drive 
in October, has moved from Walsh 
Advertising Ltd. to McKim Adver- 
tising. The account, government 
|controlled, is the first of its kind 
|to move under the new Progres- 
| sive-Conservative regime. 

| It is reported that the Bank of 
Canada is going ahead with plans 
for the bond drive, but only on a 


KRLD Radio 


“speculative basis,” in case the 
drive is called for by the Minister 
of Finance. Original plans called 


50,000 WATTS —CBS— DALLAS 


ASK A BRANHAM MAN 


for four 90-minute tv spectaculars, 
to be aired on the Canadian Broad- 
casting Co. 


(Continued from Page 2) 
Ace: “The fact of the matter is 
that Madison Ave. has merchan- 
dised itself into the role of being 
responsible for Republican success- 
es at the polls. It is taking credit 
for something for which it is not 
responsible.” He pointed out that 
it was not successful with Dewey 
or Landon. 

What is electing Republican 
candidates, he said, “is the political 
climate of complacency in the U.S. 
The country is extremely prosper- 
ous and people just don’t want to 
think about dangers ahead.” 

Mr. Benton said if he were run- 
ning today he would rather have 
a man like Harry S. Truman or 
Britain’s Sir Winston Churchill 
handling his campaign “than the 
whole of Madison Ave. rolled to- 


gether.” 

After expressing his high per- 
sonal regard for Sen. Neuberger, 
Mr. Benton said he agreed with 
the Oregonian’s belief that “candi- 
dates should not be sold like soap.” 
He added: “Voters don’t want 
their political ideas in packages, 
like breakfast food. They will 
think far longer and harder about 
who should be President than 
about their choice of a toothpaste 
or cigarets, and they will think 
for themselves. In politics, they 
suspect the slick slogan, the over- 
simplified solution, and the over- 
stated promise. 

“With Lux and Post Toasties the 
claims, the gimmicks and the cut- 
outs on the boxes are expected and 
accepted. But the public neither 
expects nor accepts gadgets with 


ALAN E. DAVIS works in downtown . 
Los Angeles os executive committee 
coordinator for a major California 
associction. But Mr. Davis and his 
family live at 1700 W. Santo Cruz in 
of the many com- 


Son Pedro — one 
munities in the Greater 
“Hometown” 


Market served by the 
Copley “Hometown” Newspapers. 


Los Angeles 


Alan Davis and his family — subscribers to the San Pedro News-Pilot — are 
typical of the millions in Greater Los Angeles who are sold best in their own 


homes. . . 


who respond fastest to the sales appeal that reaches them where they 


live. And 25% of the people in Greater Los Angeles live in areas covered by 
COPLEY Newspapers, For coverage where it counts, buy these COPLEY 


“Hometown” 


ALHAMBRA POST-ADVOCATE 
BURBANK DAILY-REVIEW 

CULVER CITY EVENING STAR-NEWS 
GLENDALE NEWS-PRESS 


Newspapers — 


3 


“The Ring rg of Truth” 


MONROVIA DAILY NEWS-POST 
REDONDO BEACH — DAILY BREEZE 
SAN PEDRO NEWS-PILOT 

VENICE EVENING VANGUARD 


COPLEY newspParers 


15 “Hometown” Newspapers covering Greater Los Angeles — Springfield, Illinois — 


Northern Illinois — and San Diego, California . 


. All the local news plus the COPLEY 


Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., 


Inc. 
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a President or Presidential candi- 
date.” 


# Mr. Benton agreed with Sen. 
Neuberger that television time 
should be furnished free, and fi- 
nanced by the federal government, 
to major candidates of political 
parties. He expressed the belief 
that television will be increasingly 
important in politics, but not by 
following the advertising pattern. 

“Candidates will make a mistake 
if they fail to develop techniques 
to match their own personalities, 
and techniques which are appro- 
priate to the issues under debate,” 
he said. “In selling cigarets, rough- 
ly the same tv technique can be 
used effectively for any brand. 
That is not true in politics. 

“Repetition and perpetual reiter- 
ation don’t have the same impact 
in politics. Nor will the most skil- 
fully televised tv show, complete 
with teleprompter, take the place 
of issues in campaigns. Franklin 
Roosevelt was said by his Repub- 
lican opponents to be successful 
because of his ‘golden voice.’ 
That’s a fallacy, in my opinion. He 
had the good issues—he was on 
the right side with the right issues 
at the right time.” 

Mr. Benton, chairman and pub- 
lisher of Encyclopaedia Britanni- 
ca, has been in Europe interview- 
ing top political and industrial 
leaders on behalf of the American 
Committee for United Europe. + 


Bureau of Census Releases 
1956 Shipment Figures 

The Bureau of Census, Washing- 
ton, has reported that during 1956 
manufacturers’ shipments of tv re- 
ceivers totaled 7,400,000 valued at 
$898,000,000, a decrease of 4% in 
quantity and 12% in value from 
1955 shipments. Shipments of ra- 
dios, and radio-phonograph com- 
binations, excluding automobile 
radios, totaled 9,600,000 sets valued 
at $213,000,000 during 1956, as 
compared with 8,400,000 sets val- 
ued at $167,000,000 shipped in 1955. 
Shipments of automobile radios 
decreased from 6,800,000 units val- 
ued at $172,000,000 in 1955 to 4,- 
900,000 units valued at $126,000,- 
000 in 1956. 


‘McCall's’ Boosts Piehl 

Harry G. Piehl, of McCall’s gro- 
cery products sales staff, has 
been named manager of the mag- 
azine’s use-tested tag program. 


It You're In Electronics, Communications 


Manufacture 


needs & 


vOut 


Sapenee purchases by the mi 


military during 
957 should reach a whopping $3.9 billion. 
Smotter producers of electronic specialty items 
will be in a stronger position this year for 
they will deal more and more directly with the 
prime contractor. Uncie Sam is issuing more 


direct contracts and is broadening his base 
of suppliers in the electronics field. 


10,000 primary defense buyers and sub-con- 
tractors need the facts aboui the electronics, 
communications and photographic gear 


sell. They read —_. the official public. 
tion of the Armed Forces Communicat 
Electron 

tunities a year to sell them in SIGNAL. Ge Get 
the low page rates and the details from: 


ics Association. You have i. oa 


OFFICIAL JOURNAL OF AFCEA 
Wm. C. Co 


72 W. 45th St., New York 36, N. Y. 
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In creating each issue of LIFE, 
the editors must cull and consider about 10,000 pictures a week. This huge 
volume of photographs—more than half a million a year—is your best 
guarantee that Lire will continue to provide the finest pictorial record of 
the events of the world you'll find anywhere. What some of these pictures 
will show in the coming months is revealed in the next two pages. Ahead 
are eight great series, beginning with a multi-instalment survey of “‘Crime 
in the U.S.”’ (done in the scope and style of last year’s superb ‘‘Segre- 
gation” series). Exciting new chapters will continue Lire’s portrayal of 
*‘Great Adventures.”’ Fall issues will feature a new major series: “‘New 
Frontiers of Man’s Achievements,” which will look searchingly into the 
future. Early in °58 another series will delve into the past to re-create 
**The Winning of the American West.” And at year’s end you'll receive 
a special two-in-one issue on the single subject, ““The American World.” 


But Lire is a newsmagazine. It always is, regardless of what wealth of 
culture, history, adventure and sheer beauty continually is added to its 
pages. And because so much of any week’s issue is devoted to news, no 
forecast of future issues can ever be complete. 

Take last year’s preview. When outlining the editorial highlights of late 
1956 and early °57, we failed to foretell the Andrea Doria disaster or the 
sudden and heroic ditching of Flight 943 off California. We were unable 
to predict the incredible rebellion in Hungary or the historic circling of 
the globe by Air Force B-52s. And so we didn’t promise what Lire actu- 
ally delivered—the finest photographic coverage of these memorable and 
climactic events anybody saw. But that’s Lire. You come to expect the 
unexpected of it. And that’s what you can expect all through the weeks 
to come—important, surprise picture reports, along with an immense 
variety of planned features like those described on the following pages. 

el ANDREW HEISKELL, Publisher 


CONTINUED ON NEXT PAGE 
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LIFE PUBLISHER'S PREVIEW CONTINUED 


AHEAD IN LIFE: 
EIGHT GREAT SERIES 


Right now Lire’s staff of 300 journalists is at work on 
hundreds of separate assignments, the best of which 
will help make future issues of Lire the greatest read- 
ing value any magazine ever offered its subscribers. 
The great series sketched briefly here are just a sample. 
Also on the schedule of ‘‘bonus” features which will 
supplement Lire’s news coverage in the weeks ahead 
is Lire’s traditional salute to the Christmas season— 
which will appear in the Dec. 16 issue and will repro- 
duce a massive color portfolio by America’s greatest 
illustrator of children’s classics. And readers who re- 
member Lire’s previous ‘‘double”’ issues on Christi- 
anity and The American Woman can look forward, 
at year’s end, to a similar special issue on the sin- 
gle subject, “The American World.” This edition will 
be studded with interesting people, exciting sights 
and astonishing achievements. It will give you the 
first comprehensive picture report on the impact and 
influence of America and Americans in virtually ev- 
ery nation of the world. You won’t want to miss a 
single issue of Lire in the year ahead. 


eee ae 
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9 Rockefeller Plaza, 
New York 20, N. Y. 


Added to the series illustrated here will be three 
major journalistic efforts to be published by Lire 
early in 1958. 


Churchill's History! Completing 
his chronicle of the English-speaking Peoples, 
Sir Winston will appraise the War Between the 
States with an old soldier's judgment on the Civil 
Wear bottles and generals who fought them. 
Three instalments superbly illustrated in full color. 


Crisis in the Colleges: A three 
part series documenting the staggering problems 
of the nation's colleges which, already jammed 
to capacity, must prepare to enroll twice as 
many students 10 years hence. If your children 
will be college age then—this is your problem now. 


Winning of the West: More than 
100 pages of paintings will illustrate the chap- 
ters in Lire's series, “Winning of the West.” Indian 
fighting, fur trading, Mormon emigration, discov- 
ery of gold, building the railroad—all will come 
clive in Lire's panorama of the pioneer West. 


CRIME IN THE U. S.* 
Beginning in the Sept. 9 issue, Lire will 
launch an important new series, which in 
weekly instalments will examine the state of 
crime in the U.S., with a depth and thor- 
oughness no other publication has ever at- 
tempted. The excitement and significance 
of the series—and its promise of spectac- 
ular photography—is hinted at by the ten- 
tative titles of each instalment: A Survey of 
Crime; A Big City Police Force; Laws and 
Courts and Judges; Prisons; Parole and Pun- 
ishment; The Psychology of Crime; The White 
Collar Criminol. Each chapter will be built 
around the professional life of a famous 
American crime fighter and will be illustrat- 
ed by Lirt's own photographers and by the 
painting of specially commissioned artists. 


{AMERICAN FOLKLORE 


For three years famous Artist James Lewicki has 
been illustrating some of America’s great folk 
tales—Fountain of Youth, Hatfieids and Mc- 
Coys, etc. His paintings will appear in a special 
Litt series delighting Americans young and old. 
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FRONTIERS OF MAN’S ACHIEVEMENT@ 

In thousands of laboratories throughout the country, yesterday's ideas are obsolete and 
today’s ideas are obsolescent. Such is the hurtling speed of man's progress in physical 
sciences. Beginning in October, the editors of Lire will document the wonders that hove 
already been wrought by man's technology—the almost incredible achievements of our 
times that have already been accomplished in the laboratories and will soon be chang- 
ing our daily lives. In chapters of 10 to 15 color pages each, Lire will examine the 
newest in industrial techniques, machines and materials, in transportation, in health, in 
modes of living. Lire will also take a realistic look ot the psychological and physiologi- 
cal adjustments we will all have to make to partake of progress and prosper with it, 


RUSSIAN REVOLUTION>) 


In January 1958 Lire will present “The Russian Revo- 
lution,” a four-part serialization of the most concise 
and clearly presented history of one of the most im- 
portant but least understood events of all time. Writ- 
ten by Alan Moorehead, a gifted author, and illus- 
trated by color photography and the paintings of 
four famous artists, this series is based on Lirt- 
sponsored research and previously unpublished secret 
documents. These cast new light on the events that led 
to November 1917 when the Reds seized the rule of 
Russia. This series will make as much news as it reports. 


4GREAT ADVENTURES 


Already in Lirt’s color pages you have 
shared such widely varied adventures as a 
helicopter sofari in Africa and an Atlantic 
crossing in a foldboot. Ahead in Lift are 
equally exciting adventures: a breathtaking 
Land Rover trek from Nepal to Paris and 
a blood-chilling Kodiak bear hunt in Alaska. 
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Rum Ad’s Women “Models of Dignity and 
Good Taste,’ Asserts Adman Badillo 


San Juan, Aug. 13—Samuel 
Badillo, president of Publicidad 
Badillo, has come to the defense 
of the Ogilvy, Benson & Mather 
rum ads which violate the long- 
standing taboo against use of wom- 
en in liauor advertising (AA, Aug. 
5). 

In a statement to ADVERTISING 
Ace, Mr. Badillo called the new 
series of Puerto Rican rum ads “a 
magnificent campaign because it 
speaks so well of Puerto Rico.” 

Publicidad Badillo is the largest 
advertising agency in Puerto Rico 
and, in view of the agency’s close 
relationship with the government, 
Mr. Badillo’s statement is consid- 
ered significant. The agency han- 
dles government accounts here, as 
well as some rum brands. 


8 In addition to praising the new 
campaign, Mr. Badillo suggests that 
it might lead the American liquor 
industry to reevaluate the taboo 
against women in liquor ads. 

His statement follows: 

“It is true that the new series 
of advertisements breaks with an | 
old tradition imposed voluntarily 
by the U.S. liquor industry. For 
this reason alone, this is a mag- 
nificent campaign. It avoids the 
cliches and establishes new con- 
cepts of advertising art. Liquor ad- | 
vertising in the past has too often | 
lacked originality. 

“Authoritative sources in the) 
liquor industry have expressed | 
doubts because the figure of a 
woman has been used in these ad- 
vertisements. As is well known, the 
industry has had for many years a 
voluntary agreement that no illus- 
trations of women should be used 
in liquor advertising. In this way, 
the industry has tried to protect 
itself against criticism and avoided 
the adoption of restrictive adver- 
tising measures in state legislatures 
or in Congress. It is clear that this 
voluntary limitation which has) 
been imposed upon the _ liquor | 
industry embodies a high mora! | 
principle. The figure of a seduc- | 


Business 
Gift 
Suggestions 


Are you a harassed executive who 
must select gifts for all the names on 
your company list? Do you stay 
awake nights worrying about what 
to buy? 


Worry no more, laddie. Just turn 
to the September issue of ADVER- 
TISING REQUIREMENTS for the 
first of three special! AR reports on 
new and unusual gifts for business 
men. 


The second and third reports will 
be in the October and November 
issues. Then—if you can’t do a better 
job of buying more appreciated gifts 
—gifts that really satisfy and bring | 
rave thank-you notices—you might | 
as well give up completely. 


| 
For this is the most complete series | 
of Christmas Gift Giving articles AR 
ever run—a don't-miss-it-or- 
you'll-be-sorry sort of thing that | 
very possibly can save you plenty of | 
money and aggravation. 


Try a year’s service (12 issues) by 
clipping this ad, attaching $3 to your 
business letterhead and mailing to- 
day. Your special trial begins with 
the September issue. 


Money back anytime you're not 
delighted with AR. 


Advertising Requirements 
Workbook of Advertising 
& Sales Promotion 


200 E. Illinois Street, Chicago, Illinois | 


| models of dignity and good taste. 
|They are but a small part of the 
‘illustration in the advertisement, 
\which generally features with 
tively-posed woman is certainly| greater prominence than people, 
inappropriate and undesirable for | some corner or a well known place 
alcoholic beverage advertising. |in the island. 

“The rum is only a minor ele- 


s “But in the case of the adver-|ment in the ad. There is no great | 


tisements for Puerto Rican rum, | display of bottles or brands but just 
the feminine figure is used con-|an occasional cocktail glass dis- 
servatively. The women who ap-|creetly and naturally placed upon 
pear in these advertisements (with la table. In the copy, the message 
their husbands) are the very|about the rums of Puerto Rico is 


| always secondary to the message 
about Puerto Rico itself. ‘Puerto 
Rico was a surprise to us ... so 
was its rum,’ says one of the head- 
lines. 

“We can foresee only one risk 
in this campaign .. . that the U.S. 
| liquor industry, and its trade as- 
sociations, may resent the violation 
of the agreement by this original 
and novel advertising campaign. 

“Because Puerto Rico needs the 
sympathy and the cooperation of 
this important segment to effec- 


Advertising Age, August 19, 1957 


tively develop the sale of its rums 
in the U.S., the campaign might 
have a negative sales effect, should 
this be the reaction. 


® “Personally, I think that the 
liquor industry of the north will 
now reevaluate the taboo itself. 
At any rate, the Economic Devel- 
opment Administration would do 
well to anticipate this possible re- 
action and, through a well planned 
public relations campaign ‘to the 
North American liquor industry, 
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results 


Training in the logic of business thinking is helping 
many executives understand the problems of business, 
and make profitable decisions . . . according to a 
report of a “New Way to Use Facts” in July Nation’s 
Business. 

Pointing out that facts are merely raw material 
upon which decisions can be based, the editors high- 
spot six steps which can help executives apply the 
scientific method of reasoning to the profitable solu- 
tion of business problems. 

During one week, 70 orders for 430 reprints of 
this article were received by Nation’s Business. Orders 
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came from nearly every type of business, from the 
giants as well as the rising young firms, and from 
every part of the country. 

Here is proof that Nation’s Business means action 
in business. It is proof that Nation’s Business, by con- 
centrating on the areas of greatest interest to execu- 
tive citizens (national issues, business leadership, 
and government problems), attracts the attention and 
respect of the men who make the buying decisions. 

Nation’s Business 779,000 circulation reaches the 
widest audience of businessmen. 550,000 copies go to 
presidents, owners, and partners in manufacturing, 
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Advertising Age, August 19, 1957 


present its case on a positive basis.| way toward correcting ihe low 
“Happen what may, this should | opinions of Puerto Rico and Puer- 

pass into modern advertising his-|to Ricans which still exist among 

tory as a magnificent campaign lour fellow citizens to the north. 

. . . because it is original ...be-| “In each advertisement there ap- 

cause it is dignified . . . because it pears a North American continen- 

is discreet. And, because it is ef-| tal U.S. resident (married couple) 


ficient in its selling power. 

“It is a magnificent campaign 
because it speaks so well of Puerto 
Rico and about our people. These 
advertisements, with their effec- 


tive photographic illustrations, give | 


an impression which can go a long 


which has recently visited our is- 
land. It is through their words that 
the message to the northerner is 
expressed ...‘Puerto Rico is ex- 
traordinary,’ say Mr. and Mrs. De 
Lancey Nicoll III of New York. 
‘It is exciting. You see new ideas 


wherever you go.’ Then they speak | 
of the rums of Puerto Rico and 
their good qualities. This, said by 
North Americans, gives the mes- 
sage greater credibility, a third 
person endorsement. 


s “If associating Puerto Rico, in 
the mind of the North American 
reader, with the pleasant things 
that invite human beings to visit | 
countries and know people, is| 
something beneficial to our coun- | 
try, this is a magnificent campaign. | 


51 


“If associating the rums of Puer-| tion which departs from the con- 


to Rico (whose prestige suffered 
much during the last war) with 
people of high social standing, will 
help build the reputation and qual- 
ity of our product, this is a mag- 
nificent campaign. If it develops 
the good name of the country with 
elegance and good taste, this is 
a magnificent campaign. 

“No one who knows Puerto 
Ricans well should be surprised 
at this new example of our ca- 
pacity for new endeavor, for crea- 


banking, wholesaling, retailing, construction, trans- 
portation. You reach more of these top-level execu- 
tives through Nation’s Business than through the next 
two business magazines combined—and at a lower 


cost per 1000. 


Because Nation’s Business advertisers tell their 
story to the men who have the authority to take direct 
business action, they get results. That is why August 
is the 20th consecutive issue in which Nation’s 
Business has shown an advertising linage gain. 
Reprints of “New Way to Use Facts” available on 


request. 


Peeerereere Cerrar 


SOOO E OEE EERE EEE EEE EEE E EOE OEE EE EE EEES 


PROFIT 

SQUEEZE 
WILL 

TIGHTEN 


. 
SEP EEHE EEE EE EEE E HERE EEE EEE E HEHEHE EEE EE EEE EES 


PROFIT SQUEEZE WILL TIGHTEN. This 
look ahead” article assesses the future prospects 
for profits and, at the same time, clears up some 
misconceptions about the profit principle. Page 
30, August Nation's Business. 


WHAT CONGRESS WILL DO IN ‘58. An outstand- 
ing example of Nation’s Business legislative cov- 
erage, telling the business reader what to expect 
in the second session of the 85th Congress. Page 
32, August Nation’s Business. 


“useful 


SURVEY OF BUSINESS GIFT BUYING PRACTICES, 
available as a free booklet, details findings of a 
study covering 3000 Nation's Business readers. 
Covers purposes of gifts, types, seasons, budget, 
sources, etc. Send for your copy today. 


i Nation’s Business 


779,902 PAID CIRCULATION (A.B.C.), including 75,154 
executives of business-members of the National Chamber of 
Commerce and 704,586 businessmen who have personal 
subscriptions. 


ADVERTISING HEADQUARTERS: 


711 THIRD AVENUE (at 44th St.), NEW YORK 17, N.Y. 
Washington * Chicago * Philadelphia * Detroit 


Cleveland * San Francisco 


ventional and well-trod path.” 


DECISION ON RUM ADS 
EXPECTED NEXT MONTH 

New York, Aug. 13—Whether 
the traditional taboo against the 
use of women in liquor advertising 
will continue to be breached in 
Puerto Rican rum advertising is 
expected to be decided early in 
September. 

Teodoro Moscoso, administrator 
of the Economic Development Ad- 
ministration of the commonwealth 
of Puerto Rico, is expected to be 
in Washington within the next two 
weeks. 

During his visit, ApverTistInc AGE 
learned today, Senor Moscoso will 
discuss with officers of the Dis- 
tilled Spirits Institute and other 
liquor industry leaders the con- 
troversial Puerto Rican rum ads 
featuring women, which DSI 
claims violate the liquor industry’s 
rules against women in liquor ad- 
vertising (AA, Aug. 5). 

Senor Moscoso has the authority 
to order a change in the current 
rum advertising or to allow it to 
continue. 

It is understood that Puerto 
Rican government officials have 
made a careful study of the ad- 
vertising campaign now being con- 
ducted in the states for both rum 
and tourists and that final decision 
in the matter has been left to 
Senor Moscoso. 


s Formerly, the tourism advertis- 
ing was limited. Most of the Puerto 
Rican advertising was devoted to 
promotion of Puerto Rican indus- 
trial development and Puerto Ri- 
can rum separately. At the begin- 
ning of the summer, the rum and 
tourism advertising campaigns 
were consolidated and pictures of 
women were introduced by the 
agency, Ogilvy, Benson & Mather. 

This aroused DSI to make an 
official protest (AA, July 22) and 
stirred up considerable controversy 
among people in both the liquor 
industry and advertising field. 

Pending Senor Moscoso’s deci- 
sion, AA was told, no changes will 
be made in the ad program. *+ 


Two Name Peter Hurst 

Peter Hurst Advertising, San 
Francisco, has been appointed to 
handle advertising for Glas-Top 


| Products Co., Oakland marketer of 


roofing materials, and Coast Mfg. & 
Supply Co., Livermore, Cal., pro- 
ducer of aircraft cloth. 


MERIDEN- WALLINGFORD 


Oe we ee we ee eee ee 


a J CONNECTICUT'S 
ae" BULL'S-EYE MARKET 


RIGHT BETWEEN 
THE EYES! 


That's how you'll hit the 
$132,168,000 Effective Buy- 
ing Income* of the Meriden- 
Wallingford area with The 
RECORD & JOURNAL. With 
Hartford and New Haven 
papers, you won't even ap- 
proach your fair share of 


this rich market. 
*SM ‘57 Survey 


The Meriden 
RECURD & JOURNAL 


MERIDEN, CONNECTICUT 


Notione! Representatives: 
iimon, Nicoll & Ruthmon 
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Department Store Sales... 


Sales Rise 3% in Week Ending Aug. 10 


Wasuincton, Aug. 15—Depart- 
ment store sales across the U.S. 
for the week ending Aug. 10 rose 
3% over sales for the correspond- 
ing week of 1956, the Federal Re- 
serve Board reported today. 

Sales for the four weeks ending 
that date were also 3% ahead and 


year-to-date sales were 2% ahead. 

Of the 12 FRB districts, two 
showed losses: Atlanta, 1%, and 
Kansas City, 2%. Boston and Phil- 
adelphia reported no change. The 
remaining districts showed gains 
as follows: New York, 8%; Cleve- 
land, 3%; Richmond, 2%; Chicago, 


2%; St. Louis, 1%; Minneapolis, 
%; Dallas, 1%, and San Francisco, 
2%. 

Detailed breakdown of sales for 
this week will be available early 
next week. For the prior two 
weeks sales broke down as follows: 


% Change from '56 
Week Ending 


Federal Reserve July Aug. 
District, Area, and City 27 3 
UNITED STATES. ......cccccccce +4 —1 
Boston District ............ 0 —10 


Metropolitan Areas 


EE a ee 
Downtown Boston 
Suburban Boston 

Cambridge 


City 
Springfield . onsen 
New York District. sipariehtinotengenh 
Metropolitan Areas 
Buffalo .. setulae daha 
New York- N. Ez. 


Syracuse 


According to the FEDERAL RESERVE 
the have-mores not only spend more on automobiles, 
furnitute, and household appliances. . 


but buy them more often! 


1956 Survey of Consumer Finances 


SE” 
You'll sell IMJOIRE in Dallas when you 


your advertising 
in The Dallas Morning NEWS 


because: 


DALLAS NEWS READERS 


HAVE MORE 


Distribution of income 


TO SPEND! 
among THE DALLAS 


NEWS subscribers, ABC City & Retail Trading Zone: 


FAMILY INCOME 


Under $2,000...... 
$2,000-$2,999..... 
$3,000-$3,999..... 
$4,000-$4,999..... 
$5,000-$5,999..... 
$6,000-$6,999..... 
$7,000-$7,999..... 
$8,000 or more. .... 


TOTAL MARKET NEWS READERS 
« SBBW C4 a 62% 
. COBH... 53% 
- 165%.].. 118% 
. 16.9%.]|.. 17.7% 
. 14.0%.|.. 15.2% 
- 10.1%.].. 12.5% 
« Fel Tes | « « STR 
. 13.0%. 20.6% 


1956 Consumer Inventory, Dan E. Clark, il, & Assets. 


Me, 


is the DALLAS MARKET! 


because: 


THE NEWS ALONE DELIVERS 
DALLAS’ OUT-OF-TOWN MARKET 


. that, according to Sales Management, accounts for 
36.8% of Dallas’ retail volume. Compare The News’ 
92,000 subscribers in the out-of-town Dallas Market 
with the 91,000 non-residents who have active charge 
accounts in one or more Dallas Charga-Plate stores. 


because: 


concentrate 


THE NEWS HAS MORE READERS! 


With The News’ 32,454 larger circulation, greater 
influence and more selective, quality coverage of the 
entire Dallas Market, you'll get a greater return from 
your advertising concentrated in The News! 


to WHOMEVER and WHEREVER The News goes 


Sunday Comics Network 


CRESMER & WOODWARD, 


INC. * National Representative 


New York * Chicago * Detroit * Atlanta * Los Angeles * San Francisco 


Advertising Age, August 19, 1957 


Department Store 


Sales Barometer 


Change from 1956 


Week Ended 
Aug. 10, ‘57 


+3% 
+#2% 


Jan. 1, ‘57 to 
Aug. 10, ‘57 


AAQLUEEUEQLOUDGUEC ELV EPT EN ETS OANA 


Philadelphia District ............ + 6 —A4 
Metropolitan Areas 
Wilmington +7 
Trenton ....... —10 
Lancaster ....... —13 
Philadelphia . —2 
Reading ............... —17 
BOCA  cncccrceccececcrccsosssesscesees —3 
Wilkes-Barre—Hazlieton . + 4 — 8 
Cleveland District ................. +2 —4 
Metropolitan Areas 
Lexington +17 +5 
AEG Seinen 3 — 3 
Cincinnati ... 5 —12 
Cleveland 4 — 6 
Columbus .......... 5 —4 
Springfield . 7 — 9 
TBD ccnectsnssitinasecevervcecessntnanesios —2 —10 
Erie + 6 —1 
PIER. ......cc0scecesessseceserees +3 +2 
Wheeling-Steubenville ... +15 +5 
Richmond District .................. +2 + 2 
Metropolitan Areas 
Washington ........000cccccccccceveee r+ 1 —1 
Downtown Washington . r— 7 — 8 
0 (eae r+ 6 + 8 
Downtown Baltimore ...... r—13 — 8 
RICHMONA  ......00.ceesseersereeeeeveee F— 3 — 6 
Atlanta District .................. —2 +1 
Metropolitan Areas 
REPEAT. cccvescsessescercesccessee —i1 
Jacksonville +1 
Miami ...... spniniaescerse * 
Miami City . ie . 
BID ‘secsercdtitiantnecres uo 
Augusta .......... am 3 
New Orleans . +5 
Knoxville ....... coseee + 2 
ERT EIRS onccscccesnccscccscsccscesescces — 5 
City 
ET. dntensenccrnesteisivrtmenees + 5 
Chicage District . 0 
Metropolitan Areas 
GIN anccassecseesesienens +2 
Indianapolis — 5 
Detroit ............ + 2 
Milwaukee — 2 
St. Louis District ................... —2 +1 
Metropolitan Areas 
LAREBS FROCK .2.00ncecccrcscceresseceses — § —2 
Louisville ....... +3 — 5 
St. Louis .... — 3 +4 
Memphis — 5 — 8 
Minneapolis District ............ +10 1) 
Metropolitan Areas 
Mpls.-St. Paull ............0..... +11 +1 
Mpls. and Suburbs ........... +11 0 
BR, PRONE cccccccsesccesnsvecsceese ‘ +9 +3 
Cities 
Duluth-Superior .................. 0 0 
Kansas City District ............ 4+ 5 _ 
Metropolitan Areas 
DONVET ......-000+0+: masoce +2 — 4 
Topeka .... + 5 +1 
Pe  encctnnscetenaittinnarcsctiens +13 2 
ae +22 3 
AIDUQUETQUE ......ceeccecccceees —7 + 3 
Oklahoma CITY .ccceccceceee +7 —4 
DRE catncinicteintinatatinrennmsscen —3 =- 3 
Cities 
EE :narhahinetemperineia r— 6 a @ 
GOOD cpitiictenenctniens —i1 +1 
Dallas District 0.0.00... +5 r4a4 
Metropolitan Areas 
BID  entsskbinciensosintibhenvitintcwnes = 3 
El Paso ....... 0 
Fort Worth ........ +11 
Siete cictiniiiuaninnad +13 
San ANtonio cece 12 +6 
San Francisce District ........ . +2 —A4 
Metropolitan Areas 
Los Angeles-Long Beach 4 3 — 5 
Downtown Los Angeles 4+ 1 —10 
Westside Los Angeles ... + 2 —4 
Sacrament .....c0.ecccceeeeeneeees +22 -+39 
San Diego ...... ~ +7 ai 
San Francisco-Oakland . — 3 -8 
San Francisco City ......... - § 10 
Oakland ........... in = = 9 
Portland ....... . - — 6 « ® 
Salt Lake City . + 2 ot 
Ee a +7 a 
| 5 +15 
BOCGIOD crccsecceveeveneds . +1 —19 


r—Revised. *_Data not availiable. 


| Three Sign for ‘State Trooper’ 


Fort Howard Paper Co., Green 
Bay, Wis., has bought the MCA- 
TV series, “State Trooper,” for 
showing in Milwaukee, Madison, 
Green Bay, and Wausau, Wis., 
through Clinton E. Frank Inc. 
Falstaff Brewing Co., through 
Dancer-Fitzgerald-Sample, has 
renewed the series in 72 markets, 
and C. Schmidt & Sons, through 
Al Paul Lefton Co., has renewed 
in six cities. 
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Are you getting the most out of 
YOUR Washington newspaper schedules? 


during the first 6 months of 1957 


Washington’s 25 
argest advertisers 


bought more space in 


he Washington Star 


than in the city’s 


seer 


other 2 newspapers combined 


Nothing—absolutely nothing—could be more significant to buyers of 
newspaper space in Washington than the fact that the 25 advertisers 
in the best position to judge the pulling power of Washington's three 
newspapers gave The Star 214 million lines more than The Post-Times 
Herald and nearly 6 million lines more than The News during the first 
six months of this year. Your O’Mara & Ormsbee man can supply 


you with the latest facts and figures. 


he Washington Star 


EVENING AND SUNDAY * WASHINGTON, D. C. 


Represented nationally by: O’Mara and Ormsbee, Inc., 342 Madison Ave., NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: McAskill, Herman & Daley, inc., 1205 Lincoln Rd., Miami Beach, Fa. 
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Schenck to Georgia-Pacific 
Vernor M. Schenck II has been 
appointed to the public relations 
and advertising department of 
Georgia-Pacific Corp., Portland, 
Ore. Mr. Schenck formerly was 
public relations director of Joseph 
R. Gerber Co., Portland agency. 
Among his new duties, Mr. 


Schenck will handle product pub- 
licity for G-P’s specialty products, 
including plywoods, lumbers and 
pulp and paper. 


Mr. Softee Names Agency 
Mister Softee, Philadelphia pro- 

ducer and franchiser of mobile 

“soft ice cream” trucks, has ap- 


pointed Feigenbaum & Wermen, 
Philadelphia, for advertising, pro- 
motion and public relations. The 
company now distributes in 13 
states and reportedly plans to ex- 
tend into 13 additional states. A 
fall campaign to secure additional 
franchised dealers will include use 
of trade publications and financial 


Si) 4 FE IR, 69 


HSB 


PLRKSOHBARH YB 


EVEN IN CHINESE IT’S: “Sell the POST 


INFLUENTIAL—the mass market of active influence.” 


sections of Sunday newspapers. 
Spot radio and comic sections are 
now being used. 


Bonfield Incorporates 
E. A. Bonfield Advertising, Oak- 


Advertising Age, August 19, 1957 


land, has been incorporated and 
has changed its name to Bonfield| 
Associates Inc., with new offices| 
at 3770-A Piedmont Ave. Princi- 
pals are E. A. Bonfield, Ernest C./ 
Helme, Joseph A. Kennedy and| 
| Alfred E. Young. Mr. Helme and| 
Mr. Young formerly were with 
Beckman Instruments Inc., Berke- 
ley, and Mr. Kennedy formerly 
had his own art studio. 


Sazani Joins American Studio 

D. A. Sazani, formerly with the 
Department of Commerce as man- 
ager of exhibitions for the Inter- 
national Trade Fair in Casablanca, 
has been appointed sales manager 
of American Studio Associates, 
New York, specialist in scenery 
and displays. 


Pennsylvania, 


think 
Philadelphia, 
Pittsburgh— 


Erie is Pennsylvania’s 3rd city: in Population, Retail Sales and Effective Buying Income.* 
Erie leads all major** Pennsylvania cities in growth—population, 1957* vs. 19407; retail sales, 
1956* vs. 19397. m= Erie’s newspapers, The Times & News, with over 91,000 daily circulation, 
deliver the whole market, not just part of it. Compare this with some other Pennsylvania 
situations, where adjacent cities are “combined” to make up a “market” which no one newspaper 


buy can cover. m# It stands to reason: Erie is the only logical 3rd market buy in Pennsylvania. 
When 


*1957 Sales Management Survey of Buying Power 


**75,000-and-over population 
TU. S. Census 


you 
think 
Pennsylvania 
think 
Philadelphia 
Pittsburgh 
—and Erie 


The Erie Times (evening) 


The Erie News (morning) 


The Erie Times-News (Sunday) 


For the latest market and media data, call The Katz Agency, Inc. 


THOMAS G. JOHNSTON has joined the 
creative staff of McCann-Erickson, 
Chicago, as an associate creative 
director. He formerly was a cre- 
ative group head of Needham, 
Louis & Brorby, and before that 
was copy chief of Ogilvy, Benson 
& Mather. 


Milk Dealers’ Ad 
Spending Remains 
High, Report Reveals 


WASHINGTON, Aug. 13—Milk 
dealers throughout the country last 
year maintained their advertising 
expenditures at a high plateau both 
in terms of dollar volume and per- 
centage of sales, according to the 
Milk Industry Foundation. 

Reporting on a survey of 1956 
ad spending by milk dealers con- 
ducted by Prof. G. W. Starr, pro- 
fessor of business administration at 
Indiana University, the foundation 
says the total ad volume last year 
was more than $60,000,000, about 


|the same as 1955, which was a 


jrecord year. As a percentage of 
sales, advertising budgets repre- 
sented an average of 1.16%, com- 
pared with 1.20% in 1955. 

Prof. Starr’s study analyzed the 
operating results of 425 milk plants 
in 342 cities throughout the coun- 
try, representing about 25% of the 
fluid milk business in the U.S. The 
| total milk dealer ad spending fig- 
|ures are based on a projection of 
findings from the 425 plants. 
| 
|@ Of the approximately $60,000,- 
| 000 spent by the dealers on adver- 
|tising, 58% ($34,800,000) went to 
newspapers, radio, tv and car 
cards. Point of purchase took 21% 
($12,600,000) and promotional and 
pr expenses took another 21%. 
Compared with 1955 media use, 
1956 saw a 6% drop in spending 
in the major media, while point of 
purchase went up 2% and promo- 
tional activities went up 5%. 

While milk dealers’ profit mar- 
gin last year averaged about %¢ 
ja quart, the industry spent about 
'%¢ a quart for advertising and 
|promotion, the Milk Industry 
Foundation says. It also points out 
that advertising expenditures were 
on the average only half of what 
was spent for taxes and licenses. + 


‘Pickens Adds Two Newspapers 

Don R. Pickens Co., San Fran- 
cisco, has been named national ad- 
|vertising representative for the 
|News, Anchorage, Alaska. Pickens 
previously represented the News 
on the Pacific Coast only. Pickens 
also has been named national rep- 
resentative for the Times, Caldwell, 
Ida., a new semi-weekly newspa- 
per which will start publication 
Sept. 3. Gideon H. Oppenheimer is 
the publisher. 


Galen Broyles Adds Account 

The Lincoln, Neb., office of 
|Galen E. Broyles Co. has been 
named to handle advertising for 
Gooch Food Products Co., Lincoln, 
|which makes a line of packaged 
|consumer products. Broyles has 
been handling advertising for 
|Gooch Feed Mills Co., maker of 
animal feeds, since early last 
year. 
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Advertising Age, August 19, 1957 


ank anizati \‘TV Guide’ to Launch the Eastern Washington. state edi- 
R Org a on. Central Cal Edition tion, due to make its debut on the 
2 Publishers Will TV Guide will use tv, newspa-|S@me date. 
- pers, point of sale displays, posters Houston 

Run ITA TV Station jana air banners to launch its new Seema Hen Deerfield, IIL, 

.__ |Central California edition Aug. 24. ae ice has a 

Lonpon, Aug. 13—A bin rug and carpet cleaning service, 
of movie, ema onl oak Newspaper ads have been sched-| assigned its advertising account to P 

7 we 


: : . uled for dailies and weeklies in|fjouston Advertising, Wilmette, 
pr oi a ee me a nine strategic cities, and a 10-day |). The agency plans a redesigning | 7 
Television Authority's seventh | Spot campaign will be conducted | of packages, labels and letterheads Oe 
station. to be sited on the Iste |= nine tv stations in the edition|and several consumer campaigns. ££ IN co RPOR A TED 
of Wight ey Former agency was Western Ad- BOX 2017 TULSA, OKLAHOMA 

The ITA ae A similar drive will be held for|vertising Agency, Racine, Wis. ‘eee 


had decided, subject to contract, | 
to accept a joint application by | 
the Rank Organization, Asso- 
ciated Newspapers Ltd. and 
Amalgamated Press Ltd. 

The Rank Organization con | 


Ltd. publishes the three national 
newspapers, The Daily Mail, 
Daily Sketch and Sunday Dis- 
patch. 

Amalgamated Press Ltd. pub- 


trols movie production facilities | 
and chains of movie theaters 
and is Britain’s biggest movie 
lishes periodicals, mainly wom- 
en’s and children’s weeklies, 
and the general magazine, Ev- 
erybody’s. The name of the) 


maker. Associated Newspapers 
group has not yet been decided. | 


| 


= The southern region station | O r 
is expected to be the most active 
outside the London area and 


there was hot competition to fill | 
the role of program contractor, | 


despite the fact that it is the \\ Al 
smallest station so far adver- ‘ 
tised by the ITA. 
Among the unsuccessful ap- 
plicants were understood to be | 


the Beaverbrook Press Ltd., | 


publisher of the Daily Express | 


and one of the harshest editori- | ABC Providence Now 5 ] 3,275 


al critics of commercial tv, and | 
Hulton Press Ltd., publisher of 


the recently folded Picture Post. | The ABC Providence area has shown an increase in population of more than 
From the Isle of Wight the 50,000 since the census of 1950, and is now rated in the over-500,000 group, with a 
new station will cover most of | population of 513,275. 


Britain’s south coast, reaching | This a . 
4 is boosts the total population in New England’s second largest market to 
some 2,000,000 viewers. It will 823,300 with effective buying income of $1,507,126. 


be the ITA’s first medium-pow- 
One of America’s Best Test Markets 


er station, with a radiated pow- 
er of 100 kw. 

There were several interest- | 
ing aspects to the success of the | 


new group. The telecasting ven-| Many Rhode Island firms hold world leadership in their respective fields, and 
ture brings together Amalga-| the diversified products they manufacture show the skill, versatility and industrial 
mated Press and Associated know-how of the men and women of Rhode Island. 


Newspapers, which were once 


closely connected. In maintaining this position, these companies are making great contributions 


The late Lord Northcliffe to the state’s economy, and have helped to make it one of the nation’s top test 
started the periodical house, markets. 
aa Ee Many well-known products made their marketing debut in this city-state mar- 
esti Gtitinnne ats thn nlite ket, where year after year the nation’s leading advertisers test new ideas in adver- 
a ae —" tising, merchandising and packaging. 

e break came in the ’20s 


when Associated Newspapers You can get your share of this all-time-hi . : 
eehdl ite tatedant te Amalenesnb- get y e-high consumer spendable income with 


. consistent advertising in their favorite newspaper—The Providence Journal-Bulle- 
— ee ee tin—the strongest selling force in New England's second largest market. 


® The venture also marks “4 


eae ee ~~ Combined Journal-Bulletin 


ization, which in the early plan- | 


ning days of commercial televi- | Ci | * 
: sion in Britain declined repeated | t O 200 000 
j offers to join in proposed tele- ircu a ion ver J 

. casting companies. No doubt the : - 3 ; 
success and prestige which has | ..: + provides more than 100% coverage of ABC Providence and over 80% in 
accrued to other movie groups, the city-state market. Providence Sunday Journal circulation, over 185,000. 
ABC and Granada, and the 
great strides taken by commer- 
cial television, have brought) 
about a change of heart in the | 
Rank Organization. 

The third interesting aspect is 
the fact that Associated News- 
papers was one of the pioneers 
in British commercial television, 
investing heavily in Associated- 
Rediffusion Ltd., the London 
weekday program contractor. 
But when commercial telev:- 
sion was having teething and fi- 
nancial troubles in 1956, Associ- 
ated Newspapers disposed of the 
major part of its interest. 

None of the three partners, it 
is understood, will hold a con- 
trolling interest in the venture. 


Statistics: ABC and Survey of Buying Power, 1957 
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See the NEW Charlie Chan—you’ll share 
critics’ acclaim: “fresh and entertaining” — 
“crisp scripting and sharp direction.” J. Carrol Naish 
“the best ever to do the role.” The Coca-Cola Company 
(McCann-Erickson, Inc.) has signed up the new Chan for its 
world-wide home market! Regal Beer (Tracy-Locke Company, Inc.)! 
Bowman Biscuit (Ball & Davidson, Inc.)! KRCA-TV, NBC’s O0-&-O in Los Angeles! 
WCAU-TYV, CBS in Philadelphia! Other sponsors have already snapped up 78 key markets! 
North! South! East! West! Cleveland! New Orleans! Detroit! St. Louis! Denver! Dallas- 
Ft. Worth! Southern markets like Miami, Atlanta, Jacksonville, Tampa-St. Petersburg, 
Mobile, etc., Pittsburgh, Columbus, Wilkes-Barre-Scranton, Youngstown, etc., in the East! 
Albuquerque, Oklahoma City, Tulsa-Muskogee, Little Rock, Pine Bluff, etc., in the 
West! Indianapolis, Madison, Wichita-Hutchinson, 
Hannibal-Quincy, etc., in the Mid-West! For a private 
showing of “The Case of the Profit-Building Program,” 
wire or phone Michael M. Sillerman at 
488 Madison Avenue, New York 22, Plaza 5-2100. 
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Advertising Age, August 19, 1957 


Second Annual Report on the Nation’s Advertising Giants ... 


Aluminum Co. of 
America 


Aluminum Co. of America, 
Pittsburgh, the 81st largest adver- 
tiser, continues to dominate the 
aluminum market in this country 
—a market which has become in- 
creasingly competitive. Industry 
estimates place Alcoa’s share of 
the market at about 40%. Kaiser 
is second with 31% and Reynolds 
third with 27%. 

At one time Alcoa held a near 
monopoly on primary aluminum 
production in this country. At the 
end of the last century, the com- 
pany launched into the aluminum 
business with a process which 
broke through aluminum’s price 
barrier. Alcoa, then known as 
Pittsburgh Reduction Co., was able 
to produce aluminum at $2 a 
pound, considerably lower than 
the $6 a pound it had cost to pro- 
duce the metal up to that time. 


s With the company from its be- 
ginnings in 1888, Arthur Vining 
Davis, who resigned as Alcoa’s 
chairman of the board this August, 
was instrumental in getting Alcoa 
into the fabricating end of the in- 
dustry with the production of 
aluminum kitchen utensils in the 
early ’90s. Aluminum grew with 
the automobile industry, which for 
years was the major user of alumi- 
num. Today, the building industry 
is the big user of aluminum, fol- 
lowed by the automotive, aircraft, 
railroad and consumer durable 
goods industries. 

Alcoa produced 756,000 tons of 
primary aluminum in 1956, com- 
pared with 702,000 tons in 1955. 
Gross revenues were $869,785,315, 
2.5% higher than the $848,745,207 
grossed in 1955. Net income was 
$89,621,033 in 1956, compared with 
$87,600,808 in 1955. 


s During 1956, Alcoa forged ahead 
with an expanded advertising and 
sales promotion program. It spent 
about $8,000,000 in advertising, 
$5,204,077 of it in measured media. 
In 1955, Alcoa’s ad investment to- 
taled $6,000,000, of which $3,480,- 
074 was in measured media. 

The greatest share of its adver- 
tising in measured media went in- 
to network television—$2,285,215. 
At the end of the year, Alcoa 
sponsored a Christmas tv show, 
“The Stingiest Man in Town,” a 
musical based on Charles Dickens’ 
“A Christmas Carol.” The compa- 
ny made tv history with this mu- 
sical. becoming the first company 
to be a solo sponsor of a 90-minute 


Where AA Got Its Data 


The data on “measured media 
expenditures” in this report on 
the nation’s 100 leading national 
advertisers comes from various 
statistical services and associa- 
tions. These include the Bureau 
of Advertising, Publishers’ In- 
formation Bureau, American 
Newspaper Publishers Assn., 
Farm Publication Reports, Out- 
door Advertising Inc. and Asso- 
ciated Business Publications. 
All estimated expenditures are 


‘Advertising Age’ Presents M arketing Profiles 
of the 100 Largest National Advertisers 


Entire contents Copyright 1957 by Advertising Publica- 
tions Inc. Reproduction without permission prohibited. 


Age. 


year ahead. 


musical tv spectacular. 
During 1956, the company also 
greatly expanded its use of news- 
papers and magazines. 


® As the company’s annual report 
for 1956 points out, Alcoa inten- 
sified its advertising, sales promo- 
tion and merchandising activities 
in all areas. 

Alcoa has always devoted some 
of its advertising to boosting the 
products of manufacturers who use 
Alcoa aluminum. This program 
continued in 1956. Alcoa used the 
“Alcoa Hour” on tv to introduce 
Kraft’s new cheese spreads in alu- 
minum containers. 

Last year, Alcoa also devoted 
space and time to familiarizing the 
public with its new label—a red 
and a blue triangle touching at 
the apices, on a white field. Alcoa 
signed a number of agreements 
with manufacturers to use the la- 
bel on their own products. 

An indication of Alcoa’s growing 
interest in the consumer market 
is the fact that it devoted 20% of 
its 1956 ad budget to promoting 
Alcoa Wrap. 


® 1956 also found Alcoa using 
more joint promotion advertising, 
especially in cooperation with food 
advertisers. Early in 1956 a three- 
way promotion with the Washing- 
ton State Apple Commission and 
the Post cereals division of Gener- 
al Foods promoted “Mama’s Rec- 
ipe”: a Rome or Winesap apple, 
stuffed with Grape-Nuts or 40% 
Bran Flakes and baked in Alcoa 
Wrap foil. Early in 1957, Alcoa 
joined with six food manufactur- 
ers in a 14-page ad in Better 
Homes & Gardens. 

The company helped beef up its 
promotion for Alcoa Wrap in the 
spring of 1956 with a household 
scissors premium offer. A new 
corporate advertising and promo- 
tion program launched in 1956 is 
geared to the theme: “Forecast— 
There’s a world of aluminum in 


The idea behind the program is to 
stimulate the use of aluminum by 
designers in all fields. Alcoa has 
commissioned leading designers to 
work up “aluminum creations.” 


ADVERTISING AGE estimates. 


Among these are women’s clothing 


What the nation’s advertising giants spend on advertising, how they're doing in sales 
and profits, how their leading product lines and brands rank nationally, what share of 
the market they capture—and much more—is offered in marketing profiles of the 100 
leading national advertisers presented here and on the following pages by Advertising 


Nowhere else, in one place, will you find the vastly detailed information assembled 
here after months of painstaking research. Some of the material has never been pub- 
lished before, including estimates on total advertising and promotional expenditures for 
the 100 advertisers covered and sales figures for a number of privately owned compa- 
nies in the list. Nowhere else are the sales, advertising and marketing personnel of the 
100 leaders and their advertising agencies listed in this manner. 

This is the second year in which Advertising Age has presented this unique collec- 
tion of facts about the leaders in U.S. advertising. The aim has been to make it more 
extensive and complete than ever, to serve you as a guide and reference source in the 


Alcoa also reaches the consumer 
through Aluminum Cooking Uten- 
sil Co., New Kensington, Pa., a 
wholly owned subsidiary which 
makes Wear-Ever aluminum cook- 
ing utensils, Kensington giftware, 
Cutco cutlery, Westmorland ster- 
ling and other consumer goods. 

In September, 1955, Alcoa and 
Ekco Products Co. formed Ekco- 
Alcoa Containers Corp. to make 
and market foil containers. It has 
a plant in Wheeling, Ill., and 
serves baking, frozen foods, dairy 
and other industries. 


® Over-all advertising expendi- 
ture figures include those of both 
the parent company and Alumi- 
num Cooking Utensil Co. 


PARENT COMPANY 
MARKETING PERSONNEL 
Sales 
Ralph V. Davies, vp and general sales 
manager 
Harry L. Smith Jr., vp, sales, market re- 
search and sales development 
D. Wilmot, vp, product sales 
R. B. McKee, vp, field sales 
F. J. Close, director, market development 
Advertising 
Arthur P. Hall, vp in charge of public 
relations and advertising 
Torrence M. Hunt, advertising manager 
Jay M. Sharp, advertising promotion 
manager 
D. O. Albrecht, advertising program man- 
ager 
R. L. Hoy, motion picture and exhibit 
manager 
J. J. Maloney, advertising production 
manager. 


ADVERTISING AGENCIES 

Fuller & Smith & Ross, Pittsburgh and 
New York—Alcoa Hour tv show, promo- 
tions and special events, Alcoa label pro- 
motion, 25 industrial advertising pro- 
grams—H. M. Redhead, F. B. Duncan, 
account executives. 
Ketchum, MacLeod & Grove, Pitts- 
burgh—chemical division, aluminum 
screening promotion, Alcoa Wrap, house- 
hold and industrial packaging materials, 
pigments, corporate advertising—Ed Par- 
|rack, Donald Ratchford, account execu- 
tives. 


ALUMINUM COOKING UTENSIL 

co. 
(New Kensington, Pa.) 

MARKETING PERSONNEL 

R. L. Becker, vp, sales 

M. G. Armentrout, treasurer and adver- 

tising director 

W. P. Benghauser, advertising & sales 

promotion manager. 


ADVERTISING AGENCIES 
Fuller & Smith & Ross, Pittsburgh and 
New York; Ketchum, MacLeod & Grove, 
Pittsburgh—Westmorland sterling and 
stainless steel ware. 


ADVERTISING EXPENDITURES 

1956* 
353 

303,525 


Newspapers —.......... 
General magazin: 
Farm magazines 5,250 
Total expenditures 5 309,128 
* 1955 breakdown of ad expenditures for 
this division is not available. 


ALCOA STEAMSHIP CO. 


(New York) 
Paul E. Knapp—public relations & adver- 
tising manager 

ADVERTISING AGENCY 
Fuller & Smith & Ross, Pittsburgh and 
New York. 


American Cyanamid 
Co. 


American Cyanamid Co., New 
York, is the seventh largest chem- 
ical company in the U.S. The 59th 
largest national advertiser, it in- 
vested an estimated $12,500,000 in 
advertising during 1956. Of this 
$5,501,874 was in measured media. 
Advertising expenditures in 1955 
are estimated at $9,225,000, of 
which $2,729,510 was in measured 
media. 

Cyanamid, whose sales have 
more than doubled in the last dec- 
ade, manufactures a diversified 
group of chemical products rang- 
ing from pharmaceuticals, biolog- 
icals, antibiotics and animal feed 
supplements to plastics, resins, or- 


the wonderful world of tomorrow.” |} 


Chicago—summer furniture, 


er, account executive. 


1955 


Total unmeasured _ 2,519,926 
Total expenditures $6,000,000 


made from aluminum fabric. 


Wentzel, Wainwright, Poister & Poore, 


and jobber support program—John Poist- 


ADVERTISING EXPENDITURES 


NOWSPAPOTS orcs 3 170,065 
pO 928,391 
Farm Publications .. 134,688 
Business papers ....... 500 000 
Network television 1,746,930 
Spot television... ———* 

Total measured ........ 3,480,074 


ganic and inorganic dyestuffs and 
pigments, explosives, fertilizers, 
insecticides, fumigants, acids and 
alums and many other key raw 
chemical materials. 

While most of Cyanamid’s prod- 
ucts are not recognizable by the 
|consumer, the company is expand- 
S81, ing rapidly into the consumer 
2,285,215 | marketing field. Its recent intro- 
53,940 | duction of Creslan, an acrylic fi- 


distributor 


1956 


5,204,077 ber, Acronize, for extending the 


2,795,923 | 


of the Formica Corp., manufactur- 
er of plastic laminates for the home 
as well as industry, reflect this 
comparatively recent trend. 


= Generally, the ~company has 
been launching new products at a 
pace hardly excelled in the chem- 
ical industry, ranging all the way 
from its Pathibamate, an anti-ul- 
cer drug, in June, to its Thimet 
plant insecticide. 

On the marketing front, Cyana- 
mid organized a laminated plastics 
division, following the acquisition 
of the Formica Corp. in April, 1956. 
Many other marketing changes 
have taken place. 

A new Farm and Home division 
was created in January. The di- 
vision distributes products under 
the Cyanamid label to food pro- 
cessors and to the animal nutri- 
tion and health industries, pro- 
motes sales for plant growth and 
protection and markets ethical 
drugs and biologicals to the pro- 
fessional veterinarian. General 
consumer interest products are Ac- 
ronize and agricultural lawn and 
garden products packaged under 
the Cyanamid name. 


s Along with the decision to enter 
the acrylic fibers field, a new Fi- 
bers division was established last 
year to handle both production 
and marketing of Creslan acrylic 
fiber. In April, the company an- 
nounced plans for the construc- 
tion of a new plant to produce 
Creslan near Pensacola, Fila., 
which is scheduled to be in opera- 
tion late in 1958. Limited quanti- 
ties of the fabric are being made 
available from a pilot plant in 
Stamford, Conn. A sales and mer- 
chandising organization for the 
marketing of Creslan was made 
known last month. 

Four department managers were 
named to serve the new fiber’s 
principal end-product areas: 
Charles D. Reich, manager of sales & 
and merchandising to the woven 
goods field; George P. Vescio, 
manager of sales and merchan- 
dising to the knit goods field; Wil- 
liam G. Fash, manager of sales 
and merchandising to the home 
furnishings field and Irving Y. T. 
Feng, manager of export and spe- 
cial product sales. R. J. G. Scho- 
field has been named manager of 
technical service, heading a de- 
partment which will serve Cres- 
lan customers in all segments of 
the textile industry. The group 
will report to W. L. Lyall Jr., 
general sales manager for the Fi- 
bers division. 

Mr. Reich joined Cyanamid’s fi- 
ber market development program 
in 1953 from Burlington Mills; Mr. 
Vescio has been associated with 
the fiber project since joining the 
company in 1952; Mr. Fash joined 
Cyanamid from Bates Manufac- 
turing Co., where he was director 
of research; Mr. Feng came to Cy-@ 
anamid in 1954 from Celanese 
Corp. Mr. Schofield joined the 
company in 1946, and has been in 
the fiber development program 
since 1951. 


® Sales hit $500,651,279 in 1956, 
up more than 10% from 1955's 


$8,000,000 | freshness of meat, fish and poul- 


*Spot tv figures were not listed in 1955.\try, and its acquisition last year 


$451,088,434, while net earnings 
increased at an even faster clip in 
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Total Ad Expenditures of 100 Leaders, Ranked by Dollars Spent 


Covering 1956 and 1955 Expenditures in Both Measured and Unmeasured Media 


Copyright, 1957, by Advertising Age. Quotation or reproduction in whole or in part without written permission is expressly prohibited. 


Estimated Total 


Expenditures 

Ronk Advertiser 1956 1955 
CIEE MERI, ccs cocstncenenegcsscveccoiacaseesines $162,499,248 $170,381,860 
III CD. o.. ccccsshnadhinepenspecsbonse 93,000,000 85,000,000 
a ass csetitasadicehebabbbncings 88,650,000 72,942,694 
Be IE FEI GOIN, casrsctccsntinrenesesserecccocenscsncens 77,700,000 75,000,000 
aD TI COR aiicetain <coccscasvstnsorecsccrccseines 74,096,940 60,632,197 
6 Colgate-Palmolive Co. ..ccccrcesevssererssrensneneneees 67,000,000 62,000,000 
7 Lever Bros. Co. 60,100,000 52,500,000 
8 Chrysler Corp. 60,093,289 68,629,722 
9 National Dairy Products Corp. ........cccseerees 37,470,000 31,112,000 
10 Radio Corp. of America ...........cccccecererersesennnee 35,173,000 30,773,000 
11 Westinghouse Electric Corp. ........csceccesserevenees 32,000,000 25,000,000 
12 Distillers Corp.-Seagrams Ltd. ......-....cccccceseee 31,547,043 30,413,125 
i IE I INE i i ss cons ccomssistlnnibonsentoneesence 31,000,000 29,000,000 
14) BR. J. Reynolds Tobacco Co. ....... ccsccssseseeneeees 30,000,000 27,000,000 
15 American Home Products Corp. 2.0.0... 29,000,000 22,000,000 
15 American Tob Co. 29,000,000 27,000,000 
SSE SESS EE 29,000,000 26,000,000 
15 Gillette Co. = 29,000,000 27,851,887 
19 Schenley Industries Ie. ...........cccerseerereersereenes 26,991,369 25,396,030 
20 Swift & Co. 26,000,000 22,000,000 
20 Philco Corp. 26,000,000 25,228,799 
22 Borden Co. 24,150,000 23,000,203 
23 «CE. 1. du Pont de Nemours & Co. ..0.......0..0005 23,500,000 23,323,150 
24 Warner-Lambert Pharmaceutical Co. ................ 23,000,000 23,243,184 
25 National Distillers Products Corp. ..... 22,100,300 18,450,000 
26 Liggett & Myers Tobacco Co. ......ccccceeseneesees 22,000,000 20,000,000 
27 Goodyear Tire & Rubber Co. ....ccccc. cceccsseeee 21,000,000 20,440,680 
| SR. QD. .ceccentactdinsiininipenvibenseenceescceecee 21,000,000 17,000,000 
A SE any te en 21,000,000 17,000,000 
27 Sterling Drug inc. ......... 21,000,000 17,000,000 
EE SEES 5 ETO 20,900,000 20,200,000 
32 American Telephone & Telegraph Co. ............ 20,645,957 13,635,617 
33° Brown & Williamson Tobacco Corp. ......... 20,000,000 9,000,000 
ee EE ERIN TUK; cc sdcccesnetneusianesennigtocnsecersces 20,000,600 17,000,000 
NE RS ae ee oe a a 20,000,000 17,000,000 
36 Philip Morris Une. .........ccccccsosesesse 19,000,000 14,750,000 
37 Standard Oil Co. (New Jersey) .........c.0cccee 18,696,000 14,000,000 
Sy INRA, Ziudessvechissubsctienashcsncleoies canesstenpeoseoeccte 18,000,000 17,000,000 
38 Pillsbury Mills ...........cccc00 18,000,000 16,000,000 
40 Standard Oil Co. (ind.) 17,500,000 16,000,000 
41 Johnson & JOWMSON .........ccccecccseceeeeee ide 17,000,000 16,000,000 
42 Standard Brands Ine. .................. 16,567,174 12,000,000 
SPC INI, EM | nidedchichlngatiadbinbhissdteseecnttsésenseoveeneeesees 16,197,008 13,900,000 
IIIS TI” 60 62sec nen cnenstngidvendinansiniadline 16,047,709 15,807,298 
SI IY I a si cnstedensccenbuaedeueatiueaeele 15,503,079 7,500,000 
SEIT KETIIIDL ~ - s.ccctatentocssonsenstonapestenenabahent 15,348,463 15,647,000 
47 Miles Laboratories Inc. ........... 15,100,000 8,500,000 
I I I ccccinarnnccetsssvsvssnserecessecccecestnine 15,000,000 12,994,600 
Be SITING sninicshnciadasthitahtondondboasehuossencovennantese 14,873,000 15,829,000 
I a oadahtomengubatanntons 14,750,000 12,550,000 


Advertiser 


51 Firestone Tire & Rubber Co. ........ 
51 American Motors Corp.  ........000 
53 Carter Products Ine. .....cscsseseeee 
54 Union Carbide Corp. 


Estimated Total 


55 Chesebrough-Pond’s Ine. ................ 


55 Hiram Walker-Gooderham & Worts Ltd. ........ 


57 Studebaker-Packard Corp. ..... 
58 Jos. Schlitz Brewing Co. ....... 
59 American Cyanamid Co. .............. 
60 Anheuser-Busch Inc. 


61 Socony-Mobil Co. 


62 Continental Baking Co. 


63 Gulf Oil Corp. 


63 S. C. Johnson & Son 


65 Nestle Co. a 


66 B. F. Goodrich Co. 


67 Pepsi-Cola Co. 


68 U. S. Rubber Co. 


68 Corn Products Refining Co. ........... 
FO Geott Paper Ce. crcccccccscccsccscercesesee 

71 Carnation Co. 
72 Falstaff Brewing Co. .......cccccceceeee 
73 Helene Curtis Industries Inc. .......... 
74 Pharmaceuticals Inc. 


75 United Merchants & Mfg. Co. ........ 


76 Sunbeam Corp. 


76 Monsanto Chemical Co. ................ 


78 Best Foods 


FO WR Be Celie Ca. cpccisssensitccssnenie 
80 U. S. Steel Corp. 


81 Pabst Brewing Co. ........ccccscceseeeeeeee 
SE Wark, Waa Bei GWA: ccecssesesercscetccees 
81 Ralston-Purina Co. 


81 Wesson Oil & Snowdrift Co. Inc. .. 


BU Raeneld Deeg Cee cassassissrsiserecevceinccoes 
81 Aluminum Co. of America ............ 
81 Armstrong Cork Co. ...ccccccseceeeees 
88 Reynolds Metals Co. oo... ccc 
89 Liebmann Breweries ............0 
90 Bulova Watch Co. ............ 
91 Kimberly-Clark Corp. ....ccccsseseeseees 
TE Tae Ge GOO, carieicsctsstericccemeneties 
93 Prudential Insurance Co. .........0 


94 Brown-Forman Distillers Corp. ...... 


96 California Packing Corp. .......0... 
GF Mam Pastor B Cay csciscssscesssesccscssseee 
98 


General Tire & Rubber Co. .......... 
Hunt Foods & Industries 
Grove Laboratories Inc. 
GRAND TOTAL 


Expenditures 

1956 1955 
esinepabiarenitis 14,500,000 13,000,000 
sticaeaetbicanion 14,500,000 18,000,000 
ieelindaiaiiteiede 14,000,000 8,000,000 
13,828,372 11,426,535 
siciiineacigatinp 13,000,000 12,107,620 
13,000,000 12,000,000 
sl 12,841,674 13,275,209 
12,605,035 11,560,000 
Dpcebenveaasacions 12,501,874 9,229,510 
12,500,000 11,234,000 
iewiin 12,351,750 10,560,721 
12,225,000 7,301,000 
12,000,000 10,000,000 
12,000,000 11,000,000 
= 11,527,000 9,518,336 
11,500,000 11,500,000 
11,164,000 10,100,000 
11,000,000 9,000,000 
dnaintinbiibenienson 11,000,000 8,000,000 
10,798,790 8,619,080 
10,527,674 9,329,577 
pisniensengunnnien 10,200,000 8,000,000 
siesnidnsbimeds 10,000,000 8,000,000 
9,180,000 7,920,000 
Sai acidinneaave 9,171,452 6,183,668 
9,000,000 6,700,000 
Sebiistinneeasinden 9,000,000 8,000,000 
8,500,000 8,000,000 
sessnenesianes wee 8,500,000 7,000,000 
8,215,404 7,515,527 
seidctiieounisite 8,000,000 7,000,000 
seieabenisionsnees 8,000,000 8,000,000 
8,000,000 7,500,000 
docepaaranepeleies 8,000,000 4,250,000 
panhiinssoebesten 8,000,000 6,000,000 
sichjebenidemanid 8,000,000 6,000,000 
sistelpeins 8,000,000 4,200,000 
gebtincmestienie 7,750,000 7,500,000 
iiadidlocsniideier 7,500,000 6,700,000 
7,481,334 6,259,720 
penngipainisanapie 7,300,000 8,500,000 


ovdosousenvent 6,093,843 5,011,370 
5,975,000 7,592,712 

seaheneninalintons 5,750,000 5,250,000 
secininaninongnees 5,500,000 3,500,000 
5,400,000 4,600,000 

depetoresstninns 5,124,534 6,250,000 
Kisipeiora iepeten 5,074,292 3,810,553 


the same period, up 14% 


sales for the company were $214,- 
581,000 and net profit was $9,156,- 
000. Sales in the first quarter of 
1957 were running ahead of the 
similar period last year, up to 
$132,125,370 from $127,792,934, and 
net earnings up to $13,122,758 
from $12,301,689. Sales to cus- 
tomers outside the U.S. and Can- 
ada during 1956 accounted for 14% 
of Cyanamid’s sales volume. 

Overseas, Cyanamid this sum- 
mer organized a British company, 
Formica Ltd., in association with 
Thomas De LaRue & Co. Ltds., 
London. American Cyanamid has a 
40% interest. Plants for producing 
antibiotics and other pharmaceu- 
ticals are being constructed in 
Argentina, Brazil and England, de- 
signed to strengthen the compa- 
ny’s competitive position in for- 
eign markets. 

Among the most important op- 
erating divisions of the company 
is Lederle Laboratories, Pearl 
River, N. Y., which is one of the 
nation’s leading producers of eth- 
ical drugs. It contributes about 
one-quarter of Cyanamid’s sales 
volume and a larger percentage 
of both profits and advertising ex- 
penditures. 


s In 1956, Lederle spent an esti- 


from | mated $4,500,000 in promoting its 
$38,714,000 to $44,247,000. In 1947, | pharmaceuticals 


to the medical 
|profession, nurses and druggists. 
A total of $1,200,000 was spent in 
professional publications (primari- 
ly medical journals) alone. 

The remainder was spent in di- 
rect mail, sampling, sales promo- 
tional materials and exhibitions. 
By far the greatest part of its ad 
expenditures were spent in direct 
mail, as Lederle, in company with 
other ethical drug producers, has 
greatly expanded its promotion to 
doctors. 

Lederle’s brand positions are 
strong. It is one of the top produc- 
jers of sulfa drugs, but its biggest 
success in recent years has come 
from antibiotics. Aureomycin and 
Achromycin, two broad-range an- 
tibiotics, have been the leading 
performers. In 1956, for the sec- 
ond year in a row, Achromycin 
was the No. 1 selling prescription 
drug. Lederle was recently licensed 
|to produce the Asiatic flu vaccine, 
‘together with three other compa- 
| nies. 
| 
\@ A breakdown of Cyanamid’s 
|sales shows pharmaceuticals ac- 
counting for 23% of the company’s 
| sales volume; organic chemicals, 
16%; industrial chemicals, 14%; 
agricultural chemicals, 11%; fine 
chemicals, 10%; plastics, including 


| 


Formica, 16% and pigments and 
surgical products, 10%. 

Cyanamid with 27,000 employes, 
who manufacture 6,000 products 
in more than 40 plants in the U.S. 
and abroad, breaks down into 
these divisions, in addition to those 
already mentioned: 

Fine Chemicals division: a mar- 
keting unit, handling the distribu- 
tion of bulk pharmaceuticals and 
antibiotics. 

Industrial Chemicals division: 
heavy chemicals, manufacturers 
chemicals, paper chemicals and 
refinery chemicals—acids, alka- 
lies, rosin sizes, synthetic catalysts, 
intermediates. 

Organic Chemicals’ division: 
dyes, textile resins, intermediates, 
rubber chemicals, explosives, pet- 
rochemicals and specialty prod- 
ucts. Products involving consumer 
interest are special finishes sold 
through the textile resins depart- 
ment and promoted to the con- 
sumer. 

Phosphates & Nitrogen division: 
products include insecticides, fer- 
tilizers, mining chemicals, and 
products for use in the manufac- 
ture of fertilizers and insecticides. 

Pigments division: extensive 


line of organic and inorganic pig- 
ments for the leather, paper, plas- 
tics, paints, ceramics, printing ink, 
buiiding materials and textile in- 


dustries. 
Plastics & Resins division: plas- 
tics and synthetic resins and 


chemicals used in their manufac- 
ture. Consumer interest products 
include those used in the manu- 
facture of Melmac dishware. 

Surgical products division: sur- 
gical sutures and surgical special- 
ties for use in hospitals and sur- 
geons’ offices. 


= This summer merger talks be- 
tween Cyanamid and Norwich 
Pharmacal Co. were abandoned 
“because of insurmountable legal 
difficulties.” It was understood 
that actions brought by the De- 
partment of Justice against other 
recent mergers may have been a 
factor. 

A breakdown of measured me- 
dia shows Cyanamid using no net- 
work or spot television. But the 
company is the fifth largest user 
of business publications among all 
types of companies. Only Du Pont, 
among chemical companies, ex- 
ceeded Cyanamid’s 1956 expendi- 
ture. Last year, Cyanamid spent 
$1,973,500 in this medium, most of 
which was spent by Lederle. This 
figure was almost double the 1955 
appropriation, while magazine and 
farm paper spending reflected a 
similar picture in the 1955-56 pe- 
riod. Newspapers were up in the 


ie 
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same period from $32,607 to $139,- 
126, with $104,935 of last year’s 
appropriation promoting the Flas- 
tics and Resins division’s Melmac 
dinnerware. 

Of Cyanamid’s $1,715,688 outlay 
for magazines in 1956, $771,247 
went for company general promo- 
tions; with other large blocks of 
the magazine spending going to 
plastics, $281,337; Acronized poul- 
try processing ‘method, $387,667; 
Formica surfacing materials— 
home, $188,043. 


® Most of Cyanamid’s advertising 
activities are under the direction 
of advertising managers in the 
various operating divisions. A lim- 
ited program of corporate adver- 
tising is carried out through Haz- 
ard Advertising Corp., New York. 
Cyanamid uses seven agencies, in- 
cluding Cunningham & Walsh, 
New York; Ben Sackheim Inc., 
New York; Geare-Marston division 
of Ruthrauff & Ryan, New York; 
Hazard Advertising Corp.; Dickie- 
Raymond, Boston; Perry Brown 
Associates, Cincinnati, and Bur- 
dick, Becker & Fitzsimmons, New 
York. 

Among the most recent agency 
activities, the Fibers division 
named Ben Sackheim Inc. this 
July to handle its new Creslan fi- 
ber, while in March, Lederle 
Laboratories named the newly- 
formed Burdick, Becker & Fitzsim- 
mons to handle its anti-ulcer drug, 
Pathibamate. 

Cunningham & Walsh, New 
York, now has all the business of 
the recently created Farm and 
Home division. Acronize, which is 
sold by the division, formerly was 
with Geare-Marston. That agen- 
cy, since merged as a division of 
Ruthrauff & Ryan, retains the Fine 
Chemicals division. 


ADVERTISING EXPENDITURES 
1 


1956 
Newspapers — .........00 $ 32,607 §$ 139,126 
Magazi 817,146 1,715,688 
Farm Papers .............. 864,757 1,673,560 
Business Papers ........... 1,015,000 1,973,500 
Total Measured .... 2,729,510 5,501,874 
Total Unmeasured 6,500,000 7,000,000 
Estimated Total 
Expenditure ........ 9,229,510 12,501,874 


FARM AND HOME DIVISION 
MARKETING PERSONNEL 
Sales 
B. F, Bowman, general sales manager 
Advertising 
S. B. Bromley, advertising manager 


ADVERTISING AGENCY 
Cunningham & Walsh, New York—Wil- 
liam Bunn, account supervisor; all prod- 
ucts except Acronize poultry—Henry 
Pendzick, account executive; Acronize 
poultry—Moulton Farnham, account ex- 
ecutive. 


FIBERS DIVISION 
MARKETING PERSONNEL 
Sales 
W. L. Lyall Jr., general sales manager 
Charles D. Reich, manager of sales and 
merchandising to the woven goods field 
George P. Vescio, manager of sales and 
merchandising to the knit goods field 
William G. Fash, manager of sales and 
merchandising to the home furnishings 
field 
Irving Y. T. Feng, manager of the export 
and special product sales 
R. J. G. Schofield, manager of technical 
service 
ADVERTISING AGENCY 
Ben Sackheim Inc., New York—Cres- 
lan—George Pampel, account executive. 


FINE CHEMICALS DIVISION 
MARKETING PERSONNEL 
T. L. Floyd-Jones, general sales manager 
ADVERTISING AGENCY 
The Geare-Marston division of Ruth- 
rauff & Ryan, New York—all products— 
Charles S. O'Donnell, account executive. 


INDUSTRIAL CHEMICALS 


DIVISION 
MARKETING PERSONNEL 
ales 
J. D. Lowery, department manager, 


heavy chemicals 
H. C. Milton, department manager, man- 
ufacturers chemicals 
J. M. Walsh, department manager, paper 
chemicals 
H. E. Nehms, department manager, 
finery chemicals 
Advertising 
Cc. W. Kohiman, advertising manager 
ADVERTISING AGENCY 
Hazard Advertising Corp., New York— 
all products—Fred Cowan, account super- 
visor; William Mordwin, account execu- 
tive. 
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pervisor. | 


American Home | 
Products Corp. | 


American Home Products Corp., | 
New York, was the nation’s 15th | 
largest advertiser in 1956, with to- 
tal estimated expenditures of $29,- 
000,000, of which $22,523,814 was 
in measured media. The previous 
year’s expenditures were estimat- 
ed at $22,000,000, of which $15,- 
867,931 was in measured media. 
Expenditures in 1957 should run 
ahead of 1956. 

Sales for American in 1956 came 
to $295,483,000, against $234,546,- 
000 in 1955. Net after taxes was 
$31,250,000, compared with $20,- 
536,000 in the previous year. In 
the first six months of 1957, earn- 
ings climbed to $19,119,358 from 
$15,405,919 in the first half of 
1956. 

Among the American divisions, 
total sales were divided as follows: 
ethical drug division, 47%; pack- 
aged drugs and cosmetics, 17%; 
food, 18%; and household prod- 
ucts, 18%. There are now approxi- 
mately 6,000 different products in 
American’s line. 


s The sales growth of the com- 


| business, 


| to handle that end of the G. Wash- 


pany’s ethical drug division was 


due in a large part to the success 
of its new tranquilizing drugs— 
Equanil, introduced in 1955, and 
Sparine, introduced in early 1956. 

Last spring, American Home de- 
cided to drop G. Washington’s in- 
stant coffee, the oldest instant cof- 
fee brand on the market. A steady 
build up in competition from the 
“blue chip” operators, changing 
what had once been a nice, small 
was believed to have 
been behind American’s move. 

The brand name is retained by 
American for its G. Washington’s 
Instant broth and seasonings. The 
Charles W. Hoyt Co. will continue 


ington’s account. 


s In the packaged drug and cos- 
metic division, greater promo- 
tional steam behind Anacin 
achieved favorable results. Other 
products on the upsurge were: 
Preparation H, hemorrhoid oint- 
ment and suppositories; Infrarub, 
analgesic cream; Heet liniment, 
and BiSoDol ointments. 

Catsup and certain other pack- 
aged tomato products were 
dropped during the year by the 
food division. Volume loss was 
more than offset by gains in the 
sale of Chef Boy-Ar-Dee products 
and Dennison’s specialty products 
(West Coast only). Upcoming 


products for this division are: two 
newly developed noodle items, a 
new sauce and a de luxe coffee 
vending machine. 

Household products sales were 
bolstered by the addition of Grif- 
fin shoe polishes and Sani-Flush, 
which were acquired in 1955. Sales 
on both products have increased 
since then. Aerowax, Easy-off oven | 
cleaner and Wizard line of deo- 
dorizers also had sales gains. 


s American’s export sales are 
channeled through Home Products 
International and Wyeth Interna- 
tional. Sales of the company’s sub- 
sidiaries, branches and distribu- 
tors amounted to $54,451,006 in 
1956, above the $48,737,530 of the 
previous year and accounted for | 
about 18% of American’s net sales 
in 1956. 

Capital expenditures for Amer- 
ican in 1956 were approximately 
$7,000,000. This year capital 
spending is expected to hit $12,- 
000,000. Much of the outlay will 
go into improvement of the for- 
eign end of American’s ethical 
drug business. A new plant and 
laboratory have been completed | 
at Havant, England. In Mexico and | 
Colombia, facilities for manufac- 
ture of nutritional products have 
been expanded. 


New plant construction has also 


61 
ONMARKETING PERSONNEL Total Ad Expendi f 100 Leaders, Ranked Alphabeticall 
MARKETING PERSONNEL ota xpen itures 0 eaders » a e p apeiica y 
H. W. McNey, director of sales é 
G. W. Nixon, manager of sales promotion ; 
Advertising . 
A 3 DINDVERTISING AGENCIES Covering 1956 and 1955 Expenditures in Both Measured and Unmeasured Media 
Geare-Marston division of Ruthrauff & 
Ryan, New York—all products except P P 
er yarn a eanaas S. O'Donnell, ac- Copyright, 1957, by Advertising Age. Quotation or reproduction in whole or in part without written permission is expressly prohibited. 
count executive. 
Burdick, Becker & Fitzsimmons, New 
York—pathibamate, Dean Burdick, ac- 
count supervisor. Estimated Total Estimated Total 
Expenditures Expenditures 
ORGANIC CHEMICALS Rank Advertiser 1956 1955 Rank Advertiser 1956 1955 
DIVISION 
me Pe mange ve py B81 Aluminum Co. of Americd ...ccecscecscccccscscesesess $ 8,000,000 $ 6,000,000 OU. Ca GI | i rrcccticc ccc ecccscotetneisocssreres 7,300,000 asian 
. lo oniey, r Saies an man- : 3 
59 American C Co. cnsndaiasail 12,501,874 9,229,510 Rg SE ae eee 60,100,000 52 ; 
i r 7 
‘ ee eee 1S American Wome Products Corp. .ccscssccsnsunn 29,000,000 22,000,000 | 89 Liebmann Breweries a 7,500,000 6,700,000 
G. B. Meynell, manager of advertising 51 American Motors Corp. ..ccccssssscesonseneeeenennee 14,500,000 18,000,000 26 Liggett & Myers Tobacco Co. ......cccccenseesesenseene 22,000,000 20,000,000 
si ew agg oa 32 American Telephone & Telegraph Co. ccc...» 20,645,957 13,635,617 GD Fi A Ti eircineteneicerrcnctnnn 14,873,000 15,829,000 
stuffs—George Pampel, account execu- TE PR TI GI ccestesctbtcecthctettccncncsciscnes 29,000,000 27,000,000 47 Miles Laboratories Inc. ...... 15,100,000 pp we 
tive. 60 Anheuser-Busch Inc. 12,500,000 ——'11,234,000 76 Monsanto Chemical Co. ............cvesssesssssueenssneees 9,000,000 8,000, 
Fh IP oom Pe Ee aL CIN 21,000,000 ‘17,000,000 eC eee. 19,000,000 14,750,000 
tive; Donald Forsnan, account supervisor. OU Rae. Gt: Go, | wiiccemteneettrrniicntinnicsintinis 8,000,000 4,200,000 31 National Biscuit Co. ........cccccceeees 20,900,000 penn 
95 Avco Mfg. Co. 5,975,000 7,592,712 9 National Dairy Products Corp. ......cscsssssereves 37,470,000 31,112, 
PHOSPHATES & NITROGEN i Miah DE «i suisisds Wh ipenniaiaiesinoa bata 8,500,000 8,000,000 
DIVISION 22 Borden Co. 24,150,000 23,000,203 25 National Distillers Products Corp. ......00 22,100,300 18,450,000 
MARKETING PERSONNEL eS ee nnn ee 15,348,463 15,647,000 Geis cs 11,527,000 9,518,336 
Gales 81 Pabst Brewing C 8,000,000 7,000,000 
: T. L. Wilkerson, general sales manager 27 Bristol-Myers Co. 21,000,000 17,000,000 3 2 POWRG WO. sensssoree sctetige: 00,000 
: om sae 94 Brown-Forman Distillers Corp. ......::.-cesssveeeeee 6,093,843 5,011,370 G7 PopelCole Co. nnverrresne 11,164,000 = 10,100 
: / naer, oes “4 4 33 Grown & Willemsen Tobacco Corp. ................ 20,000,000 9,000,000 TH. Vepprentnnutlogtio (es scsecicssccccessascstsssienvistubictons 9,180,000 7,920,000 
TING COED. coningnistasstinahoneniomabeleanimensl 26,000,000 25,228,799 
Cunningham & Walsh, New York—all Oe ee Fe  cccsccteri> saeniiienmnicinds 7,481,334 6,259,720 20 , P lated . 
: products—Peter Hahn, account executive. | 96 California Packing Corp. .svssscswnssnsensesnesen 5,750,000 5,250,000 7 a gene eeonasereer a prrecens 
; Hi SOE RES RCT AERA St 20,000,000 17,000,000 rocter BD Bs cncoseronoevsnocncrovenosapaanenines st — 
4 PIGMENTS DIVISION € yee. 2 "a ss 10,527,674 9,329,577 FB Predewtiel amwemse GBs. cxcesecsccsssccccccessasiocssees 6,616,570 4,326,674 
: MARKETING PERSONNEL Sea SEIS | “deeniadhitienatebaincnecbedinecnpsltmaness J P “oan... ee 16,047,709 15,807,298 
L. Sklarz, general sales manager 1O Radio Corp. of America ............ccceseeerseesereneenes 35,173,000 30,773,000 
GB. Meynen, aavertiins | 53 vested — - seseeenenentannannnecnncnnnceennnssees pep er Bae ce BI Ralston-Purina Co. -vcscvsvoccocscssssnssesnsssesseeeeeenes 8,000,000 7,500,000 
. B. Meynell, advertising manager 55 Chesebrough-Pond’s Ine. .......ccccesesersereeesnennenes AVY, 0 TO AG NE RK | dtecsccncsccrecsictenneetnsieiincicnml 15,503,079 7,500,000 
ADVERTISING AGENCE IY “CI diiciccisdiniialneiidlentimentiiaand 60,093,289 68,629,722 
Hazard Advertising Corp.—all products 81 Rexall Drug Co. ..... ton 8,000,000 6,000,000 
—Donald Forsnan, account supervisor; WS GaGa Ga contitnnclisiiontennas 29,000,000 26,000,000 88 Reynolds I i i 7,750,000 7,500,000 
Grover Logan, account executive. & Colgate-Palmolive Co. 67,000,000 62,000,000 14 BR. J. Reynolds Tobacco Co. ...ccssssscsssssssssssssees 30,000,000 27,000,000 
PLASTICS & RESINS Davaensoe | 82 Conttecntal Sating Co. «..................---- 12,225,000 7,301,000 19 Schenley Industries Ine. .csccsoccsnsneeseenseensee 26,991,269 25,396,030 
i MARKETING PERSONNEL 68 Corn Products Refining Co. ... 11,000,000 8,000,000 58 Jos. Schlitz Brewing Co. ..cccccc-ccocssssss:vsssssssessee 12,605,035 11,560,000 
vis ee 73 Helene Curtis Industries Ime. .........e-vvevsveeesen 10,000,000 8,000,000 70 Scott Paper Co. ...ccccvvvssssee adil 10,798,790 8,619,080 
» B. TER, GONE SRRREGEP 12 Distillers Corp.-Seagrams Ltd. ......ccsvessveessvees 31,547,043 30,413,125 : 
- N. B. So ; keti % - - galery 1, Se BEAN. _ consrncnnanvilincapaceininnicinhiahinn 14,750,000 12,550,000 
7 Se SE OE as Eis ee ee Oe 23,500,000 23,323,150 
R. G. Head, marketing manager, resins Se Ce Te Ga aecenttetsemicnreteniensieninions 20,000,000 17,000,000 a oa 
ortedee = FB Fan GD CGD. ncrescocccssssiecesesrsitsebinagpeima 6,720,229 4,492,498 
Advertising 
T. M. Wennergren, adnan of advertis- > pete gad . “ eat eee aul om smn OU BRR GO. cacocorsicsieactcsercsiscersssecsssininbtbontnns 12,351,750 10,560,721 
ing als I, SOs ia iocantiiconesntdpsiaiicves ,200, 000, 
Ps ADVERTISING AGENCY cducts| 2 Firestone Tire & NS RA oe OE 14,500,000 —- 13,000,000 S wa tne Si es Br? pepe fears : 
azar vertising Corp.—all produc en 567, ,000, 
except Melmac dishware—Herbert Peck, 3. Ford AND TD, idaseSahdarkssdhcepbiinertetinserinatcmmpinees 88,650,000 72,942,694 40 Standard Oil Co. (Ind.) Pe ae! 17,500,000 16,000,000 
account supervisor; John Duran, account 5 General Electric Co. ............. pinalitbbieapshtpeciientes 74,096,940 60,632,197 37 Standard Oil Co. (New Jersey) 18,696,000 14,000,000 
executive; Melmac dishware, Herbert 4 General Foods Corp. : =o 77,700,000 75,000,000 7 Gedin Cros rd secevcssocenceneseties payne annie 
Peck, account supervisor, Fred Cowan, - b. cecconianpesagibelidisedtiancees sostépuibese J , y , 
account executive. - od — wes Seah pe eimaaaie e. tai ta Bre gee autem 57 Studebaker-Packard Corp. ........c.ccccccsseseenenennnes 12,841,674 13,275,209 
CoE) > ale aaa oe png TD: Daman CA vaicceeecnstsescchinteninscciiennamns 9,000,000 6,700,000 
SURGICAL PRODUCTS 9B General Tire & Rubber CO. .ccssninsnennnnin 5,400,000 4,600,000 ime oe 24000000  sn0eneee 
DIVISION Se MI GG > caiicahcndncditesnitennistexelsbeiitnsineentinn 29,000,000 27,251,887 43 T Cc 16 197,008 13,900,000 
MARKETING PERSONNEL I GINS Fea ai oa saan atatitngseaicistieniiocsenaaamanaaee 197, , ; 
Sales 54 Union Carbide Corp. 13,828,372 11,426,535 
C. T. Riall, — Sane 66 B. F. Goodrich Co. 11,500,000 11,500,000 75 United Merchants & Mfg. Co. ...cccccccccccccceeeeee 9,171,452 6,183,668 
vertising " 
3. P. Omalyev, advertising manager 27 Goodyear Tire & Rubber Co. .....ccccccccecccessees 21,000,000 20,440,680 SS OS Re an eae 11,000,000 9,000,000 
ADVERTISING AGENCY 100 Grove Laboratories Ime. ....cccccccccccscceeeeeeeeeee 5,074,292 3,810,553 Oh, Cas htecscccnisciceniscittetngiitticsctinvese 8,215,404 7,515,527 
Dickie-Raymond Inc., Boston. ee NG ends inccctinierndtvtenssiinns 12,000,000 10,000,000 55 Hiram Walker-Gooderham & Worts Ltd. ........ 13,000,000 12,000,000 
FORMICA CORP. 78 H. J. Heinz Co. ........ 8,500,000 7,000,000 } 24 Warner-Lambert Pharmaceutical Co. ................ 23,000,000 23,243,184 
MARKETING PERSONNEL 99 Hunt Foods & Industries ........cccccccceccceceeeseee 5,124,534 6,250,000 81 Wesson Oil & Snowdrift Co. Ime. 0... ee 8,000,000 4,250,000 
Sales 41 Joh FE ti eae ee 17,000,000 16,000,000 11 Westinghouse Electric Corp. ......cccsesseseseersereees 32,000,000 25,000,000 
F. C. Walter, at eee eS] ee ena kt ene 12,000,000 11,000,000 BL Wim. Wrigley Ir. Co. .ccccccsscsseesernnerereersenennnennes 8,000,000 8,000,000 
E. A. More, advertising manager Pe I GG weersccescctenteintinesnsstailisttntigtsdaerenesscescscie 18,000,000 17,000,000 ' GRAND TOTAL $2,079,623,406 $1,850,223,172 
ADVERTISING AGENCY j 
Perry Brown Associates, Cincinnati— 
all products—Sprague Mullikin, t 
executive; Theodore Brown, account su- 


been undertaken in Argentina, 
Venezuela and Brazil. 


ein Juiy of this year, a new 
president, Kenneth A. Bonham, 
was announced for the Whitehall 
Pharmacal Co. (American’s pack- 
age drug and cosmetic division), 
replacing the late Elliott A. 
Bowles. Mr. Bonham had been vp 
and general manager up to the 
time of his appointment. At one 
time, he had been president of 
the Emerson Drug Co. 

At the beginning of 1957, Fred 
G. Robbe, previously advertising 
manager of the P. Lorillard Co., 
was named director of advertising 
for the food division, American 
Home Foods. 

Approximate division of Amer- 
ican’s spot tv budget was: $1,400,- 
440, food; $129,350, household; and 
$436,080, drugs and cosmetics. 


s The drug and cosmetic division 
was the heaviest in newspapers 
with $1,156,166, followed by food 
with $512,099 and household with 
$142,462. 

In magazines (general, farm and 
Sunday supplements included),' 
food led with $1,540,678. Drug and | 
cosmetic accounted for $1,233,842 | 


and household, $333,260. \J 
Network tv included allocations| ; 1 sanders, Southeastern regional sales 


of $4,636,402 for Anacin and Aero 


Shave; $1,640,402 for Anacin and 
other products; $338,256 for all 
products; $185,565 for waxes, pol- 
ishes and analgesics; $8,149,403 for 
drug and cosmetic; $511,491 for 
food; $238,110 for household. 

American, the largest producer 
of Italian type foods with its Chef 
Boy-Ar-Dee line, is also believed 
to have market leaders in Anacin, 
Griffin shoe polishes and Prepara- 
tion H. 


ADVERTISING EXPENDITURES 
1 


955 1956 

NOWSPApers nee $2,469,658 $1,811,087 
MagasIMes  .......ccccecercenee 2,084,315 2,597,109 
Farm Publications . 174,631 263,799 
Network Television 9,249,054 15,758,019 
Spot Television ........ 1,965,900 
Network Radio .......... 1,890,273 
Bust Publicati 127,900 

Total Measured ....15,867,931 22,523,814 

Total Unmeasured 6,132,069 6,476,186 


Estimated Total 


Expenditure 29,000,000 


AMERICAN HOME PRODUCTS 
CORP. 
MARKETING PERSONNEL 
William M. Stedman, director of adver- 
tising 


AMERICAN HOME FOODS 
MARKETING PERSONNEL 
Sales 
wrence J. Sauers, vp in charge of sales 
Joe Shortwich, assistant general sales 
manager 
. P. Conrad, 
manager 


Eastern regional sales 


manager 
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C. B, Watson, Mid-Atlantic regional sales | 


manager 


| 
James Chariton, North Central regional 


sales manager 

M. Austin Guild, South Central regional 
sales manager 

Dave Janda, Central Pacific regional sales 
manager 

Allen Chambers, North Pacific regional 
sales manager 

Advertising 
Fred G. Robbe, director of advertising 


ADVERTISING AGENCIES 

Young & Rubicam, New York—Chef 
Boy-Ar-Dee and Dennisons—Edward L 
Bond, account supervisor; Jess Bickmore 
and James Tyrrell, account executives. 

Charles W. Hoyt Co., New York—G. 
Washington Instant broth—A. W. Fargo, 
account supervisor; R. M. Anrig, account 
executive. 

Geyer Advertising, New York—Burnett’s 
flavoring extracts—Frank Kearney, ac- 
count supervisor; Wright Nodine, account 
executive. 


WHITEHALL PHARMACAL CO. 
MARKETING PERSONNEL 
Kenneth A. Bonham, president 
Sales 
William H. Strawson, vp in charge of 
sales 
Advertising 
R. G. Rettig, vp in charge of advertising 
William L. Sibert, assistant advertising 
manager 
ADVERTISING AGENCIES 

Ted Bates & Co., New York—Several 
products, including Anacin and Prepara- 
tion H—Dan Rodgers, account super- 
visor; Austin Gedney, James Benham, 
Seymour Radzwiller, Arnold Deutschman 
and Harry Muller, account executives. 

Sullivan, Stauffer, Colwell & Bayles, 
New York—BiSoDol and Infra Rub— 
Ralph Smith, account supervisor; Martin 
Hummel, account executive. 

John F. Murray Advertising Agency, 
New York—Hill’s cold  tablets—Alice 
Carle, account supervisor. 

Grey Advertising Agency, New York— 
Kolynos and Needol—B. L. Rand, ac- 
count supervisor; D. Plouff, account ex- 
ecutive. 

Lynn Baker Inc., New York—Jo-Cur 
wave set, Heather rouge and Kiss of 
Color tube rouge—George R. Furey, ac- 
count executive. 

Ruthrauff & Ryan, New York—Prod- 
ucts include Neet and Dristan—Thomas 
Greer, account supervisor; Mrs. Joan 
Sumerville, account executive. 

McCann-Erickson, New York—Duplex- 
in—Harold Grafer, account supervisor. 


BOYLE-MIDWAY 
MARKETING PERSONNEL 
E. C. Harbur, vp in charge of marketing 
Sales 

Eugene Lescher, vp in charge of sales 

Ross S. Covert, vp and manager, West 
Coast 

G. J. Harrington, vp in charge of syndi- 
cate sales 

Thomas Blankley, product manager for 
garden insecticides 

L. G. Feiertag, vp in charge of southern 
sales 

R. J. Hartman, vp in charge of midwest 
sales 

Advertising 

Robert S. Wheeler, director of advertis- 

ing and sales promotion. 


ADVERTISING AGENCIES 

Geyer Advertising, New York—<Aero- 
mist, Aerowax, Aero shave, Antrol in- 
secticide, Wizard deodorizers, Easy-Off 
oven cleaner, Griffin shoe polish, Sani- 
Flush, Black Flag insect spray, Filyded 
insect spray, Old English Dri-Brite, Paste 
Wax, Snarol cutworm bait, Ridz dog re- 
pellent, Quick Dip silver cleaner, Wood- 
brite polish—Frank Kearney, account su- 
pervisor; Clark Glenn and Robert Wilson, 
account executives. 

Young & Rubicam, New York—Plastic 
Wood and 3-In-One oil—Robert Clayton, 
account supervisor; Kent Dennan, ac- 
count executive. 

J. Walter Thompson Co.—West Coast 
regional advertising—Tom R. Cooper, ac- 
count supervisor; H. R. Halderman, ac- 
count executive. 


American Motors 
Corp. 


American Motors Corp., Detroit, 
is the nation’s 5lst largest adver- 
tiser, with a total 1956 expenditure 
estimated by ADVERTISING AGE at 
$14,500,000, of which $7,985,530 
was in measured media. This is a 
notable drop from the 1955 budget 
which ApDVERTISING AGE has esti- 
mated was $18,000,000, of which 
$9,286,904 was in measured media. 

The corporation’s sales for the 
first three quarters of its current 
fiscal year, which began last Oct. 
1, were $288,424,452, markedly be- 
low the $319,841,661 for the com- 
parable period last year. This re- 
sulted in a nine-month loss of $6,- 
467,926. 

But AMC, which has been meas- 
uring its success lately in terms 
of reduced losses, points out that 
this is considerably less than the 
$18,524,030 loss sustained in the 


Top 25 National Newspaper Advertisers 
Rank Advertiser : 1956 1955 
1 General Motors Corp. o.....cccccccccsesesesseseseeeenees $53,778,652 $62,587,251 
fh een 25,366,292 29,610,982 
DB PT COI ccsvrrcseserprncscscccscccsoseee 17,946,196 24,058,711 
4 Colgate-Palmolive Co. ....cccceeseceeees 12,335,541 9,335,133 
5 Distillers Corp.—Seagram’s Ltd. ............00000 11,751,216 9,810,168 
SE Ts RE alichcihcarlintebecatstapeoccecnsenvccescscaseos 10,576,501 7,672,939 
7 General Electric Co... 10,292,387 7,557,Al4 
8 National Distillers Products ..............cccre 8,628,760 6,549,419 
Y Schenley Industries, Inc. .......ccccceeecerserereeeee 7,365,790 5,925,590 
10 Procter & Gamble Co. «0.0.00 7,141,885 7,946,306 
11 National Dairy Products Corp... 7,107,153 4,811,426 
12 General Foods Corp. ..ccccccccccccsessessersersensenees 6,701,455 8,665,524 
13° R. J. Reynolds Tobacco Co. ..........:.0-000 6,517,893 3,793,402 
14 American Tob _ Re Rs ee ea 6,033,100 4,273,234 
Be PR HII ercstcrncntnccecesconssesesessvccesscasnets 5,975,055 4,805,642 
16 Studebaker-Packard Corp. ........ 4,495,716 6,025,371 
Ber | I rc dephcesctcrniisntcitccinsccsecnseicsece 4,281,819 3,528,133 
Pee RP TRTIIID, dhcetscsesedecenntsasasonacensiehsensmnthenassesocsee 4,215,509 2,407,907 
i aia eteenceentibigunindicseabse 3,998,486 3,354,979 
20 Campbell Soup Co. dais 3,854,537 2,344,703 
21 Standard Oil Co. (New Jersey) 0.0... 3,442,246 2,311,542 
Se IR TINUE cctenicancticnngquinssrernopnincsccosincecees 3,432,583 3,908,473 
Be PE TI, cpticattiaieseecsteitainevecencsecesesesssenece 3,319,632 2,772,989 
24 3,223,682 3,185,454 
25 Westinghouse Electric Corp. ......ccccsssssereeneees 3,137,028 2,514,967 


| 
like period last year. (The actual 
year-ago loss was reduced to only 
$7,871,801 by sale of some of AMC’s 
Ranco Inc. stock for $10,652,229, 
but this is a non-recurring credit.) 


s AMC’s three major divisions are 
automotive, appliance (Kelvina- 
tor) and special products (primar- 
ily defense contracts). 

The automotive division as a 
whole did slightly poorer the first 
half of this fiscal year than the 
first half a year ago, due partially 
|to shutdowns caused by a strike 
j}at Houdaille Industries Inc., Chi- 
cago, supplier of AMC’s bumpers. 

First half car sales totaled 54,- 
006 compared with 54,189 sold in 
the first half last year. Rambler 
did best, with unit sales totaling 
36,786, compared with the year- 
ago figure of 30,167. The Metro- 
politan has also sold slightly better 
than a year ago. 

Nash and Hudson, on the other 
hand, are both behind last year’s 
first half sales. But AMC finds 
consolation in the fact that the 
automotive division’s losses for the 
first half are 80% below the pre- 
vious year’s first half. 


® The Kelvinator division produc- 
es a full line of home laundry 
equipment, electric ranges, waste 
disposers, dishwashers, home 
freezers, kitchen cabinets, refrig- 
|erators, air conditioners, and com- 
mercial cooling and freezing cab- 
inets. Most of these are produced 
|junder either the Kelvinator or 
Leonard brand names. 

AMC’s Kelvinator and special 
products (defense) divisions are 
losing money this year. George 
Romney, AMC president, attributes 
Kelvinator’s losses to “chaotic” 
conditions in the appliance indus- 
try which have made profitable 
operations “almost impossible.” 
The losses in the defense work 
division, he says, are causing AMC 
‘to curtail its activities and expen- 
ditures in this field. 
| Mr. Romney is very doubtful 
ithat AMC will be able to show a 
| profit in 1957, but believes it will 
}in 1958, particularly if AMC’s cost 
|cutting campaign continues to gain 
ground. The reduced ad budget 
was part of the “cost” cutting. 


® As part of this campaign AMC 
reportedly will standardize the 
| basic body shell of the 1958 models 
|of the Hudson, Rambler and Nash, 
,as does other auto makers, and 
| build the cars on a single assembly 
line in the Kenosha, Wis., as- 
sembly plant. Front and tail deck 
designs would vary for the differ- 
ent cars. A cost advantage of this 
is that style changes on the front 
and rear decks would be cheaper 
to tool up for and could be made 
more frequently, if desired. 


Expansion of the Kelvinator di- 
vision, both by development of 
new lines and by acquisitions, is 
part of the corporation’s plans for 
this year. 

ADVERTISING EXPENDITURES 
1955 1956 

$2,895,365 

1,943,524 

61,100 

318,500 
2,218,142 


Newspapers ... 
Magazines .... 

Farm Public: “ 
Rn 4 P hii “. 253,600 
Network Television 3,030,253 


Spot Television ........ 128,910 
Network Radic ............ 46,956 — 
OUtOOF coc. 78, BBO 419,989 
Total Measured .... 9,286,904 7,985,530 
Total Unmeasured 8,713,006 6,514,470 
Estimated Total 
Expenditure ........ 18,000,000 = 14,500,000 


Parent Corporation 
| AMC Institutional and General Promotion 


| 1956 
Newspapers 2.000000... $ 691,829 
a 43,244 


AUTOMOTIVE DIVISION 
MARKETING PERSONNEL 
Sales 

Roy Abernethy, vp for distribution and 
marketing 

John W. Raisbeck, sales operations vp 

Virgil E. Boyd, field sales manager 

James W. Watson, sales manager for Met- 
ropolitan 

A. E. Tracy, eastern divisional manager 

M. A. Saunders, central divisional man- 
ager 

L. E. Stewart, midwestern divisional 
manager 

G. R. Browder, western divisional man- 
ager 


Advertising 
Fred W. Adams, advertising and mer- 
chandising director 
John H. McGuckin, merchandising man- 
ager 
A. D. Gage, advertising manager for 
Nash, Hudson and Metropolitan 
E. B. Brogan, advertising manager for 
Rambler 
ADVERTISING AGENCIES 
Geyer Advertising Inc., Detroit—John 
Henry, automotive account executive. 
Measured Advertising Expenditures 
Nash-Hudson Kelvinator 
Combination Ads 
1956 
Network Television .. $2,209,278 
Nash-Hudson-Rambler-Metropolitan 
Combination Ads 
eT 135,915 


Newspapers ... 858 052 
Magazines ...... : : 434,749 
Network Television 8,864 
Spot Television 59,620 
Outdoor .. 414,589 

Total 1,775,874 


Nash-Hudson 


Newspapers 44,165 
| Hudson 
| Newspapers 469,990 | 
Magazines : 222,565 
Spot Television 580 
Outdoor ........... 5,101 
, 2a 698 ,236 


Newspapers ....... hei 149,199 
Rambler 

Newspapers ». 485,825 

Magazines — nail 693 ABR 

, ie : 1,179,523 


KELVINATOR DIVISION 
MARKETING PERSONNEL 
Sales 
H. L. Travis, sales vp 
E. B. Barnes, general sales manager 
J. M. Tenney, assistant sales manager 
|W. L. Hullsiek, merchandising manager 
H. A. Valencourt, eastern region sales 
manager 

W. W. Patterson, Central regional sales 


manager 


J. V. Donohue Jr., western regional sales 

manager 
Advertising 

W. E. Saylor, advertising and sales pro- 
motion director 

H. A. Willis, national advertising manager 

J. T. Stone, manager, special merchan- 
dising services 

Lyle Schultz, assistant sales promotion 
and advertising director 


ADVERTISING AGENCIES 
Geyer Advertising Inc., Detroit—Wil- 
liam D. Lewis, Kelvinator division account 
executive; Neal Nyland, vp, assigned to 
Kelvinator account. 


ADVERTISING EXPENDITURES 
Newspapers .................. 


Farm Publications .. 
Spot Television ........ 
Outdoor 

Total Measured .... 599,156 


American Telephone 
& Telegraph Co. 


American Telephone & Tele- 
graph Co., New York, is the 32nd 
largest advertiser in the U. S. 
AT&T and its affiliated compa- 
nies invested an estimated $20,- 
645,957 in advertising in 1956, of 
which $17,645,957 was in meas- 
ured media. Although these fig- 
ures reveal a measured media in- 
crease of more than 100% for the 
parent company and its affiliates 
from 1955’s $8,635,617, about 45% 
of the advance was attributable to 
spot television, a medium which 
was not measured in 1955. Last 
year the company’s spot televi- 
sion appropriation was $3,800,990. 
No figure is available for 1955. 
The current estimate places 1955 
spending at some $13,635,000, 
putting 1956 total spending 45% 
above the previous year. 

During 1956, AT&T went into 
network television over ABC-TV, 
with a half-hour dramatic show, 
“Telephone Time,” narrated by 
John Nesbitt. In addition, the 
parent company presented the 
first in a series of television docu- 
mentary films last fall, when it 
showed “Our Mr. Sun” over 158 
stations of the CBS-TV network 
and over 24 Canadian stations. 
This is part of a continuing ser- 
ies, which will be presented at an 
anticipated rate of four a year. 
“Hemo, The Magnificent,” was 
the most recent of the hour-long 
color films, which is scheduling 
“The Strange Case of the Cosmic 
Rays,” for the fall. AT&T’s net- 
work ran $2,285,000 in measured 
media during 1956. Magazines al- 
so accounted for part of AT&T’s 
increased spending during last 
year, up to $8,081,983 from $6,- 
761,443, with the newspaper ex- 
penditure up last year to $2,058,- 
616 from $429,628. 

The newspaper budget, except 
for $195,761 in institutional ad- 
vertising and $61,620 spent by 
Western Electric Co., was spent 
by the affiliated AT&T telephone 
companies. New York Telephone 
Co. spent $692,960 in newspapers 
last year; Southwestern Bell Tel- 
ephone Co., $357,658; Southern 
Bell Tel. & Tel., $486,170; New 
Jersey Bell Telephone, $198,704, 
among others. The outdoor spend- 
ing was done by the affiliates, 
with the top outlay by Southern 
Bell, which spent $123,954 in 1956, 
followed by Southwestern Bell at 
$99,330. 


|@ Spot television spending, which 


exceeded $3,800,000, was mainly 
done by AT&T’s regional tele- 
phone companies. In April, the 
Bell System kicked-off an all- 
media campaign to promote use 
of the telephone directory yellow 
pages emblem by national adver- 
tisers. The 1957 over-all budget 
is up about 10%. 

AT&T sales have continued 
their upward progression from 
$5,297,043,000 in 1955 to $5,825,- 
297,000 in 1956. Im 1950 sales 
were $3,261,528,000. Sales in- 
creases have been reflected in the 
profit picture. Net profit for 1956 
was $755,933,854, up from $664,- 
243,000 the previous year. Net in 
1950 was $346,962,000. 


Advertising Age, August 19, 1957 


AT&T has 20 subsidiaries and 
affiliates, which form the Bell 
System and dominate the U. S. 
telephone industry. They are the 
world’s largest public utility en- 
terprise. The system includes the 
principal telephone operating 
companies in the U. S., a nation- 
wide long distance lines system 
and the leading manufacturer of 
telephone equipment. 


s Estimated new units to be add- 
ed during the first nine months 
of 1957 will exceed 2,200,000 tele- 
phones, compared with 2,300,000 
for the same period in 1956. Since 
1950, phones in the AT&T system 
have jumped from 35,000,000 to 
51,500,000, representing about 
82% of the telephones which can 
be inter-connected. To meet cur- 
rent as well as future demands 
for phones, stations, interconnec- 
tions and new dialing equipment, 
the Bell System expects to spend 
$2.5 billion during 1957, as com- 
pared with $2.2 billion last year. 
This fall, AT&T will complete 
a $37,000,000 telephone cable sys- 
tem between California and Ha- 
waii. The cable, which will be 
able to handle 36 simultaneous 
conversations, is similar in design 
and construction to the transat- 
lantic cable system which was 
placed in service in 1956. The 
| Pacific cable system has an added 
| feature—operator dialing of calls 
| between U. S. and Hawaii. 
Communication services, besides 
a network of toll lines, include 
teletypewriter exchange service, 
mobile radio telephone service and 
services and facilities for private 
line telephone and teletypewriter 
use and for transmission of radio 
and television programs. Telephone 
subsidiaries lease circuits and re- 
lated equipment to Western Union, 
Telegraph Co. Revenues are also 
received from the sale of advertis- 
ing space in telephone directories. 


s The Bell System added 3,227,000 
telephones in 1956, including 1,- 
000,000 additional telephones in 
bedrooms, kitchens, playrooms and 
other locations in the home. 
|Last year, long distance dialing fa- 
|cilities increased four-fold. By the 
| start of 1957, “direct distance dial- 
|ing” was available to about 2,400,- 
|000 people in 253 exchanges. On 
the majority of other long distance 
calls, operators were dialing the 
distant number directly. 

Network television service was 
extended to 428 stations in 289 
cities, an increase of 38 stations and 
29 cities during 1956. 

Bell Telephone Laboratories, 
New York, AT&T’s principal re- 
search arm, does_ considerable 
work for the U. S. government. 
About 48% of the Bell Labora- 
tories’ budget for 1957 is ear- 
marked for defense. 


s Western Electric Co., another 
subsidiary, manufactures telephone 
apparatus, cable and switchboards, 
mainly for AT&T use. Western 
Electric also procures and sells 
materials and supplies which it 
does not manufacture to company 
affiliates, as well as installing cen- 
tral office equipment. TeleType 
|Corp., a Western Electric subsidi- 
jary, manufactures printing tele- 
|graph equipment. 
| AT&T continues its longtime 
jagency relationships. N. W. Ayer & 
Son, New York, has handled all 
advertising except the yellow pages 
since 1908. Classified advertising 
has been handled by Cunningham 
& Walsh, New York, for some 25 
years. 

Advertising expenditures listed 
by AT&T for the parent company 
are as follows: 


1955 1956 
NOWSPEPETS o.oeccccecees 3 585,000 430,000 
Magatines .................. 5406441 6,216,667 


Farm Publications .. 331,286 
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The Bridge...What the world's largest cantilever 
across the river at downtown New Orleans will 


do to the economy is so big that it can only be 
compared to what you can do, using us! 


F; TRS r ADVERTISING MEDIUM 


IN NATION'S 2ND PORT IN 
NATION'S 2ND OIL PRODUCING STATE 
AND SOON FIRST U. S. NICKEL AND 
COBALT PRODUCER 


REPRESENTED BY JANN & KELLEY, INC. 
CIRCULATION DAILY 296,399 SUNDAY 288,453 


Avg. ist qtr. 1957 as filed with the Audit Bureau of Circulations, subject to audit, 
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Business Publications 392,100 492,500 
Network Radio ............. 479,028 
Network Television 2,285,036 
Spot Television 3,800,990 
Outdoor ......... 242,132 515,696 
Total Measured ...... 8,635,617 17,645,957 
Total Unmeasured .. 5,000,000* 3,000,000 
Total Estimated 
Expenditure ........... 13,635,617 20,645,957 


(* Includes spot tv, not measured in 1955) 


AMERICAN TELEPHONE & 
TELEGRAPH Co. 


(New York) 
James W. Cook, vp in charge of merchan- 
dising 
Sales 
John J. Hanselman, assistant Vp 
W. H. Riggs, sales and service engineer 
Fred C. Smith, sales pr ti gi 
Advertising 
W. W. Straley, assistant vp, in charge of 
advertising 
Harry W. Wilcox, advertising manager, 
print media 
Will Whitmore, advertising manager, lec- 
tures and exhibits 
W. E. Haesche Jr., advertising manager, 
radio and television 


ADVERTISING AGENCIES 


N. W. Ayer & Son, New York-—-all ad- 
vertising except classified directory— 
Vance Babb, account supervisor; Robert 
Zabel and Henry Baker, account execu- 
tives; Jerry Jordan Jr., account executive, 
television. 

Cunningham & Walsh, New York— 
classified directory—J. J. Cowen, account 
supervisor; Earl Schultz, account execu- 
tive. 


NEW ENGLAND TELEPHONE 
& TELEGRAPH CO. 


(Boston) 
Erskine N. White, president, sales 
Francis A. Barrett, assistant vp 
Advertising 
Thomas M. Hennessey, vp, in charge of 
advertising and public relations 
William B. Blake, advertising manager 


ADVERTISING AGENCIES 
Harold Cabot & Co., Boston—all services 
—Edward Chase, account executive. 


SOUTHERN NEW ENGLAND 
TELEPHONE Co. 
(New Haven, Conn.) 
MARKETING PERSONNEL 
Lucius S. Rowe, president 
Paul W. Zorn, vp and general manager 
Advertising 
W. W. Wren, vp in charge of public re- 
lations 
ADVERTISING AGENCY 
Batten, Barton, Durstine & Osborn, Bos- 
ton—all services—George F. Cozzens, ac- 
count executive. 


NEW YORK TELEPHONE CO. 
(New York) 
MARKETING PERSONNEL 
Keith S. McHugh, president 
Willard G. Hampton, exec vp 
Advertising 
Kennerly Wood, vp in charge of public 
relations 
P. B. Carl Jr., assistant vp in charge of 
advertising 


ADVERTISING AGENCY 
Batten, Barton, Durstine & Osborn, New 
York—all services—Robert H. Schmelzer, 
account executive. 


NEW JERSEY BELL 
TELEPHONE Co. 
(Newark) 
MARKETING PERSONNEL 
William A. Hughes, president 
Advertising 
J. B. McCullen, vp in charge of public 
relations 
J. H. Connolly, advertising manager 
ADVERTISING AGENCY 
Reach, McClinton, Newark—all serv- 
ices—D. R. Mayer, account executive. 


BELL TELEPHONE CoO. 


OF PENNSYLVANIA 
(Philadelphia, operational responsibility 
for Bell Telephone Co., Philadelphia) 

MARKETING PERSONNEL 

Sales 
W. D. Gillen, president 
H. T. Inman, vp in charge of merchan- 
dising 
Advertising 
H. S. LeDuc, vp in charge of public 
relations 

ADVERTISING AGENCY 

Gray & Rogers, Philadelphia—all serv- 
ices—for Bell Telephone Co. of Pennsyl- 
vania, and Diamond State Telephone Co., 
Philadelphia—J. B. Gray and E. H. Rogers, 
account executives. 


CHESAPEAKE & POTOMAC 
TELEPHONE Co. 


OF WASHINGTON 
(Washington, D. C.) 
MARKETING PERSONNEL 

James B. Morrison, president 
Advertising 
William J. McManus, vp in charge of 
public relations 
R. E. Graham, 
supervisor 
R. K. Wheat, assistant vp, in charge of 
advertising 
ADVERTISING AGENCY 
N. W. Ayer & Son, Philadelphia—all 
services—A. B. Wheeler, account execu- 
tive. 


general public relations 


Top 25 Spot TV Advertisers 
(Spot TV expenditures were not measured in 1955) 

Rank Advertisers 1956 

D Pemmber GB Berle Ce. ccccccccccsccssscccessssccscsccsescsssccscccsesesessessseses $17,522,450 
2 Brown & Williamson Tobacco Corp. ............0000 ee 11,288,620 
i III RIES "COMIN... -cscsctpucrsndendnsdcctensoveccsostecnscsosesevccesecosseoonte 9,415,940 
4 Sterling Drug Inc. 8,823,300 
TRI TIT TID. cccoccccccsscsasssivcosasccccnrcccescesocssvesnsecsssosescosscscsen . 7,369,440 
6 Colgate-Palmolive Co. 7,314,700 
7 Warner-Lambert Pharmaceutical Co. 6,383,100 
8 Continental Baking Co. 5,732,480 
9 National Biscuit Co. 5,536,500 
Ee a a a OE 5,528,480 
VB Milles Laboratories IC. .....ccccccccccsscccscccessscsscssreoreserserererssesssssers 5,354,730 
12 Kellogg Co. 4,810,530 
RI MII, TI. a csccsitssncscntbnononeescogtivnecenncesoscesorsscosessts 4,535,210 
14) United Merchants & Mfg. Co. ..ccccssescsesevsnsnsnenenesneerseeneenennes 4,450,490 
15 Liggett & Myers Tobacco Co. ...ccccccsessessnssssnenersnenensneenscersnene 4,400,900 
TR TIEN PUREE TEI. (os scissnsscckaghsinaniocsenccanenneubaseconegsrecsoceccocoocconse ‘ 4,298,650 
17 American Telephone & Telegraph Co. ..........--versessseneeueenens 3,800,990 
18 Coca-Cola Co. 3,697,460 
WR TT FRIIS CO, cesses ccseccccdncsccecccesccveccvncccccscceccovsrscnsnvete 3,487,860 
20 Ford Motor Co. 3,332,620 
21 Max Factor & Co. 3,181,730 
22 Corn Products Refining Co. ....... 2,849,350 
23 Standard Oil Co. (New Jersey) 2,376,670 
24 Nestle Co. 2,374,920 
25 P. Lorillard Co. 2,148,610 


CHESAPEAKE & POTOMAC 
TELEPHONE CoO. 


OF MARYLAND 
(Baltimore) 
MARKETING PERSONNEL 
Advertising 
N. P. Worthington, assistant vp in charge 
of public relations 
ADVERTISING AGENCY 
N. W. Ayer & Son, Philadelphia—all 
services—A. B. Wheeler, account executive. 


CHESAPEAKE & POTOMAC 
TELEPHONE Co. 


OF VIRGINIA 

(Richmond) 

MARKETING PERSONNEL 
Advertising 

H. H. Moore, general public relations 

supervisor 

ADVERTISING AGENCY 

N. W. Ayer & Son, Philadelphia—all 

services—A. B. Wheeler, account execu- 


tive. 


CHESAPEAKE & POTOMAC 
TELEPHONE Co. 


OF WEST VIRGINIA 
(Charleston) 
MARKETING PERSONNEL 
Advertising 
J. L. Fordyce, general public relations 

supervisor 
ADVERTISING AGENCY 
N. W. Ayer & Son, Philadelphia—all 
services—A. B. Wheeler, account execu- 
tive. 


SOUTHERN BELL TELEPHONE 


co. 
(Atlanta) 
MARKETING PERSONNEL 
Sales 
Ben S. Gilmer, president 
H. G. Turner, vp in charge of merchan- 
dising. 
Advertising 
H. G. Booth, vp in charge of public rela- 
tlo 


ns 
Cc. L. Buckingham, general advertising 
manager 
ADVERTISING AGENCY 
Tucker Wayne & Co., Atlanta—all serv- 
ices—Doug Connah, account executive. 


OHIO BELL TELEPHONE CO. 
(Cleveland) 
MARKETING PERSONNEL 
Walter S. Sparling, president 
Advertising 
D. F. Jones, general advertising manager 
ADVERTISING AGENCY 
McCann-Erickson, Cleveland—all serv- 
ices—Arthur Oldham, account executive. 


CINCINNATI & SUBURBAN 
BELL TELEPHONE CoO. 
(Cincinnati) 

MARKETING PERSONNEL 

Bayard L. Kilgour Jr., president 

Advertising 

E. E. Druley, vp and director of public 
relations 

R. D. Perkinson, advertising manager 

ADVERTISING AGENCY 

Stockton, West & Burkhart, Cincinnati 
—all products. 


MICHIGAN BELL TELEPHONE 
co. 
(Detroit) 
MARKETING PERSONNEL 
William M. Day, president 
Advertising 
W. C. Patterson, vp in charge of public 
relations 
T. M. Pegram, general advertising man- 
ager 
E. J. Doyle, advertising manager 
ADVERTISING AGENCY 
N. W. Ayer & Son, Detroit. 


INDIANA BELL TELEPHONE 
co. 


(Indianapolis) 
MARKETING PERSONNEL 
Harry S. Hanna, president 
Advertising 
Frank Mussetter, vp in charge of public 
relations 
Vedder Gard, general advertising manager 
ADVERTISING AGENCY 
J. Walter Thompson Co., Chicago—all 
services——Carl Von Ammon, account su- 
pervisor; Jack Baity, account executive. 


WISCONSIN TELEPHONE CoO. 
(Milwaukee) 
MARKETING PERSONNEL 
Charles S. Wampler, president 
Advertising 
J. H. Paige, vp in charge of public re- 
lations and advertising 
E. R. Hanaver, advertising manager 
ADVERTISING AGENCY 
The Cramer-Krasselt Co., Milwaukee— 
all services—Theodore J. Wing, account 
supervisor; Hugh Reading, account ex- 
ecutive. 


ILLINOIS BELL TELEPHONE 


co. 
(Chicage) 
MARKETING PERSONNEL 
William V. Kahler, president 
Advertising 
Halex Nelson, vp in charge of public 
relations 
W. R. Scargle, advertising manager 
ADVERTISING AGENCY 
N. W. Ayer & Son, Chicago—all services 
—L. R. Hawley, account executive. 


NORTHWESTERN BELL 
TELEPHONE CoO. 
(Omaha) 
MARKETING PERSONNEL 
A. F. Jacobson, president 
Sales 
W. E. Pothen, assistant vp 
Advertising 
Glenn Allen, vp in charge of public re- 
lations 
William J. Sweeney, advertising manager 
ADVERTISING AGENCY 
Batten, Barton, Durstine & Osborn, 
Minneapolis—all services—Don E. Roet- 
tger, account executive. 


SOUTHWESTERN BELL 


TELEPHONE Co. 
(St. Louis) 
MARKETING PERSONNEL 
Edwin M. Clark, president 
Douglas Williams, vp in charge of adver- 
tising and public relations 
C. W. Petty, general advertising manager 
ADVERTISING AGENCY 
Gardner Advertising Co., St. Louis— 
all services—J. H. Leach, aecount execu- 
tive. 


MOUNTAIN STATES 
TELEPHONE & TELEGRAPH CoO. 
(Denver) 
MARKETING PERSONNEL 
Walter K. Koch, president 
Advertising 
Andrew Horan, vp in charge of advertis- 
ing and public relations 
S. J. Boulier, general advertising manager 
ADVERTISING AGENCY 
Rippey, Henderson & Bucknum, Denver. 


PACIFIC TELEPHONE & 
TELEGRAPH CoO. 


(San Francisco) 
MARKETING PERSONNEL 
Mark R. Sullivan, president 
Advertising 
R. J. Hadden, vp in charge of advertising 
and public relations 


H. L. Bright, assistant vp in charge of 
advertising 

G. M. Foster, public relations manager 

R. O. Lee, public relations supervisor, 
Seattle 


ADVERTISING AGENCY 
Batten, Barton, Durstine & Osborn, San 
Francisco—Robert E. Manning, account 
executive for California and Oregon. 
Cole & Weber, Seattle—Sydney Cope- 
land, account executive for Washington 
and Idaho. 


WESTERN ELECTRIC CO. 
(New York) 


MARKETING PERSONNEL 
Sales 
Clifford W. Smith, sales manager 
Advertising 
A. P. Clow, vp in charge of public re- 
lations and personnel 
W. M. Reynolds, director of public rela- 
tions 
R. V. Fingerhut, advertising manager 
H. B. Ellison, advertising supervisor 
ADVERTISING AGENCY 
Cunningham & Walsh, New York—all 
services—J. J. Cowen, account executive. 


BELL TELEPHONE 
LABORATORIES 
(New York) 


R. K. Honaman, director of publication 
Wesley Fuller, assistant director of publi- 
cation 
M. Brotherton, advertising manager 
ADVERTISING AGENCY 
N. W. Ayer & Son, New York—all serv- 
ices— Vance Babb, account executive. 


American Tobacco 
Co. 


American Tobacco Co., New 
York. The nation’s 15th largest 
advertiser, with total expendi- 
tures in 1956 estimated at $29,- 
000,000, of which $21,912,494 was 
in measured media. The previous 
year’s expenditures were esti- 
mated at $27,000,000, of which 
$21,150,523 was in measured me- 
dia. Ad expenditures for this year 
may be somewhat ahead of the) 
1956 level, with the new filter 
brand, Hit Parade, getting more 
support. 

The advertising expenditures 
appear to be fairly evenly divided 
among the products handled by 
the parent company and among 
those which are marketed through 
the American Cigaret & Cigar di- 
vision—that is, Hit Parade and 
Pall Mall cigarets and Antonio y 
Cleopatra, La Corona and Inter- 
national cigars. 


= Last year dollar sales of $1,- 
082,522,617 were 1% below the 
all-time high of $1,090,844,818 
scored in 1955. But net income hit 
a peak of $52,048,078, compared 
with $51,661,990 the preceding 
year. 

Sales and net for the first quar- 
ter of 1957 were off slightly. The 
country’s leading tobacco manu- 
facturer reported sales of $245,- 
100,000 ,for the quarter ended 
March 31 and a net of $10,133,000. 
This compares with sales of $245,- 
199,000 and a net of $11,365,000 
for the first quarter of 1956. 

Paul M. Hahn, president of 
American Tobacco, told stockhold- 
ers that this decline in earnings 
was due to the heavy advertising 
and sales promotion costs of the 
new Hit Parade brand. 

In August there was a complete 
overhauling of the Hit Parade ac- 
count group at BBDO, with a 
whole new team headed by Len 
Carey assigned to handle the 
brand. The shift, which apparently 
came as a complete surprise to the 
agency, preceded the opening of a 
big, hard-hitting campaign for Hit 
Parade’s new crush-proof box. 


® Television continues to be the 
biggest gun in the company’s ad- 
vertising barrage, but it also 
made heavier use of newspapers 
in 1956. 

In a tv season characterized by 
heavy turnover of shows and 
acute sponsor restlessness, Amer- 
ican Tobacco has been among the 
most restless. The company 
dropped five shows during or at 
the end of the 1956-57 season; the 
rejects included “Navy Log,” 


“Private Secretary,” the “Marge & 


Gower Champion Show,” 


“Bi Z 
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Story” and “Stanley.” Only three, 
Jack Benny, “Wells Fargo” and 
“Hit Parade,” were held over for 
the coming fall season, at which 
time the latter show will be used 
to promote the Hit Parade brand 
rather than Lucky Strike. 


® The company has _ already 
signed for alternate week spots on 
new programs to replace these de- 
parting telecasts. These new 
shows are “Trackdown,” “Bache- 
lor Father” and “Manhunt.” 

This year finds the company 
with an augmented baseball 
schedule. Co-sponsor of the radio- 
tv coverage of the Brooklyn 
Dodgers on behalf of Lucky Strike 
for several years, the advertiser 
bought 25% sponsorship of the 
New York Giants for Pall Mall 
when that broadcast package be- 
came available at the start of the 
season. 

In June American Tobacco 
started an industry-wide price 
rise for non-filter regular and 
king-size cigarets. This increase 
amounts to about a penny a pack 
at retail, and 35¢ per 1,000 or 0.7¢ 
per pack, at wholesale. 


® Lucky Strike, which lost ground 
in the sales competition for the 
second year, surrendered second 
place in the 1956 standings to its 
|sister brand, Pall Mall, according 
to Business Week. Lucky was off 
| 1.8%, while Pall Mall gained 
2.7%. Herbert Tareyton, which 
comes in kingsize, plain and fil- 
tered, was 13% behind its 1955 
pace. 

However, despite these reverses 
for two of its brands, American 
Tobacco still sold enough cigarets 
to hold top place in the industry, 
with a 31.6% share of the market. 
This compares with a 33.4% share 
in 1954 and a 32.5% cut in 1955 as 
reported by Business Week. 

The company’s annual report 
states that independent surveys 
give Pall Mall and Herbert Tarey- 
ton more than 60% of all domestic 
non-filter-tip king-size sales. 


ADVERTISING EXPENDITURES 
1955 


1956 

Newspapers =... $ 4,273,234 $ 6,033,100 
Magazines cossessseee 4,908,868 4,949,950 
Farm publications 319,442 335,396 
Network television 10,703,825 9,387,768 
Spot Television 1,206,280 
Network Radio 1,001,159 

Total Measured 21,150,523 21,912,494 

Total Unmeasured 5,849,477 7,087,506 


Estimated Total 


Expenditure’... 27,000,000 29,000 000 


Marketing Personnel 
Sales 

R. B. Walker, vp and director of sales 

E. F. Mooney, sales manager 

E. R. Dunning Jr., merchandising man- 
ager 

A. J. Lynch, manager of sales depart- 
ment 

J. A. Rowe, A. T. Adams, O. D. Chanslor, 
G. W. Kaye, field sales managers 

Advertising 

Albert R. Stevens, advertising manager 

V. R. Boor, assistant advertising manager 

K. W. Schullinger, assistant to advertis- 
ing manager 

American Cigaret & Cigar Division 
Sales 

A. Gordon Findlay, division vp 

Arthur J. Epp, manager cigar sales de- 
partment 

Harry D. Niles, 
cigars 

R. G. Wilson, 
cigars 


sales manager Havana 
sales manager domestic 


Advertising 
Alan C. Garratt, advertising manager 
Donald R. Dugan, assistant advertising 
manager 
George H. Bowen, Chester A. Jackson 
Jr. and John A. McGinn, advertising 
department 
ADVERTISING AGENCIES 

Batten, Barton, Durstine & Osborn, 
New York—Lucky Strike and Hit Pa- 
rade—Thayer Cummings, account super- 
visor for Luckies. Don Rowe (radio-tv) 
and Richard B. Marsh (print), account 
executives. For Hit Parade, Len Carey, 
account supervisor; Eliott Plowe, account 
executive; Al Cuddeback (radio-tv) and 
Kenneth Hurd (print). 

Sullivan, Stauffer, Colwell & Bayles— 
Pall Mall cigarets, La Corona and An- 
tonio y Cleopatra cigars and Half and 
Half smoking tobacco—Clifford Spiller, 
account supervisor; Brooks Elms, ac- 
count executive, and Edward T. Chebra 
Jr., assistant account executive. 

Lawrence C. Gumbinner Advertising 
Agency—Herbert Tareyton and Filter Tip 
Tareyton cigarets and Roi-Tan cigars— 
Milton Goodman, account supervisor; 
Graeme McLeod, Paul Gumbinner end 

ley Evans, account executives. 
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The Chicago American is oing — 
where the market is growing— 
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Thousands upon thousands of people have moved to suburban Chicago in the past decade. The 
majority have become commuters... and they take their papers home with them. Today, you'll 
find more Chicago Americans than ever before going to Chicago’s ‘“‘commuter castles.”” Suburban 
circulation is up 8.2% over a year ago. In the city and suburbs—The American is the paper that’s 


going places. 


THE CHICAGO AMERICAN 


Nationally Represen ted by Hearst Advertising Service in 


bie 


P.S. The American also has the largest evening home-delivered circulation in Metropolitan Chicago. 
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Anheuser-Busch Inc. | 


Anheuser-Busch Inc., St. Lou- 
is, is the nation’s 60th largest ad- 
vertiser with total expenditures 
estimated by ADVERTISING AGE at 
$12,500,000 in 1956, including $6,- 
797,724 in measured media. This 
compares with total estimated 
1955 expenditures of $11,234,000, 
of which $5,676,487 was in meas- 
ured media. 

The company has been the na- 
tion’s second largest brewery since 
1954, when it was the leader. 
Schlitz nosed it out in 1955, but 
Anheuser-Busch cut the lead 
nearly in half last year, ending 
up with sales of 5,864,000 bblis., 


compared with Schlitz’s 5,941,000 


bbls. 

Gross sales in 1956 rose to 
$278,581,602, compared with $261,- 
961,983 in 1955. Net profit after 
taxes was $9,751,671, up 21.5% 
from $8,026,152 in 1955. This year 
first quarter sales rose slightly 
to $47,680,241, compared with 
$47,472,787 in the 1956 first quar- 
ter, but net income dropped 7% 
to $2,236,340 from $2,405,337 in 
the same periods. Barrels of beer 
sold gained about 6,000 from last 
year’s first quarter total of 1,254,- 
250. 


® Anheuser-Busch’s share of the 
nation’s beer market (85,010,363 
bbls. in 1956) is 6.89% by ApDvErR- 
TISING AGE’s computation, although 
the company sets it at 6.76%, 
compared with 6.43% in 1955. 

The company produces Bud- 
weiser and Busch Bavarian beers 
in cans and bottles as well as 
Michelob beer in draft only. An- 
heuser-Busch also makes and 
markets pharmaceutical baker’s 
yeasts, frozen eggs, corn syrups, 
grain products and refrigerated 


cabinets. It owns the St. Louis 
National Baseball Club (Cardi- 
nals). 


In the winter of 1955-56, An- 
heuser-Busch introduced its “high 
style” packages—six 10-0z. cans 
in slim containers with smaller 
diameters but the same height as 
standard cans. The company also 
began distribution of beer in 16- 
oz. cans, 


® President and board chairman 
August A. Busch Jr. announced 
last April at the annual stock- 
holders meeting that the company 
this year will make a “drastic 
change” in its marketing program 
with an “all-out effort to deter- 
mine the future of Busch Bavar- 
ian—as our entry in the great 
popular price beer market.” He 
said the plan is to undertake one 
of the company’s greatest promo- 
tion and merchandising campaigns 
for Busch Bavarian in Missouri, 
Illinois and Kansas and in parts 
of Arkansas, Oklahoma and Iowa. 

The company also has acquired 
property for construction of a new 
brewery in Tampa, Fla., to service 
the expanding market in the 
Southeast. Schlitz is planning con- 
struction of a $20,000,000 brewery 
in Tampa. 

Anheuser-Busch confirmed in 
June that it was seeking to ac- 
quire the Jacob Ruppert Brewery 
in New York, but since then the 
deal fell through. 

Anheuser-Busch is a_ substan- 
tial user of outdoor and televis- 
ion, investing some $3,000,000 in 
outdoor and $2,000,000 in tv, in- 
cluding $1,534,680 in spot. D’Arcy 
Advertising Co., St. Louis, is con- 
tinuing its 40-year-relationship 
with the brewery. 


® Last October, A. von Gontard 
retired as vice-chairman of the 
board and chairman of the execu- 
tive committee. Later, Eberhard 
Anheuser resigned as board chair- 
man after 60 years with the com- 
pany. Both men remain directors. 
August A. Busch Jr. was elected 
board chairman and continues as 
president. 


Top 25 National Magazine Advertisers 
(Includes Farm Magazines) 

Rank Advertiser 1956 1955 

| IID CII CGO caseenesnsonseecsccnseerccersescseve $25,685,637 $26,014,055 
oy IIIT NID, sciscciintndaseciinsarscanscipincnccennses 13,906,103 11,421,868 
3 Procter & Gamble Co. ..... sind eshoeie 10,781,921 7,233,840 
eID SOUL, icentnstpeacnilinnniasiandibccubcaseescctoince 10,736,157 8,879,793 
DIE GID. osccer. cesstttercdocnscvsesvocoscczsnee 8,834,702 11,972,268 
6 American Telephone & Telegraph Corp. ........ 8,416,596 7,018,971 
OF I MINN elisa nicncietnsssiatpneatoressesecencecsorncsee 8,099,996 9,365,144 
DB Come Bae Cae onccssescscesecsesescenss 7,453,124 6,343,190 

9 Distillers Corp.—Seagrams Ltd... 7,442,252 7 656,469 

er RE SEIS RNID eichadisbicibtasnstentatbianetincanieonense 6,796,990 3,912,298 
11 Goodyear Tire & Rubber Co. ....... ies 5,203,604 5,085,121 
EE ee 5,171,730 5,004,593 
13 E. 1. du Pont de Nemours & Co. 0.0... 5,130,459 5,278,670 
14 Colgate-Palmolive Co. oo... eieduiasill 4,935,466 4,028,252 
eee 4,371,287 3,616,053 
16 National Distillers Products Corp. ...... 4,943,587 5,227,958 
Mm EER 4,294,889 3,689,876 
18 Radio Corp. of America .o........cccccccseeccseseseneee 4,249,471 4,226,167 
19 Joh i Se talindihicicavaberteiicidigebveinnanseved 4,055,227 3,406,105 
20 National Dairy Products Corp. 0.0... 3,956,838 3,042,078 
21 R. J. Reynolds Teb Co. 3,640,418 3,023,535 
22 Schenley Industries We. 0... cccsecesecesseseeee 3,570,762 3,523,550 
23 Eastman Kodeok Co. a 3,104,418 2,557,892 
Se UII TID "dl sisi lenedocicndsccneccscvcnssestsesaes 3,022,450 2,350,144 
25 Firestone Tire & Rubber Co. oo... cccccceceeees 2,977 367 2,291,212 


MARKETING PERSONNEL 
William E. Bein, vp and general 
manager, Brewery division 
Edward F. Schmidt, merchandising man- 
ager 
Joseph P. Reed, Eastern sales manager 
L. A. Pogassey, Southern sales manager 
Thomas C. Burrows, sales manager, Cen- 
tral Region 
John Flanigan, Western sales manager 
Advertising 
R. E. Krings, director of advertising 
Walter Reisinger, assistant director of ad- 
vertising 


ADVERTISING AGENCIES 

D’Arecy Advertising Co., St. Louis— 
Budweiser and Michelob beers—Harry 
Chesley, account supervisor; James B. 
Orthwein and John C. Macheca, account 
executives. 

Gardner Advertising Co., St. Louis— 
Busch Bavarian beer—George Bamberger, 
‘pervisor; John Gunter, account execu- 
live. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers... $ 900,380 § 886,552 
IES |” cteessisneunicnes 48,685 666,149 
Business Publications —— 94,300 
Network Television . 1,061,337 566,994 
Spot Television ........ 1,534,680 
Network Radic . 
ee 3,049,049 
Total Measured .... 5,676,487 6,797,724 
Total Unmeasured .. 5,557,513 5,702,276 | 
Estimated Total 
Expenditure ...... 11,234,000 = 12,500,000 


Armour & Co. 


Armour & Co., Chicago, is the 
nation’s 27th biggest advertiser 
with total expenditures in 1956 es- 
timated by ADVERTISING AGE at 
about $21,000,000. Of this $10,636,- 
535 was in measured media. In 
1955, the company invested about 
$17,000,000 in advertising, of 
which $8,524,983 was in measured 
media. 

Last year was a good year for 
the world’s second largest meat 
packer. Sales amounted to $2.01 
billion, a gain over 1955 sales of 
| $1.96 billion. Earnings in 1956 shot 
jup to $14,654,110, an impressive 
| gain over '55 earnings of $10,107,- 
|614. It was the largest earnings 
|reported by Armour since 1951. 
The company declared a 10% divi- 
dend on common stock, the first 
distribution on common § stock 
since July, 1948, when a cash div- 
idend of 30¢ a share was paid. The 


| The number of hogs processed un- 
der federal inspection for the first 
six months this year was down 
13.4% from the same period last 
year, Armour reported. 


= In a move toward decentrali- 
zation, and in an effort to 
strengthen its marketing organi- 
zation, Armour last December es- 
tablished two regional operations 
—one in the Pacific Coast region 
with offices in San Francisco, and 
the other in the Southeast, with 
headquarters in Atlanta. 

W. A. Coon was named general 
manager and L. F. Sanboeuf mer- 
chandising and advertising man- 
ager of the West Coast unit. N. W. 
Ayer & Son was named to handle 
all advertising for the unit with 
the exception of canned meats. The 
unit has its own advertising 
budget, and unit officials deal di- 
rectly with Ayer in advertising 
and promotional matters. The 
general manager also is respon- 
|sible for all procurement, produc- 
|tion and sales operations of Ar- 
mour’s food lines in this area, 
which takes in all states west of 
the Rocky Mountains. 

Top officials of the Southeast- 
ern unit, which includes North 
and South Carolina, Georgia, Mis- 
sissippi, Florida and Alabama, are 
B. E. Hoover, general manager; 
M. M. Adler, sales manager, and 
W. B. Johnson, merchandising and 
advertising manager. This unit is 
Similar to the West Coast unit, 
except that it does not have an 
advertising agency. Advertising in 
this area is handled through the 
Chicago office and regular Armour 
agencies. 


® Armour undertook one of the 
most ambitious and unusual pro- 
motions in its history this summer 
when it distributed $19,500,000 in 
coupons for ten of its canned meat 
products in certain issues of Look 
and McCall’s, and in recipe books 
circulated in retail grocery stores. 

5,000,000 of the recipe booklets 
containing 50,000,000 coupons 


annual! report was based on a 53- 
week fiscal year which ended Nov. 
3, 1956, as compared with a 52-| 
week year in 1955. 

The earnings and sales picture) 
was not nearly as bright for the 26 | 
weeks period that ended May 4,/| 
1957. Sales amounted to $955,781,- | 
957, down slightly below sales of 
$963,340,841 for the same period 
in 1956. Earnings for the same | 
period this year were $1,277,722, 
|down sharply below earnings of 
$10,486,811 for a similar period 
last year. Armour blamed the 
earnings drop on unfavorable con- 


were inserted in the July issue of 
McCall’s. A page ad containing 10 
coupons ran in the July 9 issue of 
Look. Unlike a similar promotion 


run off earlier in the year by| 


Swift & Co., the coupons had to be 
submitted by consumers to Ar- 
mour for redemption, with gro- 


cery retailers not handling any 


coupons. 

The company had an active time 
this year in its highly successful 
soap business. Last March, Ar- 
mour started test marketing Dial 
soap in five new colors in Muncie, 


|Ind. and Waterloo, Ia. The new |" 


and an “improved” gold color. The 
new colors are still being tested 
in the same cities. 


# In June of this year, the com- 
pany kicked off an extensive na- 
tional ad push for its new Dial 
soap, Golden Dial. The improved 
product, which contains Super 
AT-7, will replace the standard 
Dial bar that Armour has mar- 
keted since 1948. 

Late last year, Armour intro- 
duced a new frozen ham pot pie 
in five cities in Texas, Alabama 
and Tennessee. It now has na- 
tional distribution. This year, the 
packer started marketing Pan O’ 


|Gold—a new frozen buttered fry- 


|ing chicken product—in seven test 


|cities. Three new cheese products, 


Freshly Shredded Cheddar, Ched- 
dar Cheese Cubes and Super 
Sharp Aged Cheddar, were added 
to the company’s line of Miss Wis- 
consin cheeses. 

Last May and June Armour 
promoted its Treet with a two- 
2an special packed with three nips 
of well-known perfumes—Tweed, 
Evening in Paris and Folie de 
Minuit. 


s Things were relatively quiet on 
the agency front last year in con- 
trast to drastic realignment of Ar- 
mour’s agencies in 1955. The com- 
pany named Ladd, Southward & 
Bentley, Chicago, to replace Potts- 
Woodbury Inc., Kansas City, as 
agency for Armour Veterinary 
Laboratories. N. W. Ayer & Son 
was appointed to handle a new 
line of farm feed additives. Cham- 
bers & Wiswell, Boston, was 
named to handle advertising for 
Chamberlain & Co., also of Bos- 
ton, an Armour subsidiary. 

The only change made in agen- 
cies this year occurred at the end 
of March when Armour moved the 
advertising for its Pittsburgh Pro- 
vision and Packing Co. from 
Smith, Taylor & Jenkins, Pitts- 
burgh, to Ketchum, MacLeod & 
Grove, also of Pittsburgh. 

Last December, the company 
filed a petition in the U. S. dis- 
trict court for the District of Co- 
lumbia seeking relief from a 1920 
consent decree. Granting of the 
petition would permit Armour and 
the three other major packers— 
Swift, Wilson and Cudahy—to di- 
versify operations into lines and 
functions which are open to nu- 
merous other competing meat 
packers and other food processors. 


ADVERTISING EXPENDITURES 


1955 1956 
NOWSPOpers  oceeeeeees $3,407,594 $3,908,486 
Magazines _...... .. 1,462,271 1,424,574 
Farm Publications . 150,414 172,261 
Busi Publi 783,900 910,900 
Network Television 1,600,374 3,085,325 
Network Radic ....... 204 
Spot Television ........ 923,300 
Outdoor ww 175,226 121,689 
Total Measured ... 8,524,983 10,636,535 
Total Unmeasured 8,475,017 10,363,465 
Estimated Total 
Expenditure ---17,000,000 = =21,000,000 


PARENT COMPANY 
MARKETING PERSONNEL 


(all located in Chicago) 
Advertising 


K. L. Skillin, manager of advertising 
and sales promotion division 

W. M. Galbraith, advertising manager, 
food products 

D. L. Duensing, marketing manager, 
household soap division 

Sales 

H. E. Stepp, general manager, general 
sales division 

W. S. Shafer, vp in charge of trade re- 
lations 

W. M. Elder, 
sales division 

T. R. St. John, vp and general man- 
ager, beef, lamb and veal division 

R. M. Dall, general manager, pork divi- 
sion 

Lioyd Woodall, vp and general manager, 
dairy, poultry and margarine division 

Cc. C. Tatham, assistant general manager, 


general manager, direct 


dairy, poultry and margarine division 
G. W. Munro, general manager, canned 
food division 

J. R. Herd, general manager, sausage 
division 

D. B. Leve, general manager, frosted 
meats division 

J. ©. Epeneter, general manager, re- 


finery division 


B. Patton, vp and general manager, 
auxiliaries division 


ditions in hog and pork operations. colors are blue, white, green, pink'C. L. Heselton, vp and general man- 
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ager, leather division 
Public Relations 
E. L. Heckler, manager 
E. G. Gold, assistant manager 
Marketing Research 
S. Teitelman, manager 
S. C. Wigg, assistant manager 
Economic Research 
K. E. Miller, manager 
H. J. Houk, assistant manager 


PACIFIC COAST REGION 
MARKETING PERSONNEL 
(all lecated in San Francisco) 
W. A. Coon, general manager 
L. F. Sanboeuf, merchandising and ad- 
vertising manager 
ADVERTISING AGENCY 
N. W. Ayer & Son, San Francisce—All 
advertising except canned meats in the 
Pacific Coast region—James Armstrong, 
account supervisor. 


SOUTHEASTERN REGION 
MARKETING PERSONNEL 
(all lecated in Atlanta) 
B. E. Hoover, general manager 
M. M. Adler, sales manager 
W. B. Johnson, merchandising and ad- 
vertising manager 


ADVERTISING AGENCIES 

Foote, Cone & Belding, Chicago—Dial 
soap and Dial shampoo, Chiffon soap 
flakes and liquid Chiffon, Armour Suds, 
chemical and industrial advertising—Wil- 
liam R. Forrest, management representa- 
tive; James W. Cameron, account super- 
visor, Dial soap and shampoo, Chiffon 
flakes and liquid Chiffon and Suds; 
Thomas O’Keefe, account executive, Dial 
soap; William Bender, account execu- 
tive, Dial shampoo, industrial and chem- 
ical products; W. C. Pool, account exec- 
utive, liquid Chiffon. 

Tatham-Laird Inc., Chicago—Canned 
meats, smoked meats including ham and 
bacon, fresh, dried and smoked sausage, 
easings and beef division (except frozen 
cuts)—C. R. Standen, account super- 
visor; Herb Daniels, assistant account 
supervisor; Gene Garvy, account execu- 
tive, sausage, ham and bacon; William 
Aiston, account executive, canned meats. 

Henri, Hurst & McDonald Inc., Chi- 
cago—Institutional and animal feeds— 
Martin Zitz, account supervisor; Ernest 
Leach, account executive, and James 
Woolf, creative director. 

N. W. Ayer & Son Inc., Chicago—Dash 
dog food; dairy, poultry and margarine 
division; frosted meats division, refinery 
division; and advertising for miscellane- 
ous departments and divisions—Howard 
Rose, account supervisor. 


ARMOUR LABORATORIES 
(Kankakee, Ill.) 
E. L. Patch, general manager 
Earl Winebrenner, advertising manager 
ADVERTISING AGENCIES 

Ladd, Southward & Bentley Inc., Chi- 
cago—Armour Veterinary Laboratories—- 
C. 8. Jackson, account executive. 

Jordan, Sieber & Corbett Inc., Chicago 
—Bio-chemical department of Armour 
laboratories, pharmaceutical products— 
Cc. R. Jordan, account supervisor; F. J. 
Corbett, account executive; Paul Sieber, 
art director, Alfred O. Davies, account 
service manager. 

ADVERTISING EXPENDITURES 


1956 
Business Publications .............. S$ 200,000 
Totai Measured |... 298.000 


ARMOUR FERTILIZER WORKS 
(Atlanta) 
W. E. Shelburne, vp and general man- 
ager 
J. Harry Varner, advertising manager 
ADVERTISING AGENCY 
Liller, Neal & Battle Advertising, At- 
lanta—Armour fertilizers—William W 
Neal, account supervisor. 
ADVERTISING EXPENDITURES 


Magazines 
Farm Publi 


= 
Rou«i 


Puhlicati 


WINSLOW BROS. & SMITH CO.* 
(Boston) 
James H. Stannard III, president and 
general manager 
* This subsidiary does no advertising and 
has no agency. 


JACOB E. DECKER & SONS 
(Mason City, Ia.) 
P. J. Thogerson, general manager 
L. P. Green, plant sales manager 
ADVERTISING AGENCY 
N. W. Ayer & Son, Chicago—All prod- 
ucts—Howard Rose, account supervisor. 


CHAMBERLAIN & CO. 
(Boston) 
W. W. Chamberlain, general manager 
A. J. Brown, sales manager 
ADVERTISING AGENCY 

Chambers & Wiswell Inc., Boston— 
Meat products—G. C. Wiswell Jr., ac- 
count supervisor. 

ADVERTISING EXPENDITURES 
1956 


( s 8,le2 
Total Measure@ 0.0... 8,102 
MEMPHIS PACKING CO. 


(Memphis) 
M. F. Strauss, general manager 


| H. F. Ferguson, plant sales manager 


ADVERTISING AGENCY 
Merrill Kremer Inc., Memphis—Ali 
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Are you buying newspaper schedules BLINDFOLDED 


in the South’s largest market? 
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Highest Readership 
Fastest Growing Circulation 


Largest Advertising Gains 


you need THE HOUSTON POST to cover the Houston market 
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It Can Be CostLy — using outdated figures when you buy the Houston 


market. Houston ABC city zone population is now 924,318 — 200,000 
more than in 1950. The Houston Post now covers 41% of the Houston 
market. It’s FIRST in circulation gains... FIRST in advertising gains — 
1951-1957. Get up-to-date on Houston where the trend to The Post grows 


and grows. Secret of the trend: SUPERIOR ADVERTISING RESULTS. 


Represented Nationally By MOLONEY, REGAN & SCHMITT 
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products—Ernest Lee, account supervisor. 


DRUMMOND PACKING CO. 
(Eau Claire, Wis.) 
J. A. Goldammer, general manager 


ADVERTISING AGENCY 
N. W. Ayer & Son, Chicago—All prod- 
ucts—Howard Rose, account supervisor. 


PITTSBURGH PROVISION & 
PACKING CO. 
(Pittsburgh, Pa.) 

J. J. McInerney, general manager 
H. B. Cooper, plant sales manager 


ADVERTISING AGENCY 
Ketchum, MacLeod & Grove, Pitts- 
burgh—All products—William Genge, ac- 
count supervisor; Clyde Fisher, account 
executive, D. F. Williams, account assist- 
ant, 


ADVERTISING EXPENDITURES 


Spot Television peacitihipetiaiiinnsswe 
Total Measured 


Armstrong Cork Co. 


The Armstrong Cork Co., Lan- | 
caster, Pa. The nation’s 81st larg- 
est advertiser, with estimated 1956. 
expenditures in excess of $8,000,- 
000, of which $5,091,919 was in 
measured media. In 1955, the 
company spent an estimated $4,- 
200,000, of which $3,647,320 was 
in measured media. 

In 1956 the company’s net earn- 
ings were $13,320,380 on sales of 
$247,401,423. This compared with 
earnings of $14,542,289 on sales of 
$249,385,639 in the previous year. 
Factors responsible for the lower 
earnings in 1956 included: a slight | 
drop in sales, the high cost of | 
starting new operations, and the 
expense incurred in preparing to 
market greater output. 

strong Cork’s flooring divi- 
P is No. 1 in sales in the indus- 


A number of new products were 
developed by Armstrong in 1956. 
They included: Cushion-Eze, a 
new foam backing for resilient 
flooring in sheet form; a sheet 
plastic flooring with Hydrocord 
backing that is resistant to alka- 
line moisture; Plastic Surfacing, a 
vinyl wall and counter covering; 
Custom Vinyl cork tile flooring; a 
vinyl wall tile with fire-retardant 
properties; Armaflex, flexible 
foamed insulation in sheet form; 
Armalite, rigid foamed plastic in- 
sulation board for low-tempera- 
ture application; improved gasket- 
ing materials for many types of 
engines and manufacturing equip- 
ment; new friction materials for 
automatic auto transmissions; 
vinyl flooring for station wagons; 
and items for the shoe industry. 


@ Capital additions in 1956 
amounted to $19,997,000, the high- 
est for any one year in the com- 
pany’s history. Additions to exist- 
ing plants, aimed at capacity and 
quality improvement and cost re- 
duction, included: a new plant at 
Macon, Ga.; new facilities for in- 
spection, packing and _ shipping 
glass containers at Millville, N. J.; 
second line for making Travertone 
acoustical tile at Beaver Falls, Pa.; 
expanded and improved facilities 
for production of plastic and as- | 
phalt tile flooring at Jackson, 
Miss., and Kankakee, Ill, and 
South Gate, Calif.; equipment ad- 
ditions and improvements at the 
Lancaster, Pa. floor plant; new fa- 
cilities at the Lancaster closure 
plant and new equipment for pro- 
ducing viny! cork tile at Pittsburgh. | 
Changes in the Armstrong sub- | 
sidiary operations took place dur- | 
ing the year. The company’s Brit- | 
ish and Canadian subsidiaries 
launched expansion programs to 
obtain more diversity in their) 
product lines. Corticeiros Arm-| 
: : strong Ltda., in Portugal and Cork 
| x Export, S.A.R.L., in North Africa 
were liquidated by Armstrong to 
streamline its procurement of raw 
cork. In the United States, the 
Armstrong Cork Georgia Tree 
Farms Inc. was dissolved as a sep- 
arate unit and merged with the | 
parent company. 
Revenue on the Armstrong “Cir- | 


cle Theater” shifts to CBS Tei- 
evision this fall from NBC Tele- 
vision, where the program had 
been launched in a half-hour spot 
in 1950. In the 1956-57 season, 
Armstrong had the NBC-TV 9:30- 
10:30 p.m. Tuesday slot on an 
alternate-week basis with Kaiser 
Aluminum & Chemical Corp. 
When NBC-TV notified Arm- 
strong that the 9:30-10:30 p.m. pe- 
riod would not be available in the 
coming season, the advertiser ac- 
cepted the 10-11 p.m. on Wednes- 


days from CBS-TV, although of- 
fered 10-11 p.m. by NBC-TV on 
Tuesdays. 


= In 1956, Armstrong newspaper 
expenditures of $482,260 broke 
down among products as: felt base 
floor covering, $462,968; Cushion- 
tone ceiling, $1,608; and Deltox 
carpets and rugs, $17,684. Other 
media included Armstrong indus- 
trial products, $163,470 (maga- 
zines); all products, $1,890,993 
(network tv); Armstrong Cushion- 


tone ceilings, $451,672 (maga- 
zines); floors and walls, $1,214,314 


(magazines), $83,800 (farm maga-| Network Television 1,374,555 


zines), and $434,285 (Sunday mag- 
azine sections); Deltox rugs, 
$158,320 (magazines); and acousti- 
cal miaterial-industrial $33,670 
(magazines). 

In 1956 Armstrong appointed 
Ogilvy, Benson & Mather to han- 
dle its building products division. 


ADVERTISING EXPENDITURES 
1956 


Newspapers $ 482,260 


Advertising Age, August 19, 1957 


| Magazines a FF 2,060,476 
| Farm Publications .. 56,988 83,250 
Business Publications 400,000 575,000 
1,890,933 
Total Measured .... 3,647,320 5,091,919 
Total Unmeasured 552,680 2,908,081 
Estimated Total 
Expenditure ow 4,200,000 8,000,000 


MARKETING PERSONNEL 
Sales 

Cc. N. Painter, vp and general manager, 
floor and industrial operations 

J. H. Binns, general sales manager, floor 
division 

W. B. Tucker, general sales manager, in- 
dustrial division 

J. C. Feagley, vp and general manager, 
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glass and closure division 

R. H. Hetzel, assistant general manager 
and general sales manager, glass and 
closure division 

H. R. Peck, vp and general 
building materials operations 

J. V. Jones, general sales manager, build- 
ing products division 

A. E. Pearce, general sales manager, in- 
sulation division 

F. M. Ritts, general manager, export di- 
vision 

Advertising, Promotion 
& Public Relations 
Max Banzhaf, director of advertising, 


manager, 


promotion and public relations 
C. W. Moodie Jr., assistant director and 
manager of advertising and promotion 


A. H. Forster, assistant director and man- 
ager of public relations and staff serv- 
ices department 

W. A. Mehler Jr., assistant manager of 
public relations and staff services de- 
partment 

Gray Playter, manager of advertising re- 
search 

Clyde O. Hess, manager of public in- 
formation services 

Glen Dalrymple, manager of floor divi- 
sion creative section 

D. J. Day, manager of building mate- 
rials creative section 

Roy Minet, manager of 
export creative section 

Robert Wilcox, manager 
closure creative section 


industrial and 


of glass and 


Donald Goldstrom, 
promotions section 
J. V. Glass, manager of art and photo- 
graphic section 
A. F. Rudy, 4 
budgetary control 
ADVERTISING AGENCIES 
BBDO—floor, industrial, and glass and 
closure divisions—LeRoy Dreher, account 
executive. 
Ogilvy, Benson & Mather—building ma- 
terials—Douglas Bomeisler, account ex- 
ecutive. 


Avco Mfg. Co. 


manager of special 


of production and 


Aveo Mfg. Co., New York, the) 


a 


95th largest national advertiser, 


timated at some $5,975,000, of 
which $3,975,237 was in measured 
media. The drop in expenditures 
last year of about $1,500,000 was 
due to the sale late in November 
by Avco of its Crosley-Bendix con- 
sumer appliance business to Phil- 
ico. In 1955, Avco was estimated 
|to have spent $7,600,000, of which 
| $4,492,712 was in measured media. 
| Since the company has greatly re- 


j|duced the number of consumer 


# 


a4 > 


ou 


the 


erly Hae t 


nation. 
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|products it markets (it still mar- 
with total expenditures in 1956 es- | kets kitchen and farm equipment), 


the 1957 expenditure is expected 
to sink to slightly more than $1,- 
500,000. 

No longer bogged down by two 
large money-losing appliance lines 
(Crosley radio and television sets 
and Bendix home laundry equip- 
ment), Avco showed only a slight 
drop in sales for the first six 
months of this year compared with 
the previous year (from $167,844,- 
000 to $165,016,000) and bounced 
back with a net profit of $5,232,- 
621, compared with $28,716 in the 
similar period last year. Avco’s 
sales without the Crosley-Bendix 
consumer lines were within $2,- 
800,000 of what they had been 
when it was in the appliance busi- 
ness. Sales for the fiscal year end- 
ed Nov. 30, 1956, were $320,556,000, 
compared with $299,332,000 in 
1955. 

Avco’s peak sales year was 1953, 
when sales hit $428,326,000. But 
from the standpoint of profits, 1950 
was Avco’s top year, when the net 
was $12,636,000. Avco’s chairman 
Victor Emanuel said anticipated 
earnings for the present year 
should run about $15,000,000. 


@ Under the terms of the sale 
agreement, Philco has undertaken 
responsibility for performing serv- 
ice and warranty obligations on 
all Crosley-Bendix consumer prod- 
ucts. 

Avco’s remaining consumer di- 
visions are: American Kitchens di- 
vision, Connersville, Ind., kitchen 
appliances, including cabinets, 
|sinks, dishwashers, built-in ovens, 
|waste disposers, range top units 
and ventilating fans; New Idea 
|division, Coldwater, O., and Fort 
| Dodge, Ia., farm implements; Ezee 
|Flow division, Chicago, fertilizer 
|spreaders, hydraulic loaders and 
| attachments. Crosley Broadcasting 
|Corp., Cincinnati, which owns and 
| operates four television stations 
jand a radio station, and Moffats 
| Ltd., Weston and Orillia, Ontario, 
|manufacturer of household appli- 
ances in Canada, are both wholly- 
owned subsidiaries. 


|® The American Kitchens division 
|continues to hold a strong second 
|position as a manufacturer of 
|kitchen sinks and cabinets. The 
|division, which introduced a new 
|portable dishwasher, the Roll-o- 
matic, last year, came out with a 
new model in June. Company 
president Raymond A. Rich said 
that one of the basic reasons the 
American Kitchens division was 
retained, despite its not having 
been profitable during the last two 
years, was that the area of its op- 
| erations was not nearly as highly 
competitive as the “full-line free 
| standing appliances represented by 
Crosley-Bendix.” 

He also said that three of the 
fastest growing appliances in the 
industry—dishwashers, built-in 
ovens and related surface units, 
and waste disposers—are all prod- 
ucts manufactured by American 
Kitchens. American Kitchens, 
which has strengthened its opera- 
tions in defense business, has tak- 
en on contract manufacturing of 
| kitchen appliances for such com- 
|panies as Sears, Roebuck, Whirl- 
pool-Seeger, Philco, Kelvinator and 
‘others, Mr. Rich added. 


|@ Several new products have been 
|introduced under the American 
Kitchens name. The Pioneer brand 
of wood, steel and copper cabinets 
| has been expanded to include two 
jnew wood hues—‘Honey” and 
“Cinnamon.” This year, the divi- 
_ sion is introducing a new line of 
|sinks, range tops and ovens, as 
| well as four models of the dish- 
_washer. The division, last month, 
announced that it was entering the 
prefabricated architectural porce- 
lain wall business, and that it will 
market a new type of gasoline 
service station, which can be 
\erected ina week, . 
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The New Idea division, which; 
,robably manufactures the larg-| 
est group of short line farm ma- | 
chinery in the country, including | 
harvesting, haying, fertilizing and | 
corn picking equipment for itself | 
and under the Ezee Flow trade- 
mark, reported its business fall-off | 
was only half that of the farm ma- | 
chinery industry as a whole. In| 
some lines the division reported an | 
increase in sales. Corn picker pro- 
duction was up 23% last year over | 
1955, with the entire production | 
run being sold. 

Aveo’s Mr. Rich said that since 
New Idea produces “special pur- 
pose” farm machinery, it is less 
vulnerable than some of the full 
line farm companies. The division 
is scheduling nine new or im- 
proved machines for production in 
1957. The division showed a net 
profit in 1956, and expects a 15% 
increase in sales this year. 

Crosley Broadcasting Corp. owns 
and operates radio station WLW, 
Cincinnati, and four television sta- 
tions, WLW-T, Cincinnati, WLW- 
D, Dayton, WLW-C, Columbus, 
and WLW-A, Atlanta. A license 
has been granted for a fifth tele- 
vision station, WLW-I, Indianap- 
olis, which is expected to open the 
middle of September. John B. Bab- 
cock, formerly assistant to the pro- 
gram director for Crosley Broad- 
casting, has been named assistant 
general manager of the station. He 
will be in charge of the station, 
under James Leonard, vp, who will 
remain at Crosley’s Columbus sta- 
tion. Mr. Leonard is listed as gen- 
eral manager of the station in the 
FCC petition. 


® Avco, which is planning its fu- 
ture sales on a 50% defense, 50% 
industrial products and services 
spread, shows current sales run- 
ning about 39% civilian. This is a 
forecast by Mr. Rich of how the 
company’s 1957 sales will break 
down, on a $300,000,000 projected 
volume for the year: $118,000,000 
civilian sales and $182,000,000 de- 
fense. Further broken down, here's 
what they look like: farm equip- 
ment, $20,000,000; commercial en- 
gines, $22,000,000; commercial and 
consumer products, $30,000,000; 
commercial contract manufactur- 
ing for others, $34,000,000, and 
broadcasting $12,000,000. 

By far the heaviest volume, dol- 
lar and profit-wise, is handled by 
Aveco’s Crosley and Lycoming di- 
visions. The company picked up 
$133,000,000 in new defense con- 
tracts during July, including a 
juicy $111,000,000 Air Force order 
to develop the intricate nose cones 
for the Titan guided missiles. The 
research work on this project will 
be handled by Avco’s Research 
and Advanced Development divi- 
sion. The division is building a 
$15,000,000 research and develop- 
ment center in Wilmington, Mass., 
which will be in operation by mid- 


1958. 

The Lycoming division, Strat- 
ford, Conn., and Williamsport, Pa., | 
makes gas turbine and reciprocat- 
ing aircraft engines and industrial | 
engines, generators, boilers and jet 
engine components, Crosley divi- 
sion, Cincinnati, conducts research 
and development and produces fire 


control, radar, direction finder, 
navigation and communication 
equipment. Research and Ad- 


vanced Development division is a 
prime contractor for development 
of the intercontinental ballistic 
missile nose cone, conducts missile 
research, studies in high speed, 
high altitude flight, metallurgy and 
advanced electronics. 


e At American Kitchens, there 
were a couple of key changes in 
personnel. Marc Pender was named 
assistant general manager, while 
Paul R. Newkirk, formerly with 
Magic Chef as merchandising man- 
ager of the heater division, was 
named merchandising manager for 
appliances. Don Little succeeded 


Top 25 National Outdoor Advertisers 

Rank Advertiser 1956 1955 

DP A TS Gta ccsesssehsncdstetsseccenecceceesess $10,945,254 $10,228,386 
PTI, ons i, cdl nocihibbocibidbiedoasenensoaneee 5,958,005 6,665,797 
3 Jos. Schlitz Brewing Co. ..........:ccccccccerserseseeees 3,849,856 3,395,598 
4 Coca-Cola Co. ......... 3,435,101 3,192,000 
8. er 3,278,671 2,481,865 
SR S| TURES 3,049,049 3,130,853 
7 Distillers Corp.—Seagroms ltd. .................... 2,915,365 3,653,675 
8 Schenley Industries ..............000000... 2,751,727 2,446,890 
9 Standard Oil Co. (indiana) 2,706,083 2,583,967 
Te a iriileicesecssasessticerccscesincese 1,968,786 1,692,555 
11 Nationol Distillers Corp. ....... 1,916,723 1,481,415 
Ee 1,914,094 1,655,990 
RE SE a ee 1,778,975 1,878,113 
14 Studebaker-Packard Corp. ......cccccccceceeeeenees 1,532,892 a 
15 General Tire & Rubber Co. 0... 1,308,416 1,319,609 
16 Swift & Co. 1,290,619 346,636 
Te IIIT MEIN alll cscnsscocsccsozeuspelistsciseanctorsecesee 1,250,752 1,565,240 
18 Standard Oil Co. (New Jersey) ............00...... 1,244,889 989,844 
19 Hiram Walker—Gooderham & Worts Ltd. .... 1,104,376 781,332 
20 Sinclair Refiming Co. .........-..cccccseeeereneeeseeeeereress 1,043,395 619,935 
21 California Packing Corp. .........ccccccccccseeseeeeeeee 922,983 507,118 
22 Gomoral Foods Corp. .nccscsccssccccscccsssssessssseses 919,727 1,890,322 
Se NS ie etatcsttedcccccnsccscsscsceces cee. 909,662 1,490,976 
24 National Deiry Products Corp. ................- 872,856 905,314 
Se I tee eenhnceirchetenastnctbcicncccncctttcincneseccesvess 766,706 786,798 


Fields Jr., formerly with A. O. 
Smith Corp., succeeded N. W. 
Mitchell as Southwest regional 
manager, Oklahoma City. Heading 
up both the American Kitchens 
and New Idea divisions is Curry 
W. Stoup, vp and general manager. 

Beginning this July, Avco has 
undertaken an advertising cam- 
paign, which will heavily push the 
corporate name as opposed to 
much of the company’s earlier ad- 
vertising which stressed divisional 
advertising. The campaign, which 
is expected to run about $700,000 
this year, with a heavy use of 
newspapers and Time, is pegged 
on the theme, “Avco Makes Things 
Better For America,” and features 
a new logotype for the company. 


Avco may widen its use of news 


weeklies. 

The present corporate campaign 
apparently stems from remarks 
made earlier this year by Mr. 
Emanuel, before the New York 
Society of Security Analysts: “Av- 
co has from its inception been a 
diversified company. This may 
have been obscured in recent years 
because of the fact that many peo- 
ple considered it to be an appliance 
company only. I think the expla- 
nation for this misconception may 
lie in the heavy volume of adver- 
tising that is necessary in a con- 
sumer goods operation.” The cam- 
paign will highlight the diversity 
of Avco’s operations for defense 
and industry. 


s Avco’s two major consumer di- 
visions, American Kitchens and 
New Idea, are expected to invest 
some $500,000 and $350,000 resvec- 
tively in advertising in 1957. The 
total expenditure should run to $1,- 
550,000, including Crosley Broad- 
casting. 

A breakdown of measured me- 
dia shows the following expendi- 
tures in 1956 for Avco’s remain- 
ing consumer products divisions: 


American Kitchens, general mag- | 
azines, $114,140, newspapers, $31,- | 


023; American Kitchens Dish- 
washers, general magazines, $74,- 


221, newspapers, $1,168; New Idea | 


Crop Machinery, farm magazines, 
$47,175; Ezee Flow Spreader and 
Seeder, farm magazines, $5,293. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers ........$ 1,016,306 § 561,837 
Magazines oe 1,500,792 2,040,758 
Farm Publications 332,445 238,881 
Business Papers ... 34,600 
Network Television 1,582,420 1,052,491 
Spot Television .. —— 26,670 
Total Measured 4,492,712 3,975,237 
Tetal Unmeasured 3,100,000 1,990,763 
Estimated Total 
Expenditure 7,502,712 5,975,000 


CORPORATE ADVERTISING 


James J. Cassidy, director of public re- 
lations 

Paul A. Deegan, chairman, corporate- 
divisional advertising committee 

F. T. Richards, assistant secretary 


LYCOMING DIVISION 
(Stratford, Conn.) 
MARKETING PERSONNEL 
Sales 
H. Webster Crum, vp in charge of sales 

and marketing 
Advertising 
Paul A. Deegan, director of public re- 
lations and advertising 


ADVERTISING AGENCY 
Benton & Bowles, New York—all prod- 
ucts—David Donovan, account supervisor: 
| Charies Gravenhorst, acceunt executive. 


| AMERICAN KITCHENS 
DIVISION 
(Connersville, Ind.) 
MARKETING PERSONNEL 
Curry W. Stoup, vp and general man- 
ager, American Kitchens and New Idea 
Mare Pender, assistant general manager 
Sales 
Kenneth O. Dupree, director of sales 
Donald D. Matney, assistant to the di- 
rector of sales 
Stanton E. Smalling, 
manager for kitehens 
Paul R. Newkirk, merchandising 
ager for appliances 
C. Fred Hastings, contract and defense 
sales manager 
J. A. Craig, Eastern regional manager, 
New York 
Don Little, 
Chicago 
L. Daugherty, Southeast regional manager, 
Atlanta 
Wendell Fields Jr., 
manager, Dallas 
M. J. Gallagher, Western regional man- 
ager, San Francisco 
Advertising 
Cecil E. Parson, advertising and sales 
prometion manager 
J. R. Williams, assistant advertising and 
sales promotion manager 
ADVERTISING AGENCY 
Ruthrauff & Ryan, Chicago—all prod- 
ucts—J. E. Fleisch, account supervisor. 


CROSLEY DIVISION 
(Cineinnati) 

MARKETING PERSONNEL 

Sales 

vp in charge of sales 


merchandising 


man- 


Midwest regional manager, 


Southwest regional 


Clarence Felix, 

and marketing 
Donald Nason, director of sales engineer- 

ing 

Advertising 

James Metcalf, director of public rela- 

tions and advertising 

ADVERTISING AGENCY 

Benton & Bowles, New York—all prod- 
| ucts—Charles Gravenhorst, account ex- 
ecutive. 


NEW IDEA DIVISION 
(Coldwater, Ohie) 
W. Stoup, vp and general man- 


| Curry 


Idea 
J. B. Williams, 
| ager 
| W. MeMartin, market analyst 
| Sales 
|R. B. McClarnon, general sales manager 


|J. H. Dasenbrock, product education 
| manager 


assistant general man- 


Public Relations 
T. W. O'Brien, manager 
| Advertising 
| A. R. Bowlzer, advertising manager 
P. C. Schultz, assistant advertising man- 
ager 


ADVERTISING AGENCY 
Mumm, Mullay & Nichols, Columbus, 
Ohio—handles c i and 


farm magazines on farm equipment— 
| Philip A. Brown, account executive. 
Ralph Dalton & Associates, Troy, Ohio 


ager of American Kitchens and New | 


EZEE FLOW DIVISION 
(Chicage) 
MARKETING PERSONNEL 
E. A. Juzwik, general manager 
Sales 
| Howard E. Wolgamott, sales manager 
ADVERTISING AGENCY 
| Western Advertising Agency, Chicago 
|—-all products, chemical fertilizer spread- 
lers, hydraulic loaders and attachments— 
| Lee Hammett, account executive. 
| CROSLEY BROADCASTING 
(Cincinnati) 
| MARKETING PERSONNEL 
Robert Dunville, president 
ohn T. Murphy, vp in charge of tele- 
| vision 
| Thomas A. Bland, vp in charge of pro- 
gramming 
‘ames Leonard, vp in charge of WLW-C, 
Columbus 
Harry Le Brun, vp in charge of WLW-A, 
Atlanta 
tric Jensen, manager of WLW-D 
John B. Babcock, assistant general man- 
ager, WLW-I, Indianapolis 
Sales 
Peter Lasker, vp in charge of sales 
George Gray, sales manager ef radio 
Geerge Henderson, sales manager of tel- 
evision 
Scott McLean, sales manager of the 
eastern sales division, New York 
Harry F. Albrecht, vp of western sales 
division, Chicago 
Advertising 
Jaek Frazier, director of advertising and 
client service 
Gilbert W. Kingsbury, vp in charge of 
public relations 
ADVERTISING AGENCY 
The Ralph H. Jones Co., Cincinnati— 
all services—Richard Geis, account ex- 
ecutive. 
RESEARCH AND ADVANCED 
DEVELOPMENT DIVISION 
Dr. Lloyd P. Smith, president 
J. R. MeLeod, director of public relations 
and advertising 
ADVERTISING AGENCY 
Benton & Bowles, New York—all serv- 
ices—Charles Gravenhorst, account exec- 


| Best Foods 


Best Foods, New York, the na- 
tion’s 78th largest advertiser, 
racked up total expenditures in 
1956 estimated at $8,500,000, of 
which $5,542,718 was in measured 
media. The 1955 expenditures for 
advertising were estimated at less 
han $8,000,000 of which $3,747,- 
866 was in measured media. Cur- 
rent year expenditures are ex- 
pected to be about $9,000,000. 

The 49-year-old company con- 
tinues to be a leading producer in 
all three fields in which it oper- 
ates: food (Hellmann’s and Best 
Foods dressings, Skippy peanut 
butter, Nucoa margarine); house- 
hold fabric dyes (Rit); and shoe 
polishes (Shinola, Dress Parade, 
Jet Oil). 


= Net sales for the fiscal year 
ended June, 1956 rose 11% to a 
new peak of $115,302,110, largely 
reflecting the first full year’s pro- 
duction of Skippy peanut butter. 
Net earnings after taxes advanced 
38% to $6,789,520. In 1955, net 
sales were $104,135,617 while net 
after taxes totaled $4,925,248. 

Earnings were off, however, for 
the nine months ended March 31, 
1957, and the company attributed 
this decline to “unfavorable 
weather” and “present competi- 
tive conditions which have affect- 
ed profit margins.” 

Sales figures for this nine- 
month period have not been re- 
leased, but net earnings after tax- 
es were reported at $4,172,004, a 
drop of 9.4%. 


1 Best Foods is noted for its gen- 
erous dividend policy, with pay- 
ments averaging a higher per- 
centage of earnings than is the 
case for most food companies. 
| Dividends, paid each year since 

1927, averaged 76% of earnings in 
the five years through June 30, 
1956. 

| The company has marketed zo 
/new products nationally since the 
|cash purchase of the Skippy pea- 
‘nut butter business in January, 
1955. However, the company is 

“actively seeking acquisitions” 

which would further diversify its 

line. 

Best Foods is also working on 
|/new products of its own, but be- 
'eause of the difficulty in getting 
favorable display space of new 
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|which has already established 
‘leadership and a known trade 
|mame. The company has also in- 
|dicated it has no tendency to ex- 
pand into products unrelated to 
its present lines. 


® During the year the company 
abandoned its system of product 
managers and appointed F. B. 
Hamilton as advertising manager 
and John T. Gray as assistant 
advertising manager, both new 
posts. 

The company continues to allo- 
cate the largest share of its adver- 
tising budget to television ($2,- 
419,882 for network tv and $914,- 
550 for spot tv in 1956). News- 
papers get the next largest slice 
($1,341,486), followed by maga- 
zines ($574,844). 

On network tv the first half of 
1957, the company sponsored the 
weekly half-hour show, “You 
Asked for It” (CBS-TV) and 
“This is Galen Drake” (ABC-TV) 


and participated in the “Garry 
Moore Show,” “Bob Crosby 
Show” and “Our Miss Brooks” 


(all CBS-TV). 


= In the fall of 56 Best Foods 
briefly returned to network radio 
and bought part of three CBS- 
Radio daytime serials: “Ma Per- 
kins,” “Right to Happiness” and 
“This Is Nora Drake.” These 
shows were dropped in November. 

The company claimed a mer- 
chandising “first” early this year 
when it entered initio a premium 
promotion with Breck’s of Boston 
mail-order house. In this tie-in, 
Breck’s merchandise is offered at 
reduced prices to Nucoa marga- 
rine users. 

For Nucoa and Skippy peanut 
butter, Best Foods bills about $2,- 
000,000 each in advertising. About 
$3,000,000 is invested in the line 
of mayonnaises and related prod- 
ucts. 


® Most of the company’s prod- 
ucts maintain a strong brand po- 
sition. Skippy peanut butter is 
tops in its field as are the com- 
pany’s Rit household dyes. 

The company also claims that 
its two mayonnaise brands (Hell- 
mann’s in the East and Best 
Foods in the West) combine to 
make Best Foods the country’s No. 
1 producer of mayonnaise. 

Also leading sellers are the 
supplementary products to the 
mayonnaise line, including French 
dressings, spreads, tartar sauce, 
mustard with horseradish and 
Fanning’s Bread & Butter pickles. 


s Nucoa margarine sales, how- 
ever, continue to ebb away. Long 
the nation’s No. 1 margarine, Nu- 
coa now ranks as sixth with less 
than 5% of the market. 

Shinola is the nation’s third- 
ranking shoe polish with 16% of 
the market. The company also 
produces Dress Parade and Jet 
Oil polishes. 

In the East, the company mar- 
kets Presto cake flour and several 
hot cereals (Cream Farina and 
three H-O oatmeals). 

The company made one shift 
in its agency lineup this year 
when it transferred Nucoa in April 
from Dancer-Fitzgerald-Sample to 
Guild, Bascom & Bonfigli, the 
agency which has handled Skip- 
py peanut butter ever since the 
company acquired it. 


ADVERTISING EXPENDITURES 
L 


955, 1956 

Newspapers ............... $1,661,495 = $1,341,486 
Magazines a | 574,844 
Farm Publications 68,715 19,640 
Network Television 1,660,916 2,419, 882 
Spot Television ............ 914,550 
GG ccctetsesnscccccssecens 467,233 272,316 
Total Measured ... 3,747,866 5,542,718 
Total Unmeasured 4,242,134 2,957,282 


Estimated Total 
Expenditure ...... 8,000,000 8,500,000 
MARKETING PERSONNEL 
Sales 


| William A. Schroeder, vp sales, New 
| York 
E. G. Keyes, export sales manager 


products on crowded supermarket | Raymond Sills, sales manager, Rit and 
shelves, the company feels it is| , Stine! New York 


Fred D. Goodyear, ional sales 
often better to buy a company’! quested, Gan Geandten - 


—for direct mail and trade publication | 
| advertising and product literature—R. W. | 
Dalton, account executive. 


R. L. Brinthall as Midwest region- PERSONNEL 
al manager, Chicago, and Wendell | Raymond A. Rich, president 
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\ JANDA JABLONSKI spends more 
than half her time in the field. 


Because of the increasing importance of 
the Middle East, her latest visit to this 
area lasted 4 months. Wanda is one of 
the few Westerners ever to have entered 
some of the remote sheikhdoms she 
visited. 

Traveling to distant corners of the 
earth to get a story, and being recognized 
as an authority, are standard practices 
for McGraw-Hill editors. But Wanda is 
the only senior editor in the industry 


who is both a hard-working authority 
and a woman. 

Wanda has been ‘‘up to her neck in 
oil” since a rambunctious Texas goat 
catapulted her into an open oil storage 
pit when she was three. She grew up 
traveling the world with her geologist 
father. After becoming a business re- 
porter specializing in petroleum, she 
joined PETROLEUM WEEK during its 
formative stages in 1954 and became a 
Senior Editor soon after. Today, Wanda 


ranks as an outstanding journalist and 


Petroleum Week Senior Editor Wanda Jablonski interviews Sheikh Shakbut, ruler 
of the small Arabian sheikhdom of Abu Dhabi, former Persian Gulf pirate lair. 


nem. /enas te Abu Dhabi 


Petroleum Week Editor Covers 12 Arabian Countries and Sheikhdoms to Get the Story First-Hand. 


top authority on petroleum. 

Such accurate, on-the-spot reporting 
helps make McGraw-Hill magazines must 
reading for the key men in business and 
industry. Their interest carries over to 
the advertising pages as well . . . where 
they look for the “‘what with” just as 
editorial content tells them ‘‘how to.” 
Your advertising in McGraw-Hill maga- 
zines reaches an alert, responsive and 
active audience whose purchasing in- 
fluence can be measured in billions 
of dollars. 


MeGraw-Hill Publications 


- McGraw-Hill Publishing Company, Inc., 330 West 42nd Street, New York 36, N.Y. 
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Edward P. Kenny, 
(eastern), New York 

Thomas E. Reynolds, 
(central), Chicago 

Norman Williams, 
(southern), Atlanta 

Leon Mayes, southwestern sales manager, 
Dallas 


regional sales vp 


regional sales vp 


regional sales vp 


Advertising 
(All located in New York) 
Albert Brown, vp in charge of advertis- 
ing and public relations 
F. B. Hamilton, advertising manager 
John T. Gray, assistant advertising man- 
ager 
ADVERTISING AGENCIES 

Dancer-Fitzgerald-Sample, New York— 
Hellmann's and Best Foods lines, George 
Beecher, account supervisor; Bill Gordon, 
assistant. 

Sullivan, Stauffer, Colwell & Bayles, 
New York—H-O Oats, H-O Cream Farina, 
Presto Cake Flour—Ed d 
account executive. 

Earle Ludgin Inc., Chicago—Rit dyes, 
Shinola shoe polishes—Lester Lilliston, 
L. Burns, account executives. 

Guild, Bascom & Bonfigli, San Fran- 
cisco—Skippy peanut butter, Nucoa mar- 
garine—Richard St. John, Henry Buccello, 
account executives. 

W. H. Hayhurst Co., Toronto—Canadian 
advertising for Nucoa and Rit—H. W. E. 
Pepler, account supervisor. 

Young & Rubicam, Toronto—Canadian 
advertising for mayonnaise and salad 
dressings—Jeffrey Smith, account exec- 
utive. 

Foreign Advertising & Service Bureau, 
New York—export—Joseph Palmer, ac- 
count executive. 


Borden Co. 


Borden Co., New York. The 
country’s 22nd largest national ad- 
vertiser, spent an estimated $24,- 
150,000 last year on advertising, 
including $9,182,438 in measured 
media. In 1955, the company spent 
an estimated $23,000,203 for all 
advertising, including $8,374,203 
in measured media. The 1954 fig- 
ures were $20,000,000 and $6,470,- 
142 respectively. 

Borden sales in 1956 came to 
$876,987,000—highest in company 
history. This figure yielded a prof- 
it of $23,603,000. Last year’s show- 
ing was better than that made 
by Borden in 1955, when sales 
amounted to $810,127,000 and prof- 
its were $21,654,000. 

Harold W. Comfort, president, 
who earlier this year said that 
Borden will spend about $28,300,- 


000 in 1957_for expansion and 
modernization, added that his 
company “envisions sales in the 


neighborhood of $940,000,000 in 
1957.” He declined to estimate 
1957 earnings because of “highly 
competitive situations developing 
in several of our product lines.” 
Sales for the first half of '57 con- 
tinued to rise, hitting $454,052,226 
with earnings of $11,402,120, com- 
pared with $423,380,193 sales and 
$10,710,000 earnings in the first 
half last year. 


® 1956—Borden’s 100th and best 
year—saw the start of the com- 
pany’s $1,000,000 research and 
development center at Syracuse, 
N.Y. The project was completed 
this year. Borden’s “widened con- 
cept of food research was in- 
spired by the success of our 
chemical business, based largely 
on an active research program.” 
Chemical operations “while still 
small in the over-all Borden struc- 
ture,” grew rapidly last year to 
account for almost 5% of total 
sales. 

New products introduced by 
Borden last year included two 
food drinks—Instant Hemo and In- 
stant Double Malted Milk—mold- 
ed gelatin salads and desserts, 
buttermilk biscuits, potato salad, 
a line of garden hose and sprink- 
lers, asphalt coatings, medical 
tubing and industrial sleeving, and 
two poultry feed supplements. 
The company’s major products 
continue to be fluid milk, for 
which it claims the No. 1 market 
spot, ice cream and cheese, both 
No. 2 in their market fields. 


= In October, 1956, Borden began 
sponsoring “Fury,” an NBC-TV 
network offering seen Saturday 
mofnings in 146 cities. This is a 
children’s show. Earlier in the 

year (July, 1956), it added twice- 
Sediiy a 15-minute portion of 


“Queen for a Day.” It also spon- 
sors “The People’s Choice.” Both 
“Queen” and “Choice” are also 
NBC video shows. Borden discon- 
tinued its sponsorship of “Queen” 
in June, 1957. 

In Canada, the company dis- 
continued ty programming “in fa- 
vor of heavier advertising in daily 
newspapers and in weekend news- 
paper supplements.” It also began 
scheduling, for the first time, 
full-color ads in week-end mag- 
azines “to take advantage of the 
added appeal and selling poten- 
tial of product illustrations.” 

Borden’s major media in the 
U.S. included magazines like Good 
Housekeeping, Life, Look and The 
Saturday Evening Post, which 
carried full-color insertions. Spec- 
cialized Borden products were 
promoted via medical, technical 
and business publications. News- 
papers and radio were also used, 
in addition to television. In 1956 
the company spent an estimated 
$65,000 on transportation advertis- 
ing. 

A recent personnel change was 
the appointment of Herbert F. 
Osterheld as advertising manager 
of Borden Cheese Co. 


ADVERTISING EXPENDITURES 


19655 1956 
NOWSPOPOTS  ooncccecccccene $1,855,566 $1,380,333 
A ae 2,081,670 2,189,200 
Farm publications ... 107,328 122,271 
Business papers ........ 132,200 
Network television .. 4,265,206 3,722,931 
Spot television .......... 1,483,500 
Outdoor exeeatginsasmese 74,433 151,913 
Total Measured 8,374,203 9,182,438 
Total Unmeasured 14,626,000 14,967,562 
Estimated Total 
Expenditure ...... 23,000,203 24,150,000 


MARKETING PERSONNEL 
Advertising 

Stuart Peabody, assistant vp in charge of 
advertising and public relations 

Milton Fairman, director of public rela- 
tions 

William B. Campbell, manager, 
advertising department 

William H. Ewen, national advertising 
manager for publications 

Terry R. Rice, national advertising man- 
ager for radio and television 

Robert E, Kahi, national advertising 
manager for merchandising and re- 
search and manager of the Borden Co.'s 
new marketing research unit 

Sam Thompson, vp in charge of adver- 
tising and merchandising for Borden 
Food Products Co. 

Richard G. §S d ct of mar- 
keting and amine for the special 
products division 

Philip C. Jellison, advertising manager 
for industrial products (Borden Food 
Products Co.) 

Robert J. Godfrey, advertising manager 
for export sales (Borden Food Products 


general 


Co.) 

Will A. Foster, vp in charge of advertis- 
ing for Borden Cheese Co. 

Herbert F. Osterheld, advertising man- 
ager, Bordon Cheese Co. 

Gene C. Holcombe, advertising manager 
for special products division 

J. Spencer Brown, advertising manager 
of the chemical division 

William Gordon, advertising manager for 
prescription products 

ADVERTISING AGENCIES 

Young & Rubicam—fluid milk, ice 
cream, Eagle brand condensed milk, 
evaporated milk, cheeses, Starlac, Hemo 
and other products—George Dippy, ac- 
count supervisor. 

Benton & Bowles—various products on 
television—Kenneth McAllister, account 
supervisor. 

Doherty, Clifford, Steers & Shenfield— 
Borden's instant coffee, Pioneer ice cream 
division—Robert Hayes, account supervis- 
or, James Frankenberry, t execu- 
tive. 

Fuller & Smith & Ross—chemical di- 
vision—George Lyen, account supervisor 

Paul Kiemtner & Co., Newark—Pre- 
scription products division—Herbert Freet, 
account supervisor, Alvin Anderson, ac- 
count executive. 

Lennen & Newell—new unnamed prod- 
uct of Borden Food Products Co.—L. E 
Miller, account executive. 


Borg-Warner Corp. 

Borg-Warner Corp., Chicago, is 
the nation’s 46th largest adver- 
tiser, with total expenditures in 
1956 estimated at $15,348,463, in- 
cluding $4,348,463 in measured 
media. In 1955, the company 
spent an estimated $15,647,000, of 
which $4,714,882 was in the meas- 
ured media. 

The corporation lists its ad ex- 
penditures for 1956 as $11,075,000, 
but this does not include co-op 
advertising, most of which is done 
by B-W’s Norge division. Norge’s 
slice of the grand total probably | 
nears 75%. B-W lists its ad ex- 


Top 25 Business Publication Advertisers 
Rank Advertiser 1956 1955 

1 General Electric Co. $ 4,566,000. $ 3,793,000 
2 General Motors Corp. ..........cccccccscseseseeeesseesees 2,510,500 2,276,100 
3 £. 1. du Pont de Nemours & Co. ..........05 2,117,400 1,919,700 
4 American Cy id Co. 1,973,500 1,015,000 
Ae i, CI GN citeeetinstiatiseneitictccetrcciccenties 1,744,000 1,617,800 
6 Union Carbide Corp. .... 1,565,000 1,246,600 
7 Eastman Kodak Co. 1,250,000 950,000 
8 Westinghouse Electric Corp. ............ccccccecceeeee 1,195,000 1,260,000 
DO C Gpety Fe GO. cineccitestcieettene 1,058,900 911,300 
UU UR See ares ee 910,900 783,900 
Gi Bae We Artic inccsenanee 900,000 1,100,000 
12 Radio Corp. of America o.........cccccccecceeeeeeeee 815,700 702,000 
SD ree Campy: ceciennternqeeretisscicentesntttnceresceicns 799,400 “636,500 
14 Borg-Warner Corp. . 784,400 675,000 
15 Goodyear Tire & Rubber Co. .........cccccceeeuee 775,000 726,700 
ee SS. ee ae 766,000 500,000 
17 Monsanto Ghemical Co. .o.......ccccccccceccceeeeeenees 602,000 560,000 
18 Reynolds Metals Co. ............ 600,000 650,000 
19 Sinclair Refining Co. ..... 587,300 505,400 
20 Aluminum Co. of America 2.0.0.0... 581,000 500,000 
21 Armstrong Cork Co. .... 575,000 400,000 
22 Warner-lambert Pharmaceutical Co. ............ 524,500 369,200 
23 Sperry-Rand Corp.  ...cccecevesseeseee veers 498,600 397,600 
24 American Telephone & ciataesalie COs ecttlnet 492,500 392,100 
25 Standard Brands Inc. 482,800 384,400 


penditures at $12,635,000 in 1955 
and $6,839,000 in 1954. To these 
figures, too, the co-op expendi- 
tures must be added. 

In 1956 Borg-Warner’s net 
sales were $598,696,000, compared 
with $552,192,430 in 1955. Though 
sales were up, net earnings fell to 
$35,842,000 last year from $41,076- 
000 in 1955. 


® Most of the 38 divisions in the 
huge Borg-Warner’ corporation 
are industrial companies which do 
little advertising. Exceptions in- 
clude Norge and the growing York 
Division. B-W acquired York, 
maker of air conditioning and re- 
frigeration equipment, in June, 
1956. The Hydraline Products di- 
vision of B-W has been merged 
with York and, although the com- 
pany has not announced it, ADVER- 
TIsING AcE learned that the Inger- 
soll Conditioned Air division will 
merge at the end of this year. 

Net ‘sales for the first six 
months of 1957 were $321,624,000, 
an improvement over the $309,- 
741,000 for a like period in 1956. 
Net earnings were still down— 
$16,975,000 for the first half of 
1957 compared with $17,239,000 
for the same period in 1956. 

Borg-Warner, traditionally, was 
principally a supplier to the auto- 
motive industry. Its mills and 
factories scattered throughout the 
Midwest, and recently in other 
parts of the country, turn out 
thousands of parts and compo- 
nents. However, other divisions 
make heavy hardware, and recent 
acquisitions of existing companies 
have put B-W into chemicals, 
electronics, petroleum and re- 
search. 


# Other B-W acquisitions last 
year, beside York, include: 

Humphryes Mfg. Co., Mans- 
field, O., which is now the Inger- 
soll-Humphryes division. It man- 
ufactures plumbing fixtures. 

Chemical Process Co., Brecken- 
ridge, Tex., an oil field service or- 
ganization, which is being com- 
bined with the Byron Jackson 
division. 

Industrial Crane & Hoist, Chi- 
cago, which makes materials han- 
dling equipment. This operation 
had been consolidated with the 
Ingersoll Products division. 

This year Borg-Warner added 
Coate & Jorgensen Ltd., one of 
Australia’s largest producers of au- 
tomotive parts. 


® The company is directed by the 
Ingersoll family. Roy C. Ingersoll 
is chairman. Two sons hold a va- 


|riety of titles in a number of sub- 


sidiary companies (Robert In- 


gersoll is president of B-W). 
Although B-W’s program of di- 
'versification has, in a sense, made | 


each division autonomous, con- 
siderable influence is exerted 
over each by the company’s pres- 
ident. 

The one exception is the Norge 
division, run by Judson S. Sayre, 
who opened the automatic washer 
field with Bendix 20 years ago 
and became Norge’s president in 
1954. 

He was coaxed out of retire- 
ment by Mr. _ Ingersoll be- 
cause the Borg-Warner president 
thought Mr. Sayre was the only 
man in the country who could 
shore up faltering Norge. Mr. In- 
gersoll had been directed by 
Borg-Warner’s board to sell or 
otherwise dispose of Norge; its 
losses for five years before 1954 
amounted to millions of dollars. 

Mr. Sayre reversed the ledger 
from red to black in a month, and 
Norge has prospered ever since. 


® Norge reportedly continuegto 
hold second place in the dryer 
field and third place with its 
washers. Its_ refrigerator and 
freezers do not do as well, prob- 
ably ranking about fifth. 

Most of Norge’s advertising is 
co-op, and about haif is spent in 
newspapers. With Mr. Sayre pre- 
dicting a 10% increase in major 
appliance sales this year, the ad 
budget reportedly has been boost- 
ed to more than $11,000,000 for the 
division. 

Norge announced on Aug. 5 that 
William D. Stroben, formerly an 
account executive with Ejinson- 
Freeman Co., New York, had taken 
over as director of advertising for 
the division. He replaced Robert 
J. Runge, who became director of 
marketing for Futorian-Stratford 
Furniture Co. 

Norge’s agency, Arthur Gross- 
man Advertising, Chicago, merged 
with Donahue & Coe last December, 
but Mr. Grossman continues to 
handle the account for the agency. 


ADVERTISING EXPENDITURES 


1955 1956 
NOWSPOPOTS ——mvcceesenens $1,982,556 § 694,022 
Magazines - » 1,773,304 2,448,130 
Farm Publications . 112,224 160,722 
Busi Publicati 675,000 784,400 
Outdoor ae 261,189 
Total Measured .... 4,714,382 4,348,463 
Total Unmeasured 10,932,118 11,000,000 


Estimated Total 


Expendtiure ........15,647,000 = 15,348,463 


MARKETING PERSONNEL 
Paul Barkmeier, director of marketing 
services 
John Drake, manager of market research 
John Muldoon, market analyst 
Public Relations 
Donn Sutton, director of public relations 
Advertising 
G. A. Shallberg, director of advertising 
ADVERTISING AGENCIES 
J. Walter Thompson Co., Chicago—na- 
tional advertising—T. T. Weldon, account 
executive. 
Rogers & Smith a Chicago— 
trade advertising—Robert L. Headen. 


Advertising Age, August 19, 1957 


ATKINS SAW DIVISION 
(Indianapelis) 
MARKETING PERSONNEL 
Carl J. Meister, exec vp 


Bales 
Burleigh L. Owens, director of sales 
Advertising 
Elmer H. Applegate, advertising 
ADVERTISING AGENCY 
LaGrange & Harrison, Inc., Indianapo- 
lis, Ind.; T. E. Jasper, account executive; 
Morgan Scherer, assistant. 


BORG & BECK DIVISION 
(Chicago) 

MARKETING PERSONNEL 
Harold Nutt, president 

APVERTISING AGENCY 

Rogers & Smith Advertising, Chicago— 

all products—Robert L. Headen, account 
executive. 


BYRON JACKSON DIVISION 
(Vernon, Cal.) 
MARKETING PERSONNEL 

Robert J. Harcus, exec vp 
Norman D. Jesse, vp 
Garth F. Nicolson, vp 
Advertising 
Ross Barrett, vp in charge of advertising, 
public relations and personnel 
ADVERTISING AGENCY 
Ramsay, Brown & Co., Los Angeles— 
all products—John Ramsay, Jack Scott 
and Don Brown, account executives. 


CALUMET STEEL DIVISION 
(Chicage) 
MARKETING PERSONNEL 
Boyd B. Jack, vp and general sales man- 


ager 
Leighton E. Yentzer, assistant sales man- 


ADVERTISING AGENCY 
Rogers & Smith Advertising, Chicago— 
all products—Robert E. Headen, account 
executive. 


INGERSOLL KALAMAZOO 
DIVISION 


(Kalamaszoe) 
MARKETING PERSONNEL 
Roy C. Houck, Manager 
Sales 
Anthony S. Mrozek, sales director—de- 
fense 
David H. Cissna, sales director—material 
handling 
ADVERTISING AGENCY 
Paxson Advertising Inc., Grand Rap- 
ids, Mich., Ken Johnson and Chet Wold, 
account executives. 


INGERSOLL PRODUCTS 
DIVISION 
(Chicago) 


MARKETING PERSONNEL 
Robert A. Anderson, vp-sgles 


R. T. Gustaf sales ger for cranes 
and hoists ‘ 
J. L. Radcliffe, new products sales man- 


ager 
A. F. Freed, agricultural implements 
sales manager 
E. C. McLester, sanitary ware sales man- 
ager (contract) 
Ss. E. Fienner, 
sales manager 
W. D. Gerstacker, assistant general sales 
manager 


washing machine parts 


Advertising 
D. A. Badenoch, advertising manager 
ADVERTISING AGENCY 

Rogers & Smith Advertising, Chicago— 
farm implements—Robert L. Headen, ac- 
count executive. 

Robert Christopher Agency, Chicago— 
plumbing fixtures—Robert Christopher, 
account executive. 


INGERSOLL STEEL DIVISION 
(New Castle, Ind.) 
MARKETING PERSONNEL 

Ralph W. Leigh, sales vp 
Herbert W. Axe, manager of shovel sales 
Kenneth C. Birch, manager of steel sales 
Advertising 
Harold C. Ingersoll Jr., vp and secretary 
ADVERTISING AGENCY 

Rogers & Smith Advertising, Chicago— 
all products—Robert L. Headen, account 
executive. 


LONG MANUFACTURING 
DIVISION 
(Detroit) 
MARKETING PERSONNEL 
Harry H. Whittingham, sales vp 
William L. Pringle, director of engineer- 


James B. Bragaw, assistant sales man- 


ager 
Robert M. Purdy, assistant sales man- 
ager 
David T. Sicklesteel, manager of indus- 
trial sales 
Advertising 
Al E. Bigelow, assistant to the president 
ADVERTISING AGENCY 
Kenneth Drake Associates, Detroit—all 
products. 


MARBON CHEMICAL DIVISION 
(Gary, Ind.) 
MARKETING PERSONNEL 
Robert Shattuck, president and general 


sistant general manager 
ADVERTISING AGENCY 
Oscar P. Holtzman, Chicago—all prod- 
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your best prospects 
are in growing families 
... With growing needs... 


87.8% of people in households with 
children under 10 are poster readers!" 


*From Starch Continuing Study of Outdoor Advertising 


OUTDOOR ADVERTISING INC. 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
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ucts—Osecar P. Holtzman, account execu- 
tive. 


MARVEL-SCHEBLER 
PRODUCTS DIVISION 
(Bloomington, Il.) 
MARKETING PERSONNEL 
Donald N. Arndt, sales vp and advertis- 

ing director 
ADVERTISING AGENCY 
Kane Advertising, Bloomington—all 


products—Edmund R. Kane, account ex- 
ecutive. 


MECHANICS UNIVERSAL 
JOINT DIVISION 
(Reckford, Ml.) 


MARKETING PERSONNEL 
William J. Si sales rt 


ADVERTISING AGENCY 
Midwest Advertising Agency, Rockford 
—W. A. Pitschke, account executive. 


MORSE CHAIN CO. 
(Ithaca, N.Y.) 
MARKETING PERSONNEL 
Advertising 

Frank Wood, advertising manager 
ADVERTISING AGENCY 
Brooke, Smith, French & Dorrance, 
Inc., Detroit—all products. 


NORGE DIVISION 
(Chicage) 
MARKETING PERSONNEL 
Harold P. Bull, vice president in charge 
of distribution 
Ralph Scoppa, 
manager 


national sales promotion 


Sales 
Walter C. Fisher, general sales manager 
Dick O. Klein, field sales manager 
Vv. F. Peterson, laundry products sales 
manager 
Dan R. Nighswander, dryer sales man- 
ager 
Harry C. McDavitt, conventional washer 
sales manager 
Roy T. Musselwhite, range and water 
heater sales manager 
Public Relations 
Andrew J. Tobin, director of public re- 
lations 
Advertising 
William D. Stroben, director of advertising 
Russell F. Willie, assistant to the director 
of advertising and sales promotion 
Raymond A. Johnson, sales promotion 
manager 
George Zednick, laundry products promo- 
tion 
Robert A. Haverback, refrigerator, freez- 
ers and electric range promotion 
William Golding, gas appliance sales 
promotion 
ADVERTISING AGENCY 
Donahue & Coe Inc., Chicago—all pro- 
ducts—Arthur Grossman, account super- 
— Edward J. Collins, account execu- 
tive. 


PRESCO PRODUCTS DIVISION 
(Bedford, 0.) 
MARKETING PERSONNEL 
D. R. Spotz, general sales manager 
R. L. Schroeder, aircraft sales manager 
C. H. Hilborn, advertising manager 
ADVERTISING AGENCY 

The Jayne Organization, Cleveland, O. 

—all products. 


REFLECTAL CORP. 
(Chieage) 
MARKETING PERSONNEL 
Raymond G. Nordstrom, vp and general 
manager 
Paul H. Whitney, product manager for 


F. O. 
shad 
Richard H. Sabel, product manager for 
roof deck 
ADVERTISING AGENCY 
Robertson, Buckley & Gotsch, Chicago 
—all products—Scott Robertson, account 
supervisor; Joe Frank, account execu- 
tive. 


ROCKFORD CLUTCH DIVISION 
(Reckford, Ill.) 
MARKETING PERSONNEL 
Gilbert L. Christianson, exec vp and as- 

sistant general manager 
E. R. Williams, sales manager 
ADVERTISING AGENCY 
Midwest Advertising Agency, Rockford 
—all products——W. A. Pitschke, account 
executive. 


SPRING DIVISION 
(Beliwoed, Ii.) 
MARKETING PERSONNEL 
Harry P. Troendly, president and general 

manager 
Arthur J. Welch, vp and sales manager 
Advertising 
Arthur J. Welch, vp and sales manager 
ADVERTISING AGENCY 
Midwest Advertising Agency, Rockford 


Berg, product manager for Kool- 
e 


~—all products—W. A. Pitschke, account | 


executive. 


WARNER AUTOMOTIVE 
PARTS DIVISION 
(Aabern, Ind.) 
MARKETING PERSONNEL 
F. K. L. Johnson, industrial sales man- 


ADVERTISING AGENCY 
Rogers & Smith Advertising, Chicago— 
all products—Robert L. Headen, account 
executive. 


Advertiser 
General Motors Corp. 


Top 25 Farm Paper Advertisers in 1956 


Ford Motor Co. 


American Cyanamid Co. ............... 


General Electric Co. 


General Mills Inc. 


Chrysler Corp. 


General Foods Corp. ....ccccccccccceeeeeee 


Rexall Drug Co. 
Monsanto Chemical Co. 


Firestone Tire & Rubber Co. ............ 
American Telephone & Telegraph Co. ............ 
Goodyear Tire & Rubber Co. ........ 


Sperry-Rand Corp. 


R. J. Reynolds Tobacco Co. ............ 


American Tob Co. 


lah 


& ink 


Pillsbury Mills Inc. 


Stendard Oil Co. (Indiana) 
Swift & Co. 


Socony Mobil Oil Co. 


Quaker Oats Co. 


Brown & Williamson Tobacco Corp. 


Rank 
1 

2 
3 
4 
5 
6 
7 
8 
9 
10 
WW 
12 
13° «OU. S. Steel Corp. 
14 
15 
16 
17 
18 
ih 
20 
21 
22 
23 
24 Texas Co. 


25 


1956 1955 
$ 1,800,603 $ 2,490,946 
nnecanesssbose 1,673,560 864,757 
npianionnoee 1,430,828 1,375,812 
eis 881,955 839,320 
553,561 414,687 
nsahioniieseon 527,236 824,577 
a 444,105 435,241 
442,100 373,734 
guehethepecpence 423,335 234,530 
finavadoeqeogeoee 419,044 512,217 
411,136 331,286 
sacenognsscesece 409,045 450,173 
393,376 543,559 
eocesibniquapnien 370,619 413,495 
euspesbonee 362,149 306,521 
335,396 319,442 
evies 323,436 220,361 
322,458 76,751 
peressevecouanie 316,733 331,421 
315,350 447,707 
295,153 252,644 
291,200 356,494 
Ginintcin cranes 269,560 37,950 
jolie 264,704 238,927 
pecsuanesoeoenes 263,799 174,43) 


American Home Products Corp. ...... 


WARNER GEAR DIVISION 
(Muncie, Ind.) 
MARKETING PERSONNEL 
E. S. Russey, president and general man- 

ager 
ADVERTISING AGENCY 
Bob Robinson Inc., Muncie—all prod- 
ucts—J. D. Moore, account executive. 


YORK DIVISION 
(York, Pa.) 
MARKETING PERSONNEL 
A. Rising, vp, marketing services 
Advertising 
John S. Garceau, advertising and sales 
promotion manager of industrial division 
J. Donald Smith, advertising and sales 
promotion manager of industrial division 


ADVERTISING AGENCY 
Brooke, Smith, French & Dorrance, 
New York. 


INDUSTRIAL DIVISION 
(New York) 


ADVERTISING AGENCY 
G. M. Basford Co., New York. 


COMMERCIAL DIVISION 
(Chicago) 


ADVERTISING AGENCY 
Donahue & Coe, Chicago. 


Bristol-Myers Co. 


Bristol-Myers Co., New York, 
the country’s 27th largest adver- 
tiser, continues the rising sales and 
expenditures that have character- 
ized the company for the past sev- 
eral years, with total advertising 
expenditure for 1956 estimated at 
around $21,000,000. This compares 
with 1955 estimates of about $17,- 
000,000 and 1954 figures of around 
$13,000,000. This year’s ad budget 
is up again and, according to some 
sources, may go as high as 50% 
over the 1956 expenditures. Meas- 
ured media in 1956 accounted for 
$16,607,020 of the total advertis- 
ing, up from $12,116,062 in 1955 
and $8,228,640 in 1954. 

Sales in 1956 were the highest 
in the company’s 69 years; earn- 
ings second highest. Up 18% over 
the previous year, 1956 sales were 
reported at $89,403,544. Earnings 
were $5,586,168 or $3.55 per com- 
mon share, compared with $4,865,- 
752 or $2.98 per share in 1955. 
(Foreign sales in 1956 totaled $17,- 
898,468, of which $7,246,296 is re- 
flected in the total sales.) Sales 
and earnings for the first half of 
1957 are expected to exceed the 
comparable 1956 period. 

B-M introduced no new prod- 
ucts in 1955 but is since making 
up for it. Toward the close of 1956, 
market testing began on Thera- 
dan dandruff treatment; Biogels, a 
bulk laxative, and Analoze, an al- 
kalizing analgesic. National adver- 
tising for Theradan broke this May. 
Latest reports indicate that Biogels 
will be introduced in the fall and 
Analoze next year. Also scheduled 
for fall national introduction is a 
“new concept” in the dentifrice 
field, on which B-M appears to be 
wagering a considerable sum, but 
there is no further information 


available at this time. 

Sentry, a fluoride dentifrice, was 
tested by the company for some 
time in several cities, but now ap- 
pears to have been scrapped. 


s All products mentioned above 
are pert of the Bristol-Myers prod- 
ucts division. Accounting for 63% 
of the 1956 reported volume, it is 
the company’s principal operating 
division (there are four others), 
and spends the giant share of 
B-M’s advertising dollars for a 
product line which includes Buf- 
ferin, Ipana, Ban, Mum, Mum Mist, 
Sal Hepatica, Trushay, Ammens 
powder, Minit-Rub and Vitalis. At 
the helm are Lee H. Bristol, chair- 
man; Robert B. Brown, president, 
and E. Lloyd Bernegger, exec vp. 
Donald S. Frost is vp and adver- 
tising director, assisted by Richard 
K. Van Nostrand. 

The division’s major brands 
showed continued success and ex- 
pansion in their share of market 
during the last year. Bufferin 
(zealously guarded against infring- 
ers, as in the recent injunction 
won against R. H. Macy & Co. for 
substituting its own buffered as- 
pirin when purchasers asked for 
Bufferin), rose from third to first 
place in the headache remedy 
field, from the standpoint of dollar 
volume, and it now has about 19% 
of the market, up from the previ- 
ous year’s 10%. Ban deodorant is 
also No. 1 in dollar volume in its 
field, with about 16% of the mar- 
ket, a big spurt over 1955 esti- 
mates. 

There will be heightened com- 
petition here this year as competi- 
tors have brought out their own 
versions of roll-on deodorants; 
several, at 69¢, in contrast to Ban’s 
98¢ purchase price. But the addi- 
tion of Mum cream deodorant— 
right behind Carter Products’ pace- 
setting Arrid—and Mum Mist, No. 
3 in the hotly competitive spray 
field (Mennen and Stopette are 
probably one and two), gives Bris- 
tol-Myers just about one-quarter 
of all the deodorant business in 
the country. 

Ipana is currently showing a 
strong upward trend in the denti- 
frice field, and is battling for 
fourth place with roughly 10% of 
the market. Vitalis hair grooming 
preparations hold third place, be- 
hind Wildroot and Vaseline, with 
roughly 20% of the market. Sal 
Hepatica is the leading laxative of 
its type, and Ammen’s foot powder 
—while its share in the individual 
foot powder, medicated powder 
and baby powder markets is in- 
significant—does an adequate vol- 
ume as a multi-purpose product. 


s Among the four remaining divi- 
sions, Bristol] Laboratories sales 
(the ethical division) were a “not 


unexpected” fraction below 1955, 
but the introduction of Tetrex an- 
tibiotic compound last November, 
to help maintain blood levels; Az- 
otrex, for urinary infections, and 
PRN, a tranquilizer, is expected to 
increase the ethical division’s 1957 
share of market. International di- 
vision sales were reported up, 
Kimball Mfg. Corp. “showed a sub- 
stantial percentage increase” and 
Luzier’s Inc. sales were “fraction- 
ally below a year ago.” The last 
named division, a door-to-door 
cosmetic company acquired in 
June, 1955, is described as having 
a “tremendous” potential, and bas- 
ic groundwork for enlarging Lu- 
zier’s scope is reportedly complet- 
ed 


During the past year two divi- 
sions which accounted for about 
$9,460,000 of 1956 sales were dis- 
posed of because, “There no longer 
appeared to be a logical relation- 
ship between the present and in- 
dicated future lines of activity of 
these divisions and the basic busi- 
ness of the company.” Rubberset 
Co. and Rubberset Co. Ltd. were 
sold in July, 1956, for cash to the 
Sherwin-Williams Co. In Decem- 
ber, Sun Tube Corp., and its Ca- 
nadian and Mexican operations 
were bought by American Can Co. 
for 170,000 shares of the latter’s 
common stock. 

The company’s advertising agen- 
cy setup, usually quite stable, re- 
mained the same through 1956, but 
in March of this year, Robert F. 
Wilson Inc., ethical drug agency, 
resigned its inactive portion of the 
Bristol] Laboratories account to 
make room for a competitive ac- 
count. Bristol Labs has two other 
agencies, but this portion of the 
account was reassigned last month 
to a new agency, Paul Klemtner & 
Co. Young & Rubicam, Batten, 
Barton, Durstine & Osborn and Do- 
herty, Clifford, Steers & Shenfield 
continued as the company’s major 
agencies. DCS&S and Noyes & 
Sproul are the two other Bristol 
Labs agencies. Assignments on the 
ethical products usually intertwine 
among the three agencies. 

Television accounted for 52% of 
the total 1956 ad budget, with a 
$4,000,000 increase measured in 
network tv. 


ADVERTISING EXPENDITURES 
1955 1956 


NOWSPOPETS once’ $2,384,543 $2,032,580 
Magazi 3,519,560 4,299,077 
Farm Publications ... 100,400 71,380 
Business papers ......... 100,000 
Network television 6,023,135 9,132,455 
Spot television ........ = 864,040 
Outdoor atetaseenpemnarncess 40,245 107,488 
Total Measured ....12,116,062 16,607,020 
Total Unmeasured 4,883,938 4,392,980 
Estimated total 

Expenditure ........ 17,000,000 8 21,000,000 
BRISTOL-MYERS PRODUCTS 

DIVISION 

MARKETING PERSONNEL 
Sales - 


E. Lloyd Bernegger, exec vp and director 
F. H. Fletcher, asst. vp and asst. gen- 
eral sales manager 
E. Gelsthorpe, asst. vp and director of 
merchandising 
Robert J. Foley, 
ager 
George McMillan, manager of special sales 
K. W. Keller, asst. to the sales director 
Frank Hale, manager of chain store sales 
Irving Newfield, eastern sales manager 
N. D. Johnson, east central sales manager 
Robert Slaughter, western region sales 
manager 
Burton Riordan, southwest sales manager 
R. R. Schirk, midwestern sales manager 
H. C. Wheeler, southern sales manager 
George Lee, western sales manager 
Cc. W. Sherer, mid-Atlantic sales manager 
R. R. Alexander, west central sales 
manager 
Market Research 
W. M. Bristol III, vp and director 
Preduct Development 
John J. Clarey, vp and director 
Public Relations 
Lec H. Bristol Jr., director of pr, prod- 
ucts division 


sales promotion man- 


Advertising 
Donald S. Frost, vp and director 
R. K. Van Nostrand, assistant advertising 


director 

John P. Kennedy, advertising manager 
for Ipana 

Clayton J. Rohrbach Jr., advertising man- 
ager for Theradan, Mum Mist and Sal 
Hepatica 

Michael K. Doherty, advertising manager 
for Ban and Vitalis hair cream 

John R. Cookson, advertising manager 
for Minit-Rub and Trushay 
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John H. Tyner, advertising manager for 
Mum and Vitalis 

Roger C. Whitman, advertising manager 
for Bufferin 

Jack S. Morgan, assistant to R. C. Whit- . 
man for Bufferin and advertising man- 
ager for Ammens powder 

Eugene Milano, manager of professional 
advertising 

Ida C. Stewart, director of educational 
services 


BRISTOL LABORATORIES INC. 


ETHICAL DRUGS DIVISION 
MARKETING PERSONNEL 
Sales 
Richard A. Anderson, 
of marketing 
Charles T. Harrell, sales manager 
Roland H. Noel, sales coordinator 
Advertising 
John J. Mulcahey, advertising manager 


ADVERTISING AGENCIES 

Young & Rubicam—Bufferin, Sal He- 
patica, Vitalis Hair Cream—J. Brooks 
Emory, account supervisor; Thomas R. 
Cox, assistant account supervisor; Robert 
Osburn, account executive (Bufferin); Ed 
Lewis, account executive (Sal Hepatica, 
Vitalis Hair Cream). 

Doherty, Clifford, Steers & Shenfield— 

Ipana, Vitalis, Mum, Mum Mist, Thera- 
dan, Minit-Rub, Ammens Powder—Wil- 
liam E. Steers, account group head; Harry 
M. Ireland, account supervisor (Ipana, 
Mum, Vitalis); Joel F. Jacobs, account 
supervisor (Mum Mist, Minit-Rub, Am- 
mens, Theradan); Robert M. Curtis, ac- 
count executive (Ipana, Mum); E. Pay- 
son Fairchild, account executive (Vi- 
talis); Kenneth Price, account executive 
(Minit-Rub, Ammens, Mum Mist); Martin 
Oech b t executive (Thera- 
dan). 
Batten, Barton, Durstine & Osborn— 
Ban, Trushay—Len Carey, account super- 
visor; Martin Devine, account executive. 
Bristol Laboratories Inc. division 

Doherty, Clifford, Steers & Shenfield, 
New York; Noyes & Sproul, New York; 
Paul Kiemtner & Co., New York. Product 
assignments for this division revolve 
among these three agencies. Currently 
this includes, Tetrex, Azotrex and PRN. 


vp and director 


Brown-Forman 
Distillers Corp. 


Brown-Forman Distillers Corp., 
Louisville, is the nation’s 94th 
largest advertiser. Its advertising 
expenditures in 1956 were re- 
ported by the company at $6,093,- 
843, of which $4,103,377 was in 
measured media. In 1955, the 
company invested about $5,011,- 
370 in advertising, of which $3,- 
911,370 was in measured media. 

Brown-Forman is the fifth larg- 
est distiller in the U. S., ranking 
just behind the big four in the 
distilling industry (Seagram, Na- 
tional Distillers, Schenley and Hi- 
ram Walker). Consolidated sales 
for the fiscal year ending April 30, 
1957, hit $97,387,577 for a sales rec- 
ord. This consolidated sales figure, 
which includes the sales of two 
new subsidiaries, reflects an in- 
crease of 25% over sales of $77,- 
719,572 for 1956. 

Net income after taxes for 1957 
reached $2,529,664, compared to 
$2,939,886 in 1956. The company’s 
net worth increased more than 
$1,000,000 over the 1956 figures, 
and working capital jumped to 
$54,477,724 in 1957 from $35,325,- 
799 in 1956. 


® The company’s principal prod- 
ucts are Old Forester bonded 
bourbon, Early Times straight 
bourbon and King blended whisky. 
Last August, in an expansion pro- 
gram, Brown-Forman purchased 
Jack Daniel Distillery, Lynch- 
burg, Tenn., and the Jos. Garneau 
Co., New York. In March of this 
year, Brown-Forman acquired ex- 
clusive U. S. production and dis- 
tribution rights, effective June 1, 
for all domestic and imported Bols 
liqueurs, fruit brandies, gins and 
vodka. 

Jack Daniel distills and markets 
a unique type of Tennessee sour 
mash whisky—Jack Daniel’s Old 
#7 Black Label and Jack Daniel’s 
Green Label. 

The Jos. Garneau Co. imports 
and distributes Usher’s Green 
Stripe and Extra Scotch whiskies, 
Clicquot Yellow Label cham- 
pagnes, Cruse French wines, An- 
heuser German wines, Garvey 
sherries and Feuerheerd ports. 

The Bols domestic products will 
be produced at the Brown-Forman 
plant in Louisville, according to 
original formulae of the 400-year- 
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Development of new and improved 
products is today’s major business interest. 
America’s future growth, and your sales 
growth, depend upon this interest. Now 
you can reach all... regardless of 
industry, title or function within the Original 
Equipment Market . . . who participate in 


product design, research and development 
... by using a single magazine whose 
editorial content is focused on this interest. 
Published weekly ... DESIGN EDITION, 
every other week ... RESEARCH 

AND DEVELOPMENT EDITION, 


alternate weeks. 


aoeus a sdaipecns THE McGRAW-HILL WEEKLY 
“MAKE MARKETS GROw. 


MAKES SALES GROW... S20 WEST 40nd STREET, NEW YORK 00, 1.¥. 
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old Erven Lucas Bols Co. of Am- 
sterdam, Holland, and the liqueurs 
and spirits produced by the Bols 
company abroad will be imported 
and distributed in the U. S. by 
Brown-Forman. 

The Jack Daniel Distillery, 
while a wholly-owned subsidiary 
of Brown-Forman, will continue 
to be operated independently by 
the Motlow brothers, descendants 
of Jack Daniel, founder of the 
distillery. 


® Brown-Forman also. operates | 
two other wholly-owned §sub- 
sidiaries in Louisville—-Brown- 
Forman Industries, and the Blue 
Grass Cooperage Co. BFI makes 
standard and high energy photo- 
graphic chemicals, and an auto- 
matic high-speed x-ray processor 
for . medical and industrial use. 
The cooperage manufactures 
wooden barrels for maturing of 
whisky. 

In its annual report for 1957 
Brown-Forman reported that the | 
Jack Daniel Distillery was pur-| 
chased for $18,000,000, and the Jos. 
Garneau Co. for $620,000. Brown- 
Forman is now able to offer a 
complete line of quality whiskies, 
imported wines and whisky, li- 
queurs, gins and vodka. 

The company revamped its ad- 
vertising, sales and public rela- 
tions divisions this year, with most 
of the executives receiving new 
titles and responsibilities. J. Gor- 
don Baquie, formerly exec vp and 
director of sales, now is exec vp 
and executive director of sales, | 
heading up the B-F sales organi- | 
zation in both “open” and “mo- 
nopoly” states. Edward F. O’Brien 
moved up to vp and executive as- 
sistant sales director from vp of 
sales. Arthur Mertens, who joined 
the company last year as mer- 
chandising director, is now di- 
rector of sales planning and brand 
development. 

In advertising, R. W. Moorhead 
Jr., vp and advertising director, is 
now vp and executive director of 
advertising and promotion. Pey- | 
ton H. Hoge’s title was changed | 
from advertising manager to di-| 
rector of advertising. G. Frank | 
Johnson has joined the company | 
as director of promotion. Jack 
Kannapell was named brand pro- 
motion manager for Early Times, 
and C. Kelly Stenquist, former as- 
sistant advertising manager, is now 
brand promotion manager for Old 
Forester, export and import. 

Joseph B. Scholnick, formerly 
trade relations manager in the 
public relations depariment, was 
named director of public relations, 
replacing Raymond Durrell, who 
resigned last October. 


s The company also made some 
changes in its agency lineup. Last 
December, Brown-Forman moved 
advertising for the Jos. Garneau | 
Co. from Buchanan & Co., New! 
York, to Albert Woodley Co., New | 
York. This year, B-F named 
Woodley to replace Bermingham, 
Castleman & Pierce on _ Bols 
brands, effective June 1. 

The company began making ar- | 
rangements last February to mar- | 
ket Old Forester in Britain. Dis- | 
tributors were appointed by Mar- | 
rin de Picabia, export manager. 
Advertising in Britain will be 
handled by Gordon & Gotch Ad- 
vertising Ltd., London, in con- 
junction with the Foreign Adver- 
tising & Service Bureau, New 
York. The marketing of Old For- 
ester follows the recent lifting 
of the ban on imports of American 
whisky. 

A new whisky product, Presi- 
dent’s Choice, was brought out in 
March, 1957. The eight-year-old 
bourbon whisky will be bottled 
in barrel-lots only, with each pur- 
chaser receiving total contents of 
the barrel packed in ten white | 
pine chests each containing 12 
bottles of four-fifths of a quart. 

Each bottle will bear a label en- 
graved with the name of the pur-| 


chaser, the whisky proof and se- | 
rial number of the barrel. Pur- 


mented history of his barrel and 
the finished white oak head of the 
barrel. There was no promotion | 
for the product. The barrels sell 
for $1,200 each. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers _............ $1,505,868 $1,628,882 
Magazines _...... escthinen 1,465,502 1,621,290 
Business Publications 90,000 149,800 
EE 2 000 703,405 


Total Measured ..... 3,911,370 4,103,377 
Newspapers ...............0 —— 269,866 
Outdoor... 74,480 
Other Unmeasured 

pO rene — 1,646,120 

Total Unmeasured 1,100,000 1,990,466 

Estimated Total 

Expenditure .. 5,011,370 6,093,843 
PARENT COMPANY 
Sales 


J. Gordon Baquie, exec vp and executive 
director of sales 

E. F. O’Brien, vp and executive assistant | 

Arthur Mertens, director of sales plan- 
ning and brand development 

James Smith, eastern regional sales man- 
ager, New York 


Roger M. Coleman, southern regional 
sales manager, Louisville 

|Thomas Harney, midwestern regional 

sales manager, Chicago 


| 

| Scott Hambleton, western regional sales 

| ger, San Fr i 

| Henry Miller, mid-continent 
sales manager, Louisville 

William Faversham, monopoly states re- 
gional sales manager, Louisville 

Advertising & Promotion 

Rodman W. Moorhead, Jr., vp and execu- 
tive director of advertising and promo- 
tion 

Peyton H. Hoge, director of advertising 

G. Frank Johnson, director of promotion 

Grove F. Gleason, 


regional 


manager of adver-|Gerald V. Kelleher, 
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tising audit & budget control 
Jack E. Kannapell Jr., brand promotion 
manager, Early Times 
C. Kelly Stenquist, brand promotion 
manager, Old Forester, export and im- 
port 
Public Relations 
Robinson S. Brown Jr., vp and execu- 
tive director personnel and public re- 
lations 
Joseph B. Scholnick, director of public 
relations 
ADVERTISING AGENCY 
| Ruthrauff & Ryan, Chicago and New 
| York—Old Forester, Early Times and 
| King whiskies. William D. Watson and 
Chicago, account 
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executives (Old Forester, King); 


John | ADVERTISING AGENCY | Total Measured 20... 372,440 ADVERTISING AGENCY | 
Toland, New York, account executive| The Mullican Co., Louisville—Howard | THE JOS. GARNEAU CO. Albert Woodley Agency, New York— 
(Early Times). | Perry, account executive. | (New York) Albert Woodley, account executive. 
BROWN-FORMAN INDUSTRIES JACK DANIEL DISTILLERY MARKETING PERSONNEL 
(Louisville) | 


Joseph G. Ringwalt, Jr., president 
ADVERTISING AGENCY Brown & Williamson 
Albert Woodley Agency, New York— Ee | 
Albert Woodley, account executive. Brown & Williamson Tobacco | 
ADVERTISING EXPENDITURES Corp., Louisville. The nation’s 
| magasines $ es 33rd largest advertiser, with a to- 
Total Measure 22,163 tal 1956 ad budget estimated by 
BOLS DISTILLING CO. | ADVERTISING AGE at $20,000,000, of 
ae _——. asain which $17,594,895 was spent in 
R : 

$ 188,943 | Lawrence W. Pugh, national brand man- measured media. 

183,497| ager | The new measurement of spot 


(Lynchburg, Tenn. 
MARKETING PERSONNEL a, ae. 


J. B. Copenhefer, exec vp 
Allen Grant, sales manager 
ADVERTISING AGENCY 


MARKETING PERSONNEL 
| Reagor Motlow, president 
Winton E. Smith, general sales manager 


Advertising 
Zimmer-McClaskey Advertising, Louis-| arthur §. Hancock, advertising manager 


ville—Graham Gilmore, account execu- ADVERTISING AGENCY 
tive. Gardner Advertising Co., St. Louis— 
BLUE GRASS COOPERAGE CO. pavid P. Ferriss, account executive. 
(Leuisville) ADVERTISING EXPENDITURES 
MARKETING PERSONNEL 1956 
T. O. Helm, Jr., president Newspapers 
Ernest Worful, vp Magazines 


equipment... you can sell best in 


KLECTRONIC 
INDUSTRIES 


& TELE-TECH 


... edited primarily for top-level engineers, the men with 
the real influence in the purchasing of electronic com- 
ponents and equipment . . . the men who design the 
prototypes, determine the specifications, buy the original 
parts. Published monthly, it covers the industry’s major 
technological developments; analyzes their importance; 
provides for the interchange of technical information on 
new methods and products. It deals with problems in 
design, production and operation. Of the 42,100 circulation, 
more than 26,000 copies are concentrated among the 
top-level engineers in the vital original equipment market 
—vice presidents in charge, chief engineers, engineering 
supervisors, and design engineers. Reader interest is 
intense, as exemplified by a 680% increase in inquiries in 
the last six months. 


Electronic Industries is published by Chilton Company, the most diversified publisher 
of trade and industrial magazines in the country—a company with the resources and 
experience needed to make each of 15 publications outstanding in its field. In keeping 
with Chilton policy, the experienced and highly competent staff of Electronic Industries 
devotes its full time to the field the publication covers, striving for editorial excellence 


and strict quality control of circulation. In achieving both objectives, it has earned 
the confidence of readers and advertisers alike. 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 
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see all 


Fe r CHILTON PUBLICATIONS: Department Store Economist + The Iron Age « Hardware Age 
' = = Spectator + Automotive Industries + Boot and Shoe Recorder » Commercial Car Journal 

; Butane-Propane News. Electronic Industries « Jewelers’ Circular-Keystone « Motor Age + Gas 
Optical Journal & Review of Optometry - Hardware World « Distribution Age» Book Division 
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tv spending has shed considerable 
light on Brown & Williamson‘s 


|advertising budget. The company 
|spent $11,288,620 in spot tv alone 


in 1956, second only to Procter & 
Gamble as top spender in that 
medium. For the last quarter of 
1955 (first period that spot tv was 
measured) B&W spent $2,739,100, 
or roughly at the same pace as 
throughout 1956. This would tend 
to revise upward—perhaps almost 
double—ADVERTISING AGE’s pre- 
vious estimate of B&W’s 1955 ad 
budget ($9,000,000). 

1955, however, was the year 
B&W began to spend heavily in 
tv, so the actual 1955 budget may 
well have been about $14,000,000 
or $15,000,000. 


® B&W is a wholly owned sub- 
sidiary of the British-American 
Tobacco Co., London. The compa- 
ny does not release its sales fig- 
ures, but ADVERTISING AGE esti- 
mates that its 1956 sales totaled 
about $450,000,000, a gain of 
roughly 12% over the previously 
estimated 1955 sales figure of 
$396,000,000. 

The company manufactures 
Viceroy, Raleigh, Kool, Wings and 
du Maurier cigarets; Sir Walter 
Raleigh, Golden Grain, Old North 
State, Target, Bugler and Kite 
pipe tobacco; Bloodhound and 
Sun Cured plug tobacco and Tube 
Rose snuff. The five cigaret 
brands are by far the biggest fac- 
tors in B&W’s advertising picture. 

The company continues to hold 
the number four spot in the in- 
dustry in production and percen- 
tage of market—American Tobac- 
co, R. J. Reynolds and Liggett & 
Myers are the top three. B&W’s 
estimated total output in 1956 
was 50,000,000,000 cigarets and its 
percentage of market 11.5%. 


s Viceroy scored B&W’s major 
gain of the year with a sales gain 
of 26.4% over 1955—from 20,100,- 
000,000 cigarets in 1955 to 25,- 
400,000,000 in 1956. Viceroy con- 
tinues to rank sixth in the mar- 
ket. Kools (regular, mentholated 
and king) dropped 3.1% in sales 
while Raleigh, du Maurier and 
Wings remained essentially steady. 

Major marketing news last yéar 
was B&W’s September introduc- 
tion of filter tip king size men- 
tholated Kool. This is in addition 
to Kool’s regular and mentholat- 
ed king brands. In four months 
on the market in 1956 the new 
Kools sold about 2,000,000,000 
cigarets. 

Little is known of B&W’s 1957 
advertising trends except that it 
began a rather heavy radio sched- 
ule early in January, co-sponsor- 
ing hourly NBC newscasts (AA, 
Dec. 24, 56). The 1956 expendi- 
ture on transportation advertising 
was estimated at $75,000. 

The company’s marketing per- 
sonnel and advertising agency 
line-up remains unchanged from 
last year. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers $ 757,051 $§ 889,351 
eee 931,740 1,137,011 
Farm Publications 37,950 269 560 
Network Television 2,171,911 3,087,901 
Spot Television ........ 11,288,620 
Network Radic .......... 755,878 
ee 170,270 137,232 
Total Measured ... 4,824,300 = 17,709,675 
Tetal Unmeasured 4,175,200 2,290,325 


Estimated Total 
Expenditure ..... 9,000,000 8 20,000,000 
MARKETING PERSONNEL 
Sales 
James C. Goodson, sales vp 
Advertising 
Joseph G. Crume, advertising vp 
ADVERTISING AGENCIES 

Russel M. Seeds Co., Chicago—Raleigh 
cigarets, Sir Walter Raleigh tobacco—E. 
Dean Landis, account executive. 

Ted Bates & Co., New York—Kool and 
Viceroy cigarets, Tube Rose snuff—A. 
McG. Foster, account supervisor. 

Ruthrauff & Ryan Inc., Chicago—du 
Maurier cigarets—J. E. Fleisch, account 
executive. 


Bulova Watch Co. 


Bulova Watch Co., Flushing, 
N. Y., the 90th largest national 
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advertiser, invested an estimated 
$7,500,000 in advertising during 
1956, of which $5,781,334 was in 
measured media. With total esti- 
mated expenditures in 1955 of 
some $6,250,000, Bulova spent $1,- 
309,720 in measured media, show- 
ing an over-all increase last year 
of 20%. While only $1,238,900 
showed up in measured media fig- 
ures for 1955 in the spot television 
category (since measurements 
were only begun in the last quar- 
ter of the year), Bulova is esti- 
mated to have spent $4,700,000 in 
spot tv in 1955. 

A heavy user of spot radio since 
1927, Bulova, with the coming of 
television, has had one of the 
heaviest outlays for spot televi- 
sion among companies in all clas- 
sifications. The 1956 spot tv expen- 
diture was over $4,300,000. Bul- 
ova has never been a heavy 
spender in newspaper or maga- 
zine advertising. During 1956, the 
compariy had no measurable news- 
paper expenditure. Last year Bul- 
ova spent $10,300 in magazines and 
the year earlier, $64,820. 

Last year, following an absence 
of four years, Bulova returned to 
network television. In the spring, 
it sponsored “Two for the Mon- 
ey,” over CBS-TV, starring Herb 
Shriner and later Sam Levenson. 
In the fall and winter of 1956-57, 
along with P. Lorillard Co., Bulova 
co-sponsored the “Jackie Gleason 
Show.” This September, the com- 
pany will co-sponsor with Chester- 
field the “Frank Sinatra Show,” 
over ABC-TV. Bulova had spon- 
sored Frank Sinatra back in 1952. 
Last spring Bulova sponsored a 
one-shot, 60-minute spectacular, 
“Five Stars for Spring Time,” 
over NBC-TV. 


® Bulova’s sales for the fiscal 
year ending March 31, 1957 
dropped 5% below the previous 
year to $76,235,129. Sales in the 
earlier fiscal year were $80,059,- 
644. Net income was off slightly 
in the same period, 2.5% to $3,401,- 
068. The loss in sales was attrib- 
utable to Bulova’s government 
sales, while consumer sales were 
said to be up, accounting for $56,- 
000,000 of the company’s $76,000,- 
000. 

On the marketing front, Bulova 
last spring introduced its new 
electric shaver, which it had an- 
nounced in 1956. Retailing at 
$34.75, the shaver was distributed 
in March to Bulova’s 18,000 deal- 
ers. The shaver was test-market- 
ed late in 1956 in the North Jersey 
area and in Philadelphia. While 
no figures are available on how 
the new entry is doing in the elec- 
tric shaver field, it is too early to 
determine what competition it 
will give the majors in the field. 
Bulova’s one-model shaver picked 
the Marschalk & Pratt division of 
McCann-Erickson as its agency in 

«February. McCann handles Bulova 
watches, which it picked up from 
the now defunct Biow agency in 
January, 1955. 

In the watch business, Bulova 
is the leader in the field, followed 
by Elgin, Hamilton, and Benrus. 
Estimates put Bulova’s share of 
market at 25%. Like other domes- 
tic manufacturers, Bulova has felt 
the influx of low-priced, low- 
jeweled watches from abroad, 
which has presented a consider- 
able challenge for higher-priced 
watches in this country. Bulova 
also produces a full line of radios, 
portable, clock, table and transis- 
tor models, which are sold through 
its retailers. Bulova, in addition 
to its domestic watch production, 


brings into the U. S. watches and | | raising fruits and vegetables. Pine- | supervisor; 
watch movements from its plant | apple growing and canning opera- | 


in Switzerland. 


® Bulova has three wholly-owned 
subsidiaries: Bulova Research & 
Development Laboratories, Bulova 
R&D Laboratories of Cal. and | 
Bulova Watch Co. of Canada Ltd. 


tronics, electromechanical devices, 
ballistics, photography and auto- 
mation. 

Last spring Harvey Whidden, 
sales manager, and Harry B. Hen- 
shel, company secretary, were 
elected vps. 


ADVERTISING EXPENDITURES 
1955 1956 


$ 64,820 $ 10,300 
Farm Publications . 6,000 
Network Television 1,472,384 
Spot Television* ...... 1,238,900 4,208,650 
Total Measured .... 1,300,720 5,781,334 
Total 
Unmeasured** 4,950,000 1,700,000 
Estimated Total 
Expenditure .......... 6,259,720 7,481,334 


*1955 fourth quarter only 
"Includes about $3,500,000 for spot tele- 
vision 
MARKETING PERSONNEL 
John Ballard, president 
Sales 
Emanuel Hochman, vp, director of sales 
Harvey Whidden, vp, sales manager 
Simon Gershey, vp, sales 
Harry B. Henshel, vp and company sec- 
retary, sales 
Advertising 
Stanley Simon, vp 
James Barton, national broadcast media 
Arthur Schwartz, dealer television and 
radio 
Irving Holczer, sales promotion 


ADVERTISING AGENCIES 

McCann-Erickson, New York—watches 
—Russ Johnston, group head; Gerald 
Light, account executive. 

Marschalk & Pratt division, McCann- 
Erickson, New York—electric shavers 
and radios—Robert Russell, account ex- 
ecutive. 


California Packing 
Corp. 


California Packing Corp., San 
Francisco, is the nation’s 96th larg- 
est advertiser, with total expen- 
ditures in 1956 estimated by Ap- 
VERTISING AGE at $5,750,000. Of this 
$3,992,110 was in measured media. 
Expenditures in 1955 are estimated 
at $5,250,000, of which $3,309,961 
was in measured media. Ad ex- 
penditures in 1957 are expected to 
exceed those of 1956 by about 15% 
to reach a total of $6,650,000. 

Both dollar and unit sales vol- 
ume set new records for Calpak 
for the fifth consecutive year in 
fiscal 1956, which ended last Feb. 
28. Earnings were greater than for 
the previous year and were the 
second highest in the company’s 
history. 


® California Packing ended fiscal 
56 with sales of $287,632,236, ex- 
ceeding fiscal 1955 sales of $249,- 
264,630—15.4%. Production vol- 
ume, measured on a unit or case 
basis, also reached a new peak, 
exceeding the previous high by 
exactly the same percentage— 
15.4%. Sales for the first quarter 
of fiscal 1957 are 20% ahead of 
the same period last year, the com- 
pany reports. 

Earnings for fiscal 1956 were 
$12,602,394, or 4.38% of net sales, 
compared with $11,449,003, or 
4.59% of net sales in fiscal 1955. 
The company recorded alltime 
high sales of $13,023,801 (after ap- 
propriation of $3,150,000 for con- 
tingencies) in 1951. 


= Calpak says it is the largest 
packer of canned fruits and vege- 
tables in the world, and markets 
more than 100 different food prod- 
ucts, which include, in addition to 
canned fruits and vegetables, dried 
fruits, fruit juices, catsup, cof- 
fee, various food specialties and 
canned fish, principally salmon 
and tuna. Products are sold pri- 
marily under the brand name, Del 
Monte. 

Operating facilities embrace nu- 
merous canning and packing plants 
near sources of supply, and include 


ranches totaling 96,000 acres for 


| tions are conducted in Hawaii and 
the Philippines. Alaska Packers | 
Assn., a wholly owned subsidiary, | 
packs salmon in Alaska and the 
| Puget Sound area. 

Calpak purchased a majority in- 
terest in Canadian Canners Ltd., 


ber. Canadian Canners, now oper- 
ated as a Calpak subsidiary, mar- 
kets its own brand, Aylmer, as 
well as Del Monte products. Al- 
though the Canadian Canners ac- 
quisition introduced Calpak in a 
modest way to the frozen food field 
in Canada, the company has no 
plans to enter the frozen foods 
field in the U.S., and continues to 
find it crowded, very competitive 
and unappealing. The company re- 
ports frozen foods have caused no 
decline in sales of major fruit and 
vegetable items that it cans, and 
does not consider frozen food prod- 
ucts a competitor, since in its field, 
“frozen foods represent such a 
small part of the total field.” 


s Pineapple-grapefruit drink, 
since its introduction in 1955, has 
become the largest or second larg- 
est volume item in the Del Monte 
line. In its share of the market, 
Del Monte ranks first in canned 
fruit cocktail, peaches and peas 
and second in corn (Green Giant is 
first in corn). Of the three leading 
catsup brands, Del Monte is sec- 
ond, preceded by Heinz and fol- 
lowed by Hunts. 

Calpak this month tested a new 
product, orange-apricot drink, in 
the New York area. The test, pri- 
marily through newspapers, will 
continue until year end. 

Calpak made no major market- 
ing changes during the year, and 
made no significant changes in ad- 
vertising approach or agency af- 
filiation. McCann-Erickson, which 
placed the first Del Monte ad in 
The Saturday Evening Post in 
1917, has handled the account ever 
since. The company also has fol- 
lowed the same basic distribution 
and price policies for many years, 
feeling this consistency “makes for 
success.” 


s The company also feels adver- 
tising should keep pace with its 
growth, and has been increasing 
advertising expenditures accord- 
ingly. However, it makes few 
changes in advertising policy. 

Calpak has set the largest ad- 
vertising program in its history for 
1957; among the products getting 
some of the extra push are free- 
stone peaches, stewed tomatoes, 
tuna and _  pineapple-grapefruit 
drink. 

Major media used by Calpak in- 
clude magazines, Sunday supple- 
ments, network television and ra- 
dio, newspapers, outdoor advertis- 
ing, transit advertising, business 
publications, and farm  publica- 
tions. Other media used include 
heavy point of sale and merchan- 
dising material, direct mail, some 
spot radio and some co-op. 


ADVERTISING EXPENDITURES 
1955 1 


956 

Newspapers 895 500, 
Magazines . , 1,934,727 
Farm Publications .... 600 17,020 
Busi Publicati 00,000 100,000 
Netwerk Television 391,654 516,891 
ee 7,118 922,983 
Total Measured...... 3,309,961 3,992,110 
Total Unmeasured 1,940,039 * 1,757,800 

Estimated Total 

Expenditure ........ 5,250,000 5,750,000 


*1956 unmeasured media figure includes 
a $400,000 expenditure for network radio, 
which is no longer measured, and an ap- 
proximate $260,000 for transit advertising. 


MARKETING PERSONNEL 
Irving H. Granicher, vp in charge of 
marketing 


Sales 

Oliver E. Seegelken, vp and general sales 
director 

Ross B. Yerby assistant general sales 
director- merchandising 

Lyman C. Dunbar, assistant general sales 
director—field sales 

Myron Close, sales research manager 

Advertising 

Everett M. Runyon, director of advertis- 
ing and promotion 

Roland G. Saysette, advertising manager 

Elmo Cerruti, sales pr tion ge 


Jr., 


ADVERTISING AGENCIES 


McCann-Erickson, San Francisco—all 
products— Frederick H. McCrea, account 
James W. Roddy, Thomas 
Clarke, Donald Reynolds, account exec- 
utives. 


Campbell Soup Co. 


Campbell Soup Co., Camden, 
N. J., is the nation’s 33rd largest 
advertiser, with total expenditures 
lin 1956 estimated at $20,000,000, 


At the Research & Development| Hamilton, Ont., which operates 43 | of which $16,919,971 was in meas- 


Laboratories work is done in elec- | canneries in Canada, last Novem-'ured media. 


1955 expenditures 


were estimated at $17,000,000, of 
which $12,578,720 was in meas- 
ured media. 

Net sales for the fiscal year 
ended July 31, 1956, were $429,- 
841,220, about 14% higher than 
the $377,590,198 achieved in fiscal 
1955. 1956 earnings increased only 
3%, however ($29,243,557 com- 
pared with $29,113,197 in ’55), due 
to the “unprecedented 1955 tomato 
crop failure in the eastern states 
and the costs incident to the in- 
tegration of C. A. Swanson & 
Sons,” acquired in May, 1955. 

Sales in the six months ended 
last Jan. 27 declined nominally 
from the year earlier level. Esti- 
mated volume in the latest period 
was $228,138,000 against $228,440,- 
000 in ’56. Net income dipped to 
$15,694,000 from $16,304,000. The 
company attributes the decline to 
(1) advertising and promotion ex- 
penditures which were allocated 
more heavily than usual to the 
first six months, (2) last fall’s 
warm weather which delayed the 
seasonal rise in soup consumption 
(the company figures soup con- 
sumption “peaks about 60% higher 
in winter than in summer’) and 
(3) reduction of ship-as-packed 
allocations for tomato soup. 


= Incorporated in 1922, Campbell 
was privately owned prior to No- 
vember, 1954, when 13% of its 
stock was offered to the public. 
The company continues to be the 
largest manufacturer in the U. S. 
and Canada combined of canned 
soups, spaghetti, macaroni, blend- 
ed vegetable juices, frozen pre- 
cooked dinners and frozen meat 
pies. It is the second largest proc- 
essor of canned pork and beans 
and tomato juice. 

Campbell Soup is the third larg- 
est company in the food-process- 
ing industry and is ranked only 
by General Foods and Standard 
Brands. Fiscal 1956 sales break- 
down is estimated as: 86% canned 
soups and canned foods; 14% fro- 
zen foods. Soup is still the prin- 
cipal contributor to sales, and 
it is estimated that four out of 
every five cans of soup sold in 
the U. S. bear the red-and-white 
Campbell label. 

During the year 1956-57, Camp- 
bell has introduced 11 new prod- 
ucts—all frozen foods. Campbell’s 
old-fashioned vegetable with beef 
soup was added to the line of 
Campbell’s frozen soups. The oth- 
er ten new products were under 
the Swanson frozen food label: 
four Swanson 24-oz. fruit pies 
(apple, cherry, blueberry, peach); 
two Swanson “TV” casseroles 
(seafood au gratin with rice; chick- 
en with noodles) and three Swan- 
son “TV” Main Courses (beef with 
gravy and parsley potatoes; meat 


489/ loaf with tomato sauce and green 


beans; fried chicken and mashed 
potatoes). Also added was Swan- 
son TV Brand Haddock Dinner. 


s Campbell now turns out a total 
of 83 products, compared to 35 
prewar. Under the Campbell la- 
bel, it manufactures 22 heat-proc- 
essed condensed soups, 12 ready- 
to-serve soups (for restaurant 
use); eight frozen soups, tomato 
juice, pork and beans and ketchup 
(in Canada only since 1954). Un- 
der the Swanson label, it produces 
seven heat-processed poultry pro- 
ducts and 24 frozen products. 
It also manufactures V-8 cocktail 
juice and six Franco-American 
products. 

In its advertising the past year, 
Campbell continued the trend 
started in °52-53: network tele- 
vision, magazines, newspapers and 
Sunday supplements were in- 
creased. The network radio budg- 
et, which has been steadily dwin- 
dling for the past five years, was 
completely dropped. Spot tv and 
radio were used to test new prod- 
ucts and to reach markets not 
covered by network tv. 

On television, Campbell spon- 
sors “Lassie,” “Art Linkletter’s 


House Party,” and “Garry Moore 
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Show” (all CBS-TV), plus “The 
Joseph Cotten Show—On Trial” 
on NBC-TV. On Oct. 18, the Joseph 
Cotten show will be replaced by a 
new show, “Colt .45,” on ABC-TV. 

The company dropped “Mickey 
Mouse Club” last September be- 
cause of the success of “Lassie.” 
In November, a general company 
promotion was carried on “Ding 
Dong Schvol” and “Home” (both 
NBC-TV). 


s During the year, the labels of 
all Swanson heat processed prod- 
ucts were redesigned into simpli- 
fied labels giving a strong “family 
of products” impression. 

The Campbell tomato juice la- 
bel was also redesigned, with the 
front panel featuring the words, 
“Home Style,” and the back panel 
showing a glass of juice superim- 
posed over a half-tomato. 

In May, James P. Shenfield, 
formerly assistant general sales 
manager, was appointed to the 
new post of director, product mar- 
keting. In this position, he will be 
responsible for marketing pro- 
grams for all products with the 
exception of heat processed soups. 

In fiscal 57, the company will 
spend a little over $30,000,000 for 
new plant facilities and for en- 
larging existing ones, compared 
with $20,000,000 in fiscal ’56. At 
the same time, the company is 
doing “more agricultural research, 
product research and equipment 
and process development than at 
any other time in our history.” 
This expansion program is fi- 
nanced from earnings. 


ADVERTISING EXPENDITURES 


1955 1956 
NOWSPAPers ——neccesesvens $2,344,703 $3,854,537 
pe SS ren 6,299,390 7,315,844 
Farm Publications . 43,800 137,280 
Netwerk Television 3,885,385 4,415,970 
Spot Television .......... 1,196,340 
Network Radio ....... 5,442 
Total Measured ....12,578,720 16,919,971 
Total Unmeasured 4,421,280 3,080,029 
Estimated Total 
Expenditure 7,000,000 20,000,000 


MARKETING PERSONNEL 
John A. McGlinn Jr., marketing vp 


James P. Shenfield, director, product 
marketing 
H. G. Scowcroft, director, marketing de- 


velopment 

J. F. Merriman, manager, marketing re- 
search 

Henry M. Stevens, product marketing 
manager, Campbell's heat processed 


soups 

E. A. Vassallo, product marketing man- 
ager, pork & beans, V-8, tomato 
juice, Swanson heat processed products 

M. Crawford Pollock, product marketing 
manager, frozen products 

K. L. Horstmyer, product marketing man- 
ager, Franco-American products 

W. B. Hackenberg, general promotion 
manager 

Sales 

William B. Nixon, sales vp 

Harry C. Sanner, sales manager, 
processed foods 

F. H. McGuiness, sales manager, frozen 
foods 

S. W. Cobourn, manager of institutional 
sales 


heat 


Public Relations 
George Strawbridge, public relations di- 
rector 


Advertising 

Rex M. Budd, advertising director 

W. P. MacFarland, product ad manager, 
heat processed soups 

F. P. Patterson, product ad manager, 
Franco-American products 

T. M. Guilfoyle, product ad manager, 
pork and beans, V-8, tomato juice, 
Swanson heat processed products 

R. D. Cords, product ad manager, frozen 
products 


ADVERTISING AGENCIES 

Batten, Barton, Durstine & Osborn, 
New York—Campbell’s heat processed 
soups—McDonald Gillespie, account su- 
pervisor; Jim Damon (tv commercials), 
Paul Lideen (sales promotion), Hi Brown 
(marketing, tv programming), and Bruce 
Armstrong (print), account executives. 

Leo Burnett Co., Chicago—Campbell’s 
frozen soups, Campbell's tomato juice, 
Franco-American products and “quality 
campaign”—Robert Everett, account su- 
pervisor; Donald Wells, brand supervisor; 
E. M. Sinclair (frozen soups and tomato 
juice) and Frank Simpson and Lyman 
White (Franco-American products), ac- 
count executives. 

Needham, Louis & Brorby, Chicago— 
Campbell's pork & beans, V-8 vegetable 
juices—F. W. Stetson, account super- 
visor; E. W. Hobler, 

Robert Otto & Co., New York—expert 
—Richard Batten, account supervisor. 

Tatham-Laird, Chicago—Swanson prod- 
ucts—R. F. Lindner, account supervisor; 
A. E. Cruttend t account su- 


pervisor, and George Schaefer, account 
executive. 
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speaks with authority 
to your most important 
and profitable gasoline 
service station 

market prospects! 


Super Service Station is the oldest and most experienced 
automotive trade publication exclusively serving the in- 
terest and needs of the larger one-stop stations. These are 
the top 40% with the convenient locations, diversified 
services, repair facilities and resale merchandise. Since 
1929, Super Service Station has continuously stressed the 
improvement, expansion and development of station oper- 
ations. It is the only publication to offer advertisers twenty- 
eight years of editoriai acceptance, verified market coverage 
and sales leadership. 


Super Service Station speaks with authority to satisfy the 
interests and needs of not only the owners and managers 
of aggressive, independently owned and operated stations; 
but also the petroleum industry marketing executives re- 
sponsible for station operation, management and T.B.A. 
activities, and independent oil jobbers as well. 


These are the men who control what is bought and sold in 
gasoline stations serving more than 62 million vehicles 
every year! 


They are the men who represent a 10% billion dollar 
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yearly business volume — and are your best prospects for 
all types of automotive products, services and equipment, 


Every independent preference study on readership con- 
ducted on publications in the service station field has clear- 
ly established Super Service Station as the ‘most preferred’ 
of them all. Acceptance gained by Super Service Station 
through this editorial recognition and experience has pro- 
vided the best sales channel for advertisers. It has validated 
Super Service Station’s concentrated specialization of the 
really important buyers in the gasoline service station 
market. 


As a result, Super Service Station has constantly been the 
number one book in this important field. 


The automotive marketing experts on Super Service Sta- 
tion have well over 170 years combined experience to help 
you increase your sales. They are all well qualified to assist 
you in planning a strong, effective advertising campaign 
specifically aimed at the men you want most to sell. Con- 
tact your Super Service Station representative for full facts 
and detailed market information. 


New York 17, N.Y. Lathrup Village, Mich. Los Angeles 57, Calif. 
122 East 42 Street 18600 San Diego Ave. 1800 West 6th Street 
P. J. Philpott Howard C. Tucker Robert H. Diebler & Assoc. 
Gordon Horsfall 
THE IRVING-CLOUD PUBLISHING CO. 
Cleveland 14, Ohio Chicago 30, Illinois Oakland 12, Calif. 
856 Leader Bidg. 7300 No. Cicero Ave. 2503-7 Broadway 
T. J. McGill N. McK. Kneisly E. D. Newfield 
Roy W. Brown 
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Carnation Co. 


Carnation Co., Los Angeles, Cal., 
the nation’s 7ist largest adver- 
tiser with a total 1956 expenditure 
estimated by Apvertisinc AcE at 
$10,527,674, of which $7,895,756 
was spent in measured media. 


This is a marked increase over the | 


1955 budget which ADVERTISING 
AcE estimates was $9,329,577, of 
which $6,997,183 was in measured 
media. 

Carnation’s ad budget has grown 


steadily in the past decade and is| 


now four times bigger than the 
1946 investment. The 1957 ad 
budget, which may be projected 
to about $12,000,000, will be spent 
as follows: network tv, 33% (it 
was 30% in 1955); newspapers, 
21% (14% in 55); magazines 15% 
(same as '55); radio, 6% (7% in 
55); and “other,” 25% (this was 
only 15% in ’55). : 
Carnation, which markets its 
varied products throughout the 
free world, ranks third in size 
among U. S. dairy companies (Na- 
tional Dairy Products Co. and Bor- 
den Co. are the top two). It is top 
in sales, however, on the West 
Coast, its primary marketing area. 


® The company’s sales in 1956 
were $358,017,387, 9% above the 
1955 sales mark of $329,248,299. 
Profits in 1956 were $9,028,086 
compared with $8,070,373 for 1955. 


Last year’s profit margin of 2.5% | Robert 


of sales has continued through this 
year, the company reports, though 
it doubts sales this year will show 
the high 9% gain of last year. 


makes evaporated milk under the 
names Carnation, Morning, Gold 
Cross, Northfield, Columbine and 
Red Cross. Other divisional prod- 
ucts are nonfat dry milk, an in- 
stant chocolate flavored drink, 
malted milk, Cho-Cho malted milk 
confections, nonfat dry milk solids, 
Topic filled milk and anhydrous 
fat. 

Another division, the can divi- 
sion, makes all of Carnation’s cans 
and sells about 15% of its can pro- 
duction to other companies. 


s The company’s Albers Milling 
Co. division produces Friskies dog 
and cat food, a wide range of 
breakfast foods under both the 
Albers and Carnation names, plus 
poultry, dairy, beef and rabbit 
feeds under the Albers name. It 
also produces some grains, concen- 
trates and soy bean and corn oils. 

Carnation also has a fresh milk 
and ice cream division which mar- 
kets fresh milk, ice cream, cream, 
butter, cottage cheese and frozen 
novelties, mostly in the West Coast 
area. 

The relatively new frozen foods 
division (Carnation bought Mrs. 
Lee’s Pies Co., Los Angeles, two 
years ago) makes frozen fruit, 
meat, poultry and cream pies, 
cakes and cookie rolls under the 
Simple Simon name. Marketing of 
this line thus far has been limited 
primarily to the West Coast, but 
national distribution is believed to 
be not more than a year or so 
away. 

An important personnel change 
at Carnation this year was the 
election Feb. 22 of A. M. Ghorm- 
ley, formerly vp and assistant to 


the president, as president of the | 


company. He replaces E. H. Stuart 
who resigned after 25 years as 
president and was elected chair- 
man of the board. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers .............. $ 1671,578 $ 1,902,320 
Magazines coeveee 2,268,064 1,875,316 
Farm Publications 203,331 219,955 
Business Publications 144,600 
Network Television 1,749,978 2,508 406 
Spet Television . — 1,154,340 
Network Radic 1,048,447 
Outdoor ........... » 60,255 86,819 
Total Measured 6,997,183 7,885,756 
Estimated Total 
Unmeasured 2,332,394 2,631,918 


Estimated Total 


Expenditure ... 9,329,577 10,527,674 
MARKETING PERSONNEL 
Sales 


Ralph R. Brubaker, sales vp for grocery 
products 
|Henry C. Arnest, assistant sales vp for 
grocery products 
Advertising 
Paul H. Willis, advertising vp 
ADVERTISING AGENCIES 
| Erwin, Wasey & Co., Los Angeles— 
dairy products, cereals, dog and cat 
| foods, frozen foods and Albers feeds— 
|Norman Best, James Vandiveer, D. Cut- 
ler, T. W. Schwamb, H. W. Arthur, R.C. 
| Moses and Melvin Smith, account execu- 
| tives. 
| Harris & Montague Advertising, Salt 
Lake City—Morning and Columbine 
| brands of evaporated milk—R. T. Harris 
j}and Keith Montague, account executives. 
Baker Advertising Agency, Toronto— 
| all Canadian advertising—-W. E. Trimble, 
account executive. 


EVAPORATED MILK DIVISION 
Advertising 
H. R. Chamberlin, assistant ad manager 
for evaporated milk 
H. M. Shackleford Jr., 
instant milk products 
ADVERTISING EXPENDITURES 


ad manager on 


1956 
i OTE $ 919,405 
Magazines ............ 1,220,318 
Farm Publications  ............0... 118,200 
Network Television ..................... 1,399,881 
NON 109,480 
IIE“ siabddinnsaenssciinesieinscttniccnticvapintcillia 3,763,284 


ALBERS MILLING CO. 


DIVISION 
Advertising 
L. R. Johnson Jr., associate ad manager 
for cereals, dog foods, feeds 
| Donald H. Arvold, general ad manager 
for cereals, dog foods, feeds 
| G. A. Honold, ad manager for dog 
cat foods 
Moore, ad manager for cereals, 
dog foods, feeds. 
ADVERTISING EXPENDITURES 


end 


| Newspapers 
Magazines 


FRESH MILK & ICE CREAM 
DIVISION 
Advertising 
D. K. McCourt, ad manager for fresh 
milk and ice cream 
ADVERTISING EXPENDITURES 


RIS 8 Sicctinndcsctinntengercinsecoevescees 200,050 
Network Television 1,109,525 
Spot Television 140,680 

OPEL ~ Gikeishsnctitinianistenlaschemtpiedegannejnicnse 1,450,255 


FROZEN FOODS DIVISION 
Advertising 
Robert J. Davis, associate ad manager, 
frozen foods and Simple Simon pies 
Ralph E. Murphy, promotion manager 
frozen foods and Simple Simon pies 


ADVERTISING EXPENDITURES 
Newspapers acovecssneneseeees 124,313 
TIE cxsovininaininsnsaticnerrcernenentnespicanenmnenee 134.313 


Carter Products Inc. 


Carter Products Inc., New York, 
the nation’s 53rd largest adver- 
tiser, reports total advertising ex- 
penditures for the fiscal year 
ending last March 31, at $14,682,- 
|672, of which $6,756,664 was in 
jmeasured media. The previous year 
| advertising expenditurés totalled 
| $8,282,503. For the two months 
ending last May 31, advertising is 
reported at $2,097,195. 

Net sales for the fiscal year end- 
ing March 31, 1957, are reported 
at $41,835,609. In fiscal 1956, they 
were just about half—$22,754,- 
327—and in the preceding three 
years they ranged from $11,496,- 
788 (1953) to $14,579,621 (1955). 
For the two months ending last 
May 31, sales are reported at $7,- 
855,721, a rate which, if adhered 
to, will bring this year’s sales close 
to the $47,000,000 mark. Earnings 
have risen from $642,801 in 1953 
to a thumping $4,473,131 in fiscal 
| 1957. 

Since its founding in 1880 as 
the Carter Medicine Co. (present 


’| control was assumed in 1937), Car- 


jter has been a tightly held family 
| enterprise. However, the compa- 
ny—spurred by the huge sales 
gains of the last year—is about to 
become a public (but still family- 
controlled) corporation and issue 
500,000 shares of common stock. 
Much of the information above is 
revealed for the first time in a pre- 
liminary prospectus issued by Car- 
|ter last month (AA, July 8). 

. The company operates its busi- 
}ness through three divisions: Wall- 


| 


3)}mid Co. 


ace Laboratories, which sells ethi- 
cal drugs in the U. S. and Canada; 
the U. S. division, selling toiletries 
and proprietaries here, and the ex- 
port division. Other foreign busi- 
ness is conducted through four 
wholly-owned consolidated sub- 
sidiaries. 


marketed in 1880—and currently 
the subject of a 15-year-old battle 
with the Federal Trade Commis- 
sion over the use of the word 
“liver’—now accounts for less 
than 11% of the company’s total 
sales. In fiscal 1957, 59% of Car- 
ter’s consolidated net sales and 
84% of the company’s consolidated 
net commissions and _ royalties 
came from a source that was non- 
existent just two years earlier: 
meprobamate, and various combi- 
nations and names under which it 
is sold and licensed, among the 
largest being Wyeth Laboratories’ 
Equanil and Carter’s Miltown 


tranquilizing pills. 
Toiletries accounted for 30% of 
Carter’s sales last year, foreign 


sales about 9%. 


s Included in Carter Products’ 
toiletries are Arrid, largest selling 
cream deodorant in the U. S:; 
Arrid men’s spray in a squeeze 
bottle, introduced recently; Arrid 


rently in a national introductory 
campaign; Rise pressurized shaving 
cream, believed to be the second 
largest selling shaving cream in 
the U. S., with Colgate probably 
in first; and Nair, in lotion and 
cream form, which a company 
spokesman credited with “the 
largest sales volume of any depila- 
tory sold in the U. S.” The com- 
pany’s product roster is completed 
with Colonaid, a laxative intro- 
duced last year and now being 
nationally distributed. 
Considerable income is gained 
from licensing royalties. Wyeth’s 
Equanil, Carter believes, is the 
country’s largest selling tranquil- 
izer, followed by Miltown in 
second place. Besides Wyeth, a di- 
vision of American Home Products 
Corp., (whose royalty payments in 


000) licenses for meprobamate 
products include Lederle Labora- 
tories division of American Cyana- 
(which acts as Miltown 
distributor in most foreign coun- 
tries) and the Sharp & Dohme di- 
vision of Merck & Co. Cross licens- 
ing agreements are in effect with 
some of the above. Last year (AA, 
March 26, ’56), the U. S. Circuit 
Court of Appeals, Richmond, Va., 
upheld a 1955 decision which ruled 
that Colgate-Palmolive Co. and 
Stalfort Co., packer of Mennen 
products, had violated some of the 
21 patents which Carter holds on 
pressurized shaving cream. Dam- 
ages are being determined. 

“Advertising,” says the company 
in its recent prospectus, “is the 
most important factor in promoting 
|sales.” Carter points to “special” 
campaigns of about $1,681,000 in 
fiscal 1956 and $5,362,000 in 1957 
which it says will not be continued 
in comparable amounts in the fu- 
ture. However, the company refers 
to “substantial advertising ex- 
penditures” last April and May for 
the introduction of Arrid Whirl- 
|In, Arrid Men’s Spray and Co- 
lonaid, and comments that it “has 
jrecently commenced the use of 
|professional services representa- 
tives in a limited geographic area 
to promote ethical products pro- 
fessionally.” 


fields which are highly competi- 
tive and some of the company’s 
competitors are substantially 
larger in sales volume and finan- 
cial resources. Competition is be- 
coming intensified, particularly in 
the tranquilizer ethical field.” 

Of the $6,756,664 reported spent 
in measured media in 1956, the 
lion’s share, $4,535,210, went into 


Advertising Age, August 19, 1957 


| Spot television, primarily for Arrid| meet with the consumer accept- 
jand Rise. Leading National Adver-| ance enjoyed by plaintiff’s Bryl- 
tisers reports 1956 measured media | creem preparation sold in collaps- 


Whirl-In, a 69¢ roll-on liquid cur- | 


fiscal 1957 are figured at $1,900,-'| 


® Carter said its products “are in| 


linvestments of $989,692, of which 
$802,153 is in network television 
| and the Bureau of Advertising 
| newspaper figures show a break- 


|\down of $611,042 for Rise, $480,133 


aid. Four advertising agencies di- 
| vide the Carter business. 


| 
ADVERTISING EXPENDITURES 
| 


1955 1956 
Newspapers .............. $ 208,820 §$ 1,244,671 
Magazines _.............. 5,283 174,630 
Network Television 1,263,677 802,153 
Spot Television® ...... 319,200 4,535,210 
Total Measured 1,796,980 6,756,664 
Unmeasured Media 6,500,000 8,000,000 
Estimated Total 
Expenditures 8,000,000 14,000,000 


| *1955 fourth quarter only 


MARKETING PERSONNEL 
Philip Richardson, vp in charge of sales 
and advertising 
Henry H. Hoyt Jr., assistant to the vp in 
charge of sales and advertising 
John B. Erickson, director of brands 
John L. Sullivan, director of media 
| Charles Davies, general sales manager 


| ADVERTISING AGENCIES 

Ted Bates & Co., New York—William 
Gross, account supervisor; Carter’s Little 
Liver Pills—James Kavanagh, account ex- 
ecutive; Arrid Men's Spray and Nair de- 
pilatory—James Barker, account execu- 


tive. 
Sullivan, Stauffer, Colwell & Bayles, 
New York—Arrid and Rise—Barrett 


Welch, account executive. 
Dancer-Fitzgerald-Sample, New York— 
| Arrid Whirl-In—Ramon Cabrera, account 
executive. 
Kastor, Farrell, Chesley & Clifford, New 
York—Colonaid laxative—Henry Kastor 
Kahn, account executive. 


Chesebrough- 
Pond’s Inc. 


Chesebrough-Pond’s Inc., New 
York, is the nation’s 55th largest 
advertiser, with total domestic and 
foreign expenditures in 1956 esti- 
mated at $13,000,000, of which $5,- 
472,028 was in measured media. 
The company does not disclose any 
sales figures and they are estimat- 


ed to be $55,000,000 for 1956. In| 


ible tubes of identical net con- 
tents.” 


® Ritchie said Vaseline copied the 
|format and appearance of Bryl- 


Carter’s Little Liver Pills, first for Arrid and $153,496 for Colon-|creem cartons including the use 


and placement of a similar slogan 
and trademark and that this “imi- 
'tation” is “likely to cause confu- 
sion.” Ritchie said Brylcreem was 
“presently enjoying greater retail 
sales volume throughout the U.S. 
than any competitive preparation 
| sold in collapsible meta] tubes.” 

| Chesebrough-Pond’s other prod- 
jucts, besides those already men- 
| tioned, include Vaseline petroleum 
|jelly and Vaseline Lip-Ice, Pond’s 
|cold creams, vanishing creams, 
| cleansing tissues and other cosmet- 
|ies. Vaseline petroleum jelly is the 
| leader by far in its field; the Vase- 
jline hair tonic, apparently the 
heaviest advertised item in the 
company’s line, is probably second 
|in that market, and Chapstick and 
Vaseline Lip-Ice divide the major 
share in that area. Pond’s creams 
|have been the top sellers in that 
field. 

The company’s international di- 
vision also engaged in considerable 
activity during the past year. Ad- 
ditions to the Australian and South 
African plants were completed 
with new products slated for in- 
troduction in South Africa; a sub- 
sidiary company was established 
in Japan; local sales and manufac- 
turing operations were established 
in Venezuela and India; plans were 
made for expanding sales in the 
continental European area, includ- 
ing the introduction of new prod- 
ucts into England this year, and 
|construction was started on a new 
Canadian plant in Markham, On- 
tario, to take the place of two oth- 
|er plants, located in Montreal and 
Toronto. 


1955, advertising was estimated at | 


$12,000,000 and sales at $50,000,- 
000. The company’s annual report 
describes 1956 as “another satis- 
factory year with sales and profits 
ahead of 1955.” Net earnings for 
the year are reported at $3,038,691 
or $5.53 a share, compared to 1955 
when they were $2,970,643 or $5.42 
a share. 

In 1955, Chesebrough and Pond’s 
merged their two organizations 
(Chesebrough was 75 years old 
then, Pond’s 109), followed this 
with the establishment of an in- 
ternational division and the ac- 
quisition last year of Seeck & Kade 
Inc., maker of Pertussin cough 
syrup. Since 1873, the Colgate- 
Palmolive Co. has been the sole 
distributor of Vaseline brand prod- 
ucts in the U. S. This contract was 
terminated June 30, and the Pond’s 
sales forcee—which has been reor- 
ganized and expanded—now han- 


dles the entire Chesebrough line! 


as well. Concurrently, 1957 will 
probably see a heavy increase in 
merchandising. 


s At the annual meeting of Col- 
gate-Palmolive Co. last April, 
chairman E. H. Little said that 
Chesebrough distribution account- 


|@ Advertising for this far-flung 
| business requires the services of 38 
|advertising agencies, producing 
jads in 30 languages for distribu- 
| tion in 104 countries. In the US., 
|/McCann-Erickson handles Vase- 
line brand products and Pertussin, 
J. Walter Thompson the Pond’s 
line and Compton Advertising, 
Valcream and other new products. 
The company is a heavy televi- 
sion spender, both network and 
spot (in the latter, Vaseline hair 
tonic received $1,234,960 in adver- 
|tising out of a total measured 
budget of $1,425,440). Nearly $800,- 
000 was invested in network tele- 
vision for Pond’s cosmetics; more 
than $400,000 went to general 
magazines for Pond’s creams. Par- 
ticipating arrangements on tele- 
vision in 1956 gave Chesebrough- 
Pond’s two commercial time 
periods in 104 markets in alter- 
nating weeks. 
| Currently, the company is shift- 
| ing some of its emphasis from 
| nighttime video fare to daytime tv. 
|For international advertising, tv 
| was used in nine important export 
|markets, though radio, print and 
|advertising films for movies were 


| also important in those operations. 


ed for $15,000,000 of Colgate sales | 


and $200,000 net profit. 

Four new products have been 
introduced since the last report on 
this company and several more are 
in various stages of development. 


On the market are an Angel Touch | 
liquid makeup, Angel Face luxury | 


compact and Angel Kiss lipstick; 
jan Angel Clean cleansing lotion is 
|now in test markets. Valcream, a 
men’s hair grooming product in a 
tube, was introduced nationally in 
April, and it was greeted by a 
federal suit slapped against the 
|company by Harold F. Ritchie Inc., 
manufacturer of Brylcreem, charg- 
ing Chesebrough with unfair com- 
| petition. Ritchie claims that it has 
|been competing with Vaseline 
|hair tonic sold in bottles for many 
lyears but that “Vaseline did not 


ADVERTISING EXPENDITURES 
1955 


| Newspapers ................. $1,444,949 $1,362,158 
Magazine .........ccccccene 1,314,206 865,726 
Busi publicati 87,100 100,300 
Network television . 1,186,365 1,718,344 
| Spot television .......... 1,425,440 
Total measured .... 4,107,620 5,472,028 
Total Unmeasured 8,000,000 7,527,972 
Estimated Total 
Expenditure ........ 12,107,620 13,000,000 
MARKETING PERSONNEL 
Sales 
E. D. Lane, vp and director of sales 
F. H. Orr, general sales manager 
E. F. Weigand, general merchandising 


| and production manager 

S. Young, regional and syndicate sales 
manager 

R. E. Tyriver, regional sales manager 

W. Dubin, merchandising manager for 
Pond's products 

Cc. Hearn, mer 2 
Vaseline brand and Pertussin products 

R. T. Hulsey, eastern divisional manager 

F. B. Bamer, central divisional manager 
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our attention, please... 


We've just received the final tabulations from our 
brand-new Readership Study of National Geographic families.* 
It contains more real meat than your favorite steak-house. For instance — 


his 1S interesting — We asked them: 


“How much do you usually read your 
copy of The National Geographic Magazine?” 
32.8% said “cover to cover” 
40.4% said “most of it’’ 
16.6% said ‘‘about half” 
8.2% said ‘‘less than half” or ‘“‘very little”’ 


nd this 1s important— 


We also asked: 
“Do you ever read advertisements in The National Geographic?” 
88.1% said ‘‘sure we do” 
11.9% either didn’t answer the question or just said “no” 


but this is really FANTASTIC! 


Pushing our good fortune, we then asked: 
“If ‘Yes’ —did any of them (the advertisements) 
ever induce you to the following types of 
direct response?” 
“send ina coupon?” — 24.6% said they had! 
“send for catalog or more information?” — 27.3% said they had! 
“buy the merchandise in a store?” — 25.6% said they had! 
“go to look at it ina store?” — 17.6% said they had! 
“discuss it with others?” — 29.5% said they had! 
“clip the advertisement and keep for later reference?’ — 14.1% said they had! 


Onc l us 20 nN ? Pretty obvious, don’t you think? Particularly when you remember — 


1) that more than 2,000,000 families of outstanding business 
and community stature are National Geographic subscribers . . . 
2) that their median income ($7,237) has grown 
to be about 45% above the national figure . . . 
3) that these are only two of the many extremely significant facts 
you need to know about today’s National Geographic Magazine. 


If A-1 customers are what you want, better let us give you 
a complete briefing on all that the NEW National 
Geographic Readership Study has documented! 


TIONAL GEOGRAPHIC MAGAZINE 


Washington 6, D.C. 


* Conducted by Erdos & Morgan, leading media research 
organization, on the basis of a 5,000-questionnaire 
mailing with response of 57.4%. 


cae, kgm Sg Ee Ce ec cyan. tea aan tee a es et oe cane, Oa ae Pee sk eae pe Wor PPA) cmt Get ore NR ee OR Lig ova ak TES ea TR Toa cli eae iS a Noel inter en ats ie i PT Sy a 
ee er ee eg SO BE ee ee a ee ee wee cme ire ee Mi eee 2. ies 
ee: Tn RETO a <nees 7 we See es Oe we y ro ule pees i hes rs hs oa Seton ASS A i ae ee er ames ah ee 2 a tices a ? a 
LL | ee y eam : ah ee ane $ “2 eho Age a Te a gl ee ey ea ne Ss ee Mar ees ee po ae hat iy i Pea ies a il i Ns Ng = aces i; ana iol srl th ad Sj wee 
mee ; MPN Gag! es ee ee ata 1 ale eee Aare ee hos, SI tae een Me ee eR ileal SOP Si PE ee” a ae aR eo enemies asa ae 
al Se cat eee 4 hi ite lil ea ee a he et pee thieiee N P1e 5 1R i. eee Bs opek ie oa | te CDP Ry: ac pias eh gd alae pales Becca & ee: eee ke wee ae eye AT Oye) Oder mes a eg aa: |e ee ee ek at ee es: s 
a OF eg EO ES Sage Rens ee em RRmaee NE SE Cader eee nee eC sy anne ee ame 
, oe ar 
= iS ee < 
ve ~ ners 
# — 
4 ®) 5 ae ~ 
= sy 7 
4 as 
a / ee: : 
- ~ ee. 
_ 4 Bae rs? 
a 
ie 
(U7 - 
4 a 
, 4 Sa 
3 ra ray a ie 
: ate 
| da SO eege 
ee e Mig ME 
iS le 7 
rays e Be 
= = 1 
ea oe = 
a fs ec 
i. is . eae sic 
ee ae ae 
i = a 
oe ots a 
a Gor ee ae 
El ae 
<= es at 
< ieee 
: Z/ nn 
; ha ee 
65 ese 
we e = ij — 
: ; ee 
ies rat fe ae F 
re r™ , = ent oe 
ee, } iat a. 
ee a ‘) ee A 
ad sie U ea 
a — a Y nae 
2 vida Skies he’ 
ent 5) iad ala 
‘ ae ‘ee 
es Sr ees al 
7 pa 
te ap te 
ie - Sra 
Gate ey eee 
x = fg Bs 
ae Sa “ag eae 
waN Wer car 
we ; yore 
eked oe ee ae ai 
=“ nS : 
ee : ri ee 
vig Sars. 
st 5 et 
Ber aan 
aaa erie 
~ ee eS ay 
- Se x pa es 
q my OF pata 
+e Vy \) be ee 
if = oe , 
% ae 
a Bae = ro 
aes oe ae E: 
ie . mica 
he” D8 - ae 
a f ies - 
ee = a 2 
ee ed e. eet 2 
Sie : oe “ 
ves ee ae 
ea: * N a. ie 
can N - 
i i <= 
pes . 
ws. oe 
ty cs sya 
ies : Bes pore 
fee! a ee 
ae at 
neg” Sali 
ca = Vee 
eas he £0 
pte ‘ = 
ae Wr) ad 
ae eg aon, 2 
an . ‘ aa 7 
ae 4s ae 
oa } Las hee 
coe . —" rs 
ore \ es 
ms (Pp ® Se ok 
oe yy WA one 
Bae f) Ba at 
a re . t= es 
ae —_ . es vee ‘ 
e+ \, ’ if : 
i ~ : Zz “ 
in yy, % * 
es — a 
: — im ee 
a ‘ he A 
3 ee iat 
iF cc goers 
. ° * - 
¢” 
aS a : 
‘uel * a ‘ : ‘ 7 ba ro es i.e ree 2 ra eye é a os 
f iS eee Aenean = 2 mad ot cyte ‘i j pr im eae E Boar : Sa “te ee Secale Shee a +: Patios kc ke er ee pol ep awh px: > ees. eee 
Anu? Cs gh ie ae Sate a an as ; Pen. wg ee : aie, era ae 3 a! Ue Pee oe Te, ee al me 
a haere oie <page Sl ee aaa 2 , q ; a : ece aoe 4 ah we EM en! he tea Sy g bc ae i Spy be 
nk ae ges ie AT = See ‘ a A Pees =e gio ae ie y ad ae is inate Beis 
cn eae eT 2 ear erelas Sa a : : Fe aun ; Ra were Ee Ce ee ame <a jet Oe Sea at 
wore ae Poy, Sg has Shae 1 ot Seg SEIS We Ringel apse ies me fe ty P ascia MA : ks se pee ee ae : eee E ES, tama ae 5 ee meee 5 3 hee 
Sag, Toa: eae ae ee Ni ae Ghai arpa > alt ay Aaa lala EE she oSn = 26 ae ee ip a El Est freee a eRe Re Bee se a et Ro ee ee ee ee ee ee: © a Sate a a ” 


MAGAZINE OF MASS FEED! 


; is issue.-- 
m this ISS NGE.--- 
cnarrenos OF CHANT 
mus . World of institutions 


+p rae 


IN NOVEMBER... 
this outstanding & 


Throughout the year, INSTITUTIONS Magazine brings to the . 
Institutions industry dramatic coverage of mass feeding and mass housing, 


* plus the factors outside the market which influence its progress. Typical of 
this pace-setting editorial has been the month-after-month series titled 

“Challenge of Change” . . . perhaps the most outstanding editorial con- 
Hotels e¢ Motels « Clubs « Restaurants « tribution ever made to an industry. Now, in an issue that may well become 
Industrial Cafeterias * Hospitals * Sanitar- the handbook for progress for Institutions, the November APPRAISAL 58 


issue of INSTITUTIONS Magazine will present a concentrated evaluation 
of the influencing factots, present and future, covered by thé year-long 
Challenge of Change series. 


iums « Schools « Colleges « Camps « Youth 
Service Organizations « Military Installa- 


tions « Office Buildings « Transportation Highlighting this current study of the changing factors of population, 
Systems « Consultants « Suppliers « and all income, travel habits, technology, the November APPRAISAL 58 issue will 
other establishments within the readership offer a searching look at what the coming year—and beyond—holds for 
of INSTITUTIONS Magazine. Institutions. The impact and importance of this material in APPRAISAL 


58 will constitute an issue of exceptionally high reader traffic . . . seldom 
equalled in a business publication. Subject matter will cover: 

The Growing World of Institutions 

The Growing World Outside 

The Growing Technology 

The Growing Allied Industries 

Equipment and Product Re-inspection 

58 Operating Principles to Live By 
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tell them your important story In 


APPRAISAL 


The long range effect of APPRAISAL 58 offers manufacturers an out- 
standing opportunity to identify their company and products with the 
future of the industry. Start your ’58 sales program off with real impact in 
the powerful APPRAISAL 58 issue . . . and get under way for your biggest 
year ever in America’s rapidly expanding $40-billion-a-year Institutions 
market. 


Pace-setter for an Industry 


The importance of INSTITUTIONS Magazine in the Institutions 
market cannot be over-emphasized. The bulk of the purchasing power of 
this market is concentrated in approximately 31,000 individual Institutions 
and Institutions-chain headquarters. (There are more than 435,000 indi- 
vidual Institutions in all in the U. S.) INSTITUTIONS Magazine has be- 
come a dominant element—the pace-setter—for more than 41,000 aggressive 
operators and key personnel, their suppliers and specifiers, in their every- 


8 issue... 


day operations and in their planning for the future. 

This importance can be seen in any single issue of the magazine. 
Executives and operating personne! of Institutions of all kinds are confronted 
with the same problems of mass feeding and mass housing. In page after page 
coverage of these common-denominator factors, the Institutions’ operator 
is guided to the vital solutions to his own operating, administrative and 
planning problems. INSTITUTIONS Magazine’s realization and expert 
coverage of these unifying factors has brought to the whole industry a con- 
tribution to progress found nowhere else. 


ONLY INSTITUTIONS MAGAZINE brings you these important, 
decision-making people—people who have asked for—and paid for— 
INSTITUTIONS Magazine. 

Closing date for the November APPRAISAL 58 special-emphasis issue: 
September 20. For further information, please write or wire collect, or .. . 


Consult Your Advertising Agency 


& 3s Fs 
TALAMWMLOFO) Macazine 


DEPT. A81, 1801 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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T. J. Goode, southern divisional manager 


W. F. Burr, Pacific Divisional manager 
Advertising 


Albert Richardson, vp in charge of ad- 


vertising 


Eugene J. Reilly, advertising manager for 
Vaseline brand products, Pertussin and 


Valcream 


W. M. Cook Jr., advertising manager for 


Pond’s products 


Charles S. M. Quigley, international ad- 


vertising manager 
H. C. Thompson, assistant international 
advertising manager 
ADVERTISING AGENCIES 
McCann-Erickson, New York—Peter 


Schaeffer, account supervisor; Lawrence 
account executive—all Vaseline 


Puchta, 
products and Pertussin 

J. Walter Thompson, New York—John 
M rat, t supervisor; Sam Wolf, 
account executive—all Pond’s products. 

Compton Advertising, New York—Or- 
ville Chase, account supervisor; Richard 
Satterfield and James Bennett, account 
executives—Valcream and new products. 


Chrysler Corp. 


Chrysler Corp., Detroit. The na- 
tion’s seventh largest corporation, 


and 44% more than a similar peri- 
od last year. 

Net earnings of $89,740,757 for 
the first six months of 1957 were 
the highest for any first half in the 
company’s history. Unit shipments 
for the half were 817,501 units, or 
38% more than the 592,501 shipped 
during the same period in 1956. 

Chrysler products’ captured 
16.3% of the market in 1956 after 
getting 17.1% of the total in 1955 
and 13% in 1954. This year com- 
pany executives have announced 
a goal of 20% of the market. They 
got almost that much for the first 
two months of 1957 and indica- 
tions are that sales have remained 
near that point thus far. 


= Plymouth has proved to be the 
“bread and butter” car at Chrysler 
this year. During the first two 
months of 1957, Plymouth sold 
100,940 cars—that’s 53% of Chrys- 


measured in sales, Chrysler ranks|ler sales for the period—and took 


eighth as an advertiser. 

The company spent an estimat- 
ed $60,093,000 on advertising in 
1956, including $48,293,000 in 
measured media. That represents 
a drop of over $8,000,000 from ad 
expenditures for 1955. Biggest cut- 
back came in newspaper advertis- 
ing, with $17,946,000 spent in this 
medium in 1956, compared with 
$24,058,000 in 1955. The only big 
increase in ad expenditures for a 
particular medium last year was 
a boost of about $1,000,000 for 
network television. 

Some increase is forecast for the 


final ad figures for 1957, but just 


how much is not certain. The ex- 


penditures are now running about 


10% ahead of 1956, but the amount 
to be spent in the final quarter 
has not been 


57 lines. 


® The big difference this year will 
be the proportion of advertising 


money spent on the Plymouth di- 
vision. This is Chrysler’s “No. 1 
job,” according to President L. L. 
Colbert, and the corporation is 


striving to provide real competition 
for Ford and Chevrolet in the low- 


priced field. 


In 1956, Chrysler distributed its 


advertising money among its di- 
visions approximately this way: 


Plymouth, a little more than $18,- 
slightly under 
$18,000,000; De Soto, close to $11,- 
and Imperial, 
Dodge _ trucks, 
and Airtemp, 


000,000; Dodge, 


000,000; Chrysler 
about $8,000,000; 
about $2,000,000; 
about $300,000. 


These figures include the follow- 
ing approximate totals for meas- 
Plymouth, $14,300,- 
000; Dodge, $14,000,000; De Soto, 
$8,500,000; Chrysler and Imperial, 
$7,800,000; Dodge trucks, $1,400,- 
000 


ured media: 


Sales of Chrysler cars and 
trucks during 1956 reflected the 
general decline throughout the in- 
dustry, with a drop of 23%—from 
$3,466,222,350 in 1955 to $2,676,- 


334,431 last year. 


s Net earnings for 1956 were $19,- 
952,969, equal to 0.75% of total 
sales. This was an 80% decline 
from 1955 when earnings were 


$100,063,330, or 2.89% of sales. 


Unit sales of passenger cars and 
trucks last year were 1,077,877) 
units, as compared with 1,579,215 


in 1955. 


Chrysler’s decline was due not 
only to reduced consumer demand | 
after a record year in 1955, but to | 
its “crash” program of retooling 
late in 1956 while preparing its 
1957 line, and resultant output and 


supply problems. 


s Extensive design changes in the 
entire Chrysler Corp. line also cut 
into earnings for 1956, but good 
sales results were evident during 
the first half of 1957. Dollar sales 
for this half totaled $2,061,047,392 
—higher than any previous half 


determined. Last |it 
year Chrysler spent heavily in the 
last few months to announce its 


over third place in sales from 
Buick. By the end of May Ply- 
mouth sales ranged around 317,- 
000, a solid third but still far be- 
hind Ford and Chevrolet. 

De Soto sales for January and 
February of this year totaled 19,- 
929 units, up 10.6% over 1956. 
Dodge sales were also up about 
11% during the same period. 
Chrysler dropped slightly, but the 
Imperial sold 5,913 units—a rise 
of 184% over a like period in 1956. 

A subsidiary, Chrysler of Cana- 
da, had unit sales of 107,463 in 
1956, only slightly less than 1955 
totals. Its share of the Canadian 
market rose from 22.9% to 23.8% 
last year. Chrysler has shown new 
interest in the export market in 
recent months. In October 1956 
appointed McCann-Erickson 
(International) to handle export 
advertising for the corporation, 
succeeding Ross Roy Inc. 


# Chrysler-built passenger cars 
shipped abroad accounted for 
21.3% of all American-made cars 
exported from the United States 
and Canada. 

Defense sales of military prod- 
ucts during 1956 amounted to 
$165,000,000, or 6.2% of total busi- 
ness, as compared with $195,000,- 
000 or 5.6% in 1955. The compa- 
ny’s role as prime contractor under 
the Redstone-Jupiter ballistic mis- 
sile programs expanded substan- 
tially during 1956. Defense busi- 
ness declined to $30,000,000 in the 
first quarter of 1957, or 3% of 
sales. 

The company spent about $125,- 
000,000 in 1956 to expand, modern- 
ize and replace facilities, as com- 
pared with $137,000,000 in 1955. It 
is probable that in 1957 expendi- 
tures for similar purposes will be 
in this range. 


@ The 1957 expansion and im- 
provement program includes the 
completion of three major projects: 
a new stamping plant in Twins- 
burg, O.; expansion and conver- 
sion of the former Newark, Del., 
tank plant into an auto assembly 
plant to supply Chrysler’s eastern 
market; and the installation of 
new engine manufacturing facili- 
ties at the Trenton, Mich., plant. 

Chrysler began operation of a 
new marketing organization last 
Nov. 1. Officially titled Chrysler 
Motors Corp., but colloquially 
|labeled the “group marketing or- 
ganization,” it was designed to 
market all of the corporation’s au- 
tomotive products and to take 
charge of efforts to establish sep- 
arate dealerships for the different 
lines, especially Plymouth. Only a 
handful of Chrysler Corp.’s 9,000 
dealers sell Plymouths exclusively, 
but the number is increasing. 


| 


® The new corporation buys all 
cars from the divisions and sells 
them to dealers in accordance with 
both dealer orders and corporate 
marketing needs. Through its area 
directors it also writes and assigns 


all dealer franchises, with a view 
especially to strengthening Ply- 
mouth’s position. 

Last January Chrysler joined 
the rest of the industry in drop- 
ping dealer assessments for coop- 
erative advertisements. 

In a recent marketing change, 
James Cope, former vp in charge 
of public relations, was named vp 
-corporate market planning, a new 
position. 


s Harry L. Ault was named ad 
manager for the Chrysler division 
last April, succeeding John H. 
Caron, who retired. Mr. Ault was 
formerly the division’s dealer ad 
manager. 

Chrysler Corp. of Canada made 
two personnel changes. E. W. Ir- 
win was named to the new posi- 
tion of director of merchandising, 
and Franz Martin replaced R. T. 
Brown as advertising manager. 

William A. Hammond was 
named advertising manager for 
Plymouth division, and J. G. 
O’Brien changed his title from 
manager of dealer co-op advertis- 
ing at Plymouth to assistant ad 
manager. 

Except for the move to McCann- 
Erickson in the export field, the 
advertising agencies remained the 
same last year. 

Here are the key marketing per- 
sonnel of Chrysler Corp. and its 
main divisions: 


ADVERTISING EXPENDITURES 
1955 


1956 

NOWSPAPETS  oneccccccees $17,946,196 
Magazines ......... 7,740,412 
Farm Publicati a 444,105 
Busi Publicati 636,500 799,400 
Network Television 17,272,769 18,198,264 
Spot Television ..... —— 1,914,160 
Network Radio .......... 1,680,000 
EE ee 1,565,240 1,250,752 

Total Measured ....54,629,722 48,293,280 

Total Unmeasured 14,000,000 11,800,000 
Estimated Total 

Expenditure ............68,629,722 60,093,289 


MARKETING PERSONNEL 
Marketing and Sales 

William C. Newberg, group vp—automo- 
tive 

William J. Bird, sales assistant to group 
vp—automotive 

Charles L. Jacobson, vp—dealer relations 

James Cope, vp—corporate market plan- 
ning 


CHRYSLER MOTORS CORP. 

Byron J. Nichols, general manager— 
group marketing 

Arthur B. Nielsen, director of field op- 
erations—-group marketing 

Charles P. Noonan, eastern area director, 
marketing group field operations (New 
York) 

E. M. Braden, central area director, mar- 
keting group field operations (Detroit) 
Henry L. Shuster, midwest area director, 
marketing group field operations (Chi- 

cago) 

E. P. Letscher, western area director, mar- 
keting group field operations (Los An- 
geles) 

D. R. Crandall, director of new vehicle 
sales 

Lawrence E. Nelson, director of market- 
ing staff 

J. A. Lawson, director of market analysis 

R. Welch, director of promotion pro- 
gramming 

Advertising 

Richard E. Forbes, director of corporate 
advertising and sales promotion 

J. R. Barlow, adve manager 

ADVERTISING AGENCIES 

McCann-Erickson, Detroit—institutional 
and international—A. B. Godshall, vp— 
group head; Robert P. Leonhard, accoun 
executive. International, Vincent E. But- 
terly, account executive. 

Ross Roy Inc., Detroit—sales and serv- 
ice training aids—Carroll F. Sullivan, vp 
in charge. 


PLYMOUTH DIVISION 
MARKETING PERSONNEL 
Sales 
J. W. Minor, vp in charge of sales 
W. Hartsill Wilson, assistant to sales vp 
Advertising 
L. W. Hagopian, director of advertising 
and sales promotion 
William A. Hammond, advertising manag- 


cad 


er 
J. G. O’Brien, assistant advertising man- 
ager 
ADVERTISING AGENCY 
N. W. Ayer & Son, Detroit—all products 
—John W. Garberson, account executive. 


DODGE DIVISION 
MARKETING PERSONNEL 
Sales 
Lee F. Desmond, vp in charge of sales 
J. B. Naughton, director of truck and 


fleet sales 
Advertising 
W. D. Moore, director of advertising and 
sales promotion 
A. C. Thomson, advertising 
W. L. Kessinger, assistant 


manager 
advertising 
manager, trucks 


W. Osborne, assistant advertising man- 
ager, cars 
ADVERTISING AGENCIES 
Grant Advertising, Detroit—passenger 
cars—M. Cather, account executive. Ross 
Roy Inc., Detroit—trucks—William Ger- 
stenberger, account executive. 


DE SOTO DIVISION 
MARKETING PERSONNEL 
Sales 
J. B. Wagstaff, vp—sales 
Paul Herpolsheimer Jr., executive assist- 
ant to vp—sales 
Advertising 
James L. Wichert, director of advertising 
and sales promotion 
R. Goodwin, advertising manager 
Robert G. O'Hara, sales promotion man- 


ager 
A. C. Licata, administrative advertising 
manager 
ADVERTISING AGENCY 
Batten, Barton, Durstine & Osborn, 
Detroit—all products—Robert Anderson, 
account executive. 


CHRYSLER DIVISION 
MARKETING PERSONNEL 


Sales 
Cc. E. Briggs, vp in charge of sales 
A 


dvertising 

B. R. Durkee, director of advertising and 
sales promotion 

Harry Ault, advertising manager 

Jack B. Huntress, sales promotion man- 
ager 

Clifford C. Lockwood, administrative 
manager of advertising and sales pro- 
motion 

K. R. Matzinger, sales promotion super- 
visor 


H. H. Schamp, shows and exhibits manag- 
er 
ADVERTISING AGENCY 
McCann-Erickson, Detroit—Chrysler and 
Imperial cars—Paul Foley, account super- 
visor; R. M. Ellis, account executive. 


CHRYSLER CORPORATION 
PARTS DIVISION 
MARKETING PERSONNEL 
Sales 

T. E. Waterfall, president 
Floyd J. Dugan, retail sales manager 
S. J. Wall, wholesale sales manager 
D. H. Woodruff, wholesale planning and 
development manager 
Advertising 
R. A. Geer, advertising supervisor 
S. J. Henning, merchandising manager 
E. O. Kade, merchandising supervisor 
ADVERTISING AGENCY 
N. W. Ayer & Son, Detroit—MoPar parts 
—George Mal t executive. 


SERVICE PARTS & ACCESSO- 
RIES SUPPLY DIVISION 
H. Haild Zeder, general manager 
Advertising 

William J. Hampton, supervisor—adver- 
tising and promotion 

Arthur K. Spil!man, supervisor—promo- 
tion programs 


AIRTEMP DIVISION 
(Dayton) 
MARKETING PERSONNEL 

les 


J. F. Knoff, vp—sales 
Advertising 
M. A. Morris, advertising manager 
ADVERTISING AGENCY 
Grant Advertising, 
cooling and refrigeration equipment—V. 
P. Black, account executive. 
AMPLEX DIVISION 
MARKETING PERSONNEL 
Sales 
D. B. Martin, vp—sales 
ADVERTISING AGENCY 
Zimmer, Keller & Calvert, Detroit— 
Oilite powered metal products—Richard 
Long, account executive. 


MARINE & INDUSTRIAL 
ENGINE DIVISION 
MARKETING PERSONNEL 
Sales 

Cc. C. Williams, vp—sales 
Adveritsing 
William M. Vollendorf, advertising man- 
ager 
ADVERTISING AGENCY 
Zimmer, Keller & Calvert, Detroit— 
Richard Long, account executive. 


CHRYSLER CORP. OF CANADA 
(Toronto) 
MARKETING PERSONNEL 
Sales 
Cc. O. Hurley, vp—sales 
E. W. Irwin, director of merchandising 
Advertising 
Franz Martin, advertising manager 
R. J. Moon, sales promotion manager 
ADVERTISING AGENCY 
Ross Roy of Canada Ltd., Windsor, Ont. 
—H. J. G. Jackson, account executive. 


Coca-Cola Co. 


Coca-Cola Co., Atlanta, Ga., is 
the nation’s 15th largest advertiser, 
with total expenditures in 1956 
estimated at $29,000,000, of which 
$14,413,494 was in measured me- 
dia. It is estimated that the com- 
pany spends $5,000,000 in point- 
of-purchase advertising and an 
additional $10,000,000 in coopera- 
tive advertising. In 1955 Coca- 
Cola put $11,340,849 in measured 
media, an estimated $5,000,000 in 
point-of-purchase and probably 
$10,000,000 in co-op advertising. 


Dayton—heating, 


Advertising Age, August 19, 1957 


The company reported a net 
profit in 1956 of $29,196,584 after 
taxes and all other charges, It 
does not release sales figures. 
These are estimated in the bot- 
tling industry to have been about 
$273,300,000. Corresponding fig- 
ures for 1955 were $27,484,483 and 
$252,883,000. 

Coca-Cola reported to stock- 
holders in its annual report that 
“total gallon sales in 1956 reached 
their highest level in the 71-year 
history of the company. Alltime 
high sales figures were realized in 
each of our major sources of busi- 
ness—U.S. gallonage for bottlers, 
fountain gallonage and foreign 
sales.” 


® About four-fifths of the com- 
pany’s business, including pre-mix 
contracts, is handled by Coca-Cola 
|bottlers. The remainder is ac- 
counted for by more than 2,000 
wholesalers who sell Coca-Cola 
fountain syrup to drug stores and 
other outlets. 

Currently, about 900 of the com- 
pany’s 1,100 U.S. bottlers are 
marketing either or both the king 
and family-size bottles introduced 
in 1955. In the past two years 
Coca-Cola has opened large new 
markets and considerably stimu- 
lated its sales through the intro- 
|duction of the 10-12-0z. king-size 
jand the 26-oz. family-size bottles 
j}and through its pre-mix on-the- 
|spot dispensers. 


|@ Reports indicate that the com- 
| pany’s foreign sales are increas- 
‘ing more rapidly than domestic 
| sales. Foreign operations are esti- 
|mated to account for about a 
| quarter of total sales and profits. 
| There are now about 600 Coca- 
Cola bottling plants 
abroad. 

| This year the company expand- 
‘ed its advertising program and 
|enlarged the scope of its coopera- 
tive advertising on a local basis 
with bottlers. The company con- 
|tinues to be the leader in the in- 
|dustry both in sales and adver- 
tising. 

The company moved its adver- 
tising account on March 31, 1956, 
from D’Arcy Advertising Co., 
where it had been for almost 50 
years, to McCann-Erickson Co., 
and by so doing integrated its 
domestic and international adver- 
tising. 


operating 


} ADVERTISING areneervess 


| Newspapers _........... $ 2,775,100 § 2,116,391 
| Magazines ............... 1,761,375 1,481,343 
Business Publications 51,200 
Network Television 3,012,362 3,631 99° 
Spot Television ....... 3,697,460 
Network Radic ........ 160,703 
ODUtdOOF vce 3,192,000 3,435,10 
Total Measured 11,340,849 14,413,494 
Total Unmeasured 14,659,151 14,586,506 


Estimated Total 
Expenditure .... 26,000,000 29,000,000 
MARKETING PERSONNEL 
(New York) 
Curtis H. Gager, exec vp 
Felix W. Coste, vp and director of mar- 
keting 
Advertising 
(Atlanta) 
E. D. Sledge, vp and advertising manager 
ADVERTISING AGENCY 
McCann-Erickson, New York—Robert 
E. Healy, account supervisor; Neal Gil- 
liatt, George Geise, Jack McClure, Barry 
Dillow, account executives. 


Colgate-Palmolive 
Co. 


Colgate-Palmolive Co., New 
York, is the nation’s sixth largest 
advertiser, with a total 1956 U.S. 
advertising expenditure estimated 
at about $67,000,000, of which 
$44,480,906 was in measured me- 
dia. The 1955 expenditure was es- 
timated at $62,000,000, with $27,- 
770,399 measured. The company 
probably spent well over $30,- 
000,000 in international advertis- 
ing last year, which is not includ- 
ed in the above totals. 

Sales in 1956 passed the half- 
billion mark for the first time in 
the company’s 150-year history, 
totaling $508,523,000, of which 
$290,968,000 was in domestic busi- 
ness. In 1955, combined domestic 
and foreign sales were $468,578,- 
000, of which $285,577,000 was do- 
mestic. Net income for 1956 was 
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BETTMAN ARCHIVE 


SIX-GUNS spoke law in frontier days, 
but too often barked an outlaw’s defi- 


ance. Wyatt Earp, Wild Bill Hickok, Wry 3 
Bat Masterson, John Wesley Hardin Qy Uy The frontier has gone, 


and Billy the Kid were artists supreme 


but Kansas City, birthplace of the Santa Fe Trail, still retains its 
as pistoleers when gun-fighters ranged 


outhful bounce and ith the enthusiasm of a frontier town. 
both sides of the law and sometimes y oom ties has aa 


down the middle. This Remington Metropolitan Kansas City now exceeds one million in population. 


scene 1s typical of myriad rencontres in The Kansas City market, 25.2% above the national average in 
old Tascosa, Mobeetie, Dodge City, quality, has 2 billion dollars in expendable consumer income. 
Deadwood and other tough towns of a 


61.5% of Kansas City dwellings are owner-occupied. Kansas 
wild and uncurried West. 


Citians spend readily and live well. They are economically 


reached and sold by one newspaper which is 95% home delivered. 


“iinewemsnue Lik Sdhepeo GLLe wee 


the Newspaper That Grew Up With the West 
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$10,518,000; for 1955, $14,008,000. 
More than $4,000,000 of the 1956 
net drop was domestic. 

For the first six months of 1957, 
world-wide sales were $254,874,- 
000, down $1,500,000 from the 
comparable 1956 period. Domestic 
sales plummeted more than $15,- 
000,000 below 1956, standing at 
$137,011,000 for the first six 
months. Net income, however, 
rose some 25% over 1956 to $5,- 
442,000, equal to $2.09 per com- 
mon share. 


s In the 1957 first half statement 
lies the key to C-P at this time. 
One of the world’s largest pro- 
ducers of soaps and detergents 
and reportedly the largest manu- 
facturer of toilet articles, the 
company has had a long history of 
profitable operations, paying div- 
idends every year since 1895. For 
15 consecutive years, new sales 
records have been established by 
foreign subsidiaries. But domes- 
tically, the company is in trouble. 
In the last ten years, domestic 
sales have risen less than 10%, 
profits have dropped more than 
50%—and this during a _ period 
when competitors like Procter & 
Gamble doubled domestic busi- 
ness and raised profits a third. 

The rise in net income is prob- 
ably one of the direct results of a 
“tighter §management policy” 
brought about by the domestic re- 
organization now being put into 
effect—the most far-reaching re- 
organization since the Palmolive- 
Peet Co. merged with Colgate & Co. 
29 years ago. But it is obvious 
that, so far, the reorganization 
has yet to make itself felt in the 
sales department. Domestic sales 
for the last half of the year must 
not only equal the first half but 
must do even better than make 
up the $15,000,000 drop in order 
to meet last year’s figures. 

Scope and shape of the reor- 
ganization have been covered in 
great depth earlier this year in 
these columns (AA, April 15, et 
seq.). Briefly, it involves a divi- 
sionalized (toilet articles and 
household products) plan of or- 
ganization for the company, con- 
trasted with the previous func- 
tionalized organization, with a vp 
in charge of each division having 
full authority and immediate re- 
sponsibility for sales, advertising, 
market research and packaging 
activities and, ultimately, re- 
search, purchasing and manufac- 
turing. 


® Two international kingpins, Wil- 
liam T. Miller, president of the 
Mexican subsidiary and C. G. 
Grace, president of the Canadian 
company, were brought in to head 
up the household products and 
toilet articles divisions, respec- 
tively. Ralph A. Hart, president 
of Colgate-Palmolive  Interna- 
tional, was named executive vp 
of the company, and was succeed- 
ed by George H. Lesch, who had 
been in charge of marketing in 
Europe. In March, William L. 
Sims II was dismissed as president 
and his post was assumed, for the 
third time since 1938, by Edward 
H. Little, chairman and chief ex- 
ecutive officer. 

Most recent important departure 
is that of Irvin Hoff, onetime ad 
manager of the whole Colgate op- 
eration, whose duties were cut 
drastically by the reorganization, 
resulting in his resignation within 
the past month. 

Other personnel additions and 
switches are detailed in the list- 
ings at the close of this story. 
The reorganization also meant 
the dismissal of several dozen key 
marketing executives, many of 
them veterans, and the departure 
of lesser employes, totaling in the 
hundreds. 


® Colgate’s leading products are 
Colgate Ribbon dental cream and 
Ajax cleanser. The toothpaste 
continues in the No. 1 spot, al- 
though its percentage has de- 


creased in recent years. As of 
this June, according to the com- 
pany, “it outsold the next two 
leading toothpastes combined and 
has set an all-time record in dol- 
lar sales.” The account is estimat- 
ed to spend $10-$11,000,000, of 
which more than $2,500,000 went 
into spot television last year and 
almost another $4,000,000 into 
other measured media. 


® The next biggest dentifrice is 
Brisk fluoride, introduced nation- 
ally last year but its performance 
has been admittedly disappoint- 
ing. Procter & Gamble’s Crest is 
considerably ahead of it, and 
currently Colgate reports Brisk 
“while down from its high point 
has been holding its share of this 
market.” The budget has since 
been cut back, but last year Brisk 
probably spent around $4,000,000, 
of which $1,936,100 went into 
newspapers and $1,447,160 into 
spot tv. 

Ajax cleanser is thought to 
have better than half the total 
market and Colgate says it “con- 
tinues to sell more than the next 
two brands combined.” Its budget 
is estimated at around $2,500,000, 
of which $1,000,000 was in meas- 
ured newspapers last year. 


s Other household soap products 
are Fab, No. 3 in the marketplace 
with less than 10% and spending 
around $6,000,000; powdered and 
liquid Vel, spending roughly $4,- 
000,000; AD low-sudsing deter- 
gent, spending $1,5-$2,000,000; 
Super Suds detergent, once a ma- 
jor brand but now with a very in- 
significant share of the market, 
and several other minor brands 
like Kirkman and Octagon. Dis- 
cussing the two Vel brands, Col- 
gate says the powder “has shown 
remarkable resistance to the at- 
tritions of new brands in this 
field. Vel liquid has shown a 
steady growth pattern.” 

The remaining brands worth 
mentioning in the household 
products division include Florient 
air room deodorant, spending an 
estimated $1,000,000 last year— 
half of it in measured newspapers 
—and reported the largest seller 
by far in its field. Three new 
fragrances were introduced last 
year. Another brand is Kan- 
Kil insecticide, spending maybe 
$300,000, some $250,000 worth in 
measured magazines. 


= The company’s total ad budget 
is divided roughly between the 
two divisions, and in toilet arti- 
cles the products include (besides 
those already noted, such as the 
dentifrices) the Cashmere Bou- 
quet line, Halo and Lustre-Creme 
shampoos, Veto deodorants, Col- 
gate and Palmolive men’s lines, 
Palmolive soap and Lustre-Net 
hair spray. 

Colgate’s two principal toilet 
soaps, Palmolive and Cashmere 
Bouquet, “continued to hold their 
share of the market in 1956.” 
Palmolive has been given a com- 
plete face-lifting this year, with 
changes in color and perfume and 
a redesigned foil wrapper re- 
placed the long familiar one. Ex- 
penditure in 1956 is thought to 
have been around the $3,000,000 
mark, probably higher for 1957. 

The company does well with 
its shampoo line. “Lustre-Creme 
is the world’s largest. selling 
cream shampoo,” it reports. “Halo 
has had strong competition, but 
continues its leadership in the 
liquid shampoo field.” Halo is es- 
timated to spend $2-$2,500,000 
($750,000 divided roughly among 
spot tv, Sunday sections and news- 
papers); the Lustre-Creme line, a 
similar amount. 


® Colgate’s six brands of shaving 
creams—Palmolive lather and 
brushless, Colgate lather and 
brushless, Palmolive Rapid-Shave 
and Colgate Instant Barber Shave 
—make the company the world’s 


largest seller of shave creams. 
Palmolive Rapid Shave is the No. 
1 aeroso] brand. Palmolive and 
Colgate after-shave lotions have 
not fared as well. The company 
reports: “Palmolive has shown 
advances and Colgate after-shave 
has been repackaged and im- 
proved, and already shows signs 
of becoming an important entry 
in the after-shave lotion field.” 
The Palmolive men’s line is be- 
lieved budgeted between $3,000,- 
000 and $4,000,000, a major share 
going toward the aerosol shave. 

The Veto deodorant line (cream, 
spray, stick and aerosol) is esti- 
mated to have a budget of more 
than $1,000,000 and is one of the 
lesser brands in the deodorant der- 
by. Currently, the aerosol version 
seems to be getting a heavy 
splash. 


= Recently, the company lost a 
U.S. Supreme Court appeal from 
a suit by Carter Products, filed 
for patent infringements on aero- 
sol shave cans. Damages are now 
being determined; they could be 
treble damages and they could 
run into the millions. The govern- 
ment’s antitrust suit against the 
company as one of the defendants 
in the soap industry, was dis- 
missed a year ago and an appeal 
is pending in the Supreme Court. 

On the agency front, there have 
been no changes since July, 1956, 
when William Esty Co. dropped its 
$15,000,000 worth of Colgate bill- 
ings, which were slowly reas- 
signed over a period of six 
months. With more than $20,000,- 
000, Ted Bates & Co. is the big- 
gest of the company’s nine agen- 
cies. 

The cooperative advertising 
budget of the two divisions last 
year ran to $4-$5,000,000, most of 
it in print. 


ADVERTISING a a 


1956 

Newspapers exsmasend a $12,335,541 

3,846,482 4,776,036 

Farm Publications .. 194,099 174,347 

Network Television 18,698,318 19,880,282 

Spot Televi 7,314,700 

Total Measured ....34,229,601 44,480,906 

Total 

Unmeasured ........ 27,770,399 22,519,604 
Estimated Total 

Expenditare ..........62,000,000 67,000,000 


MARKETING PERSONNEL 
Stuart Sherman, vp 
S. C. Valmy, director of public relations 
S. L. Frey, media director 
A. B. Nelson, asst. media director 
G. T. Laboda, radio and television di- 


rector 
P. M. Barns, asst. radio and television di- 
rector 


TOILET ARTICLES DIVISION 

C. G. Grace, vp and general manager 

R. E. Hilbrant, vp and director of mar- 
keting 

M. Ward, manager, market research 

G. D. Miles, manager, packaging 

K. B. Arrington, product manager, Col- 
gate dental, tooth powder, chlorophyll 
toothpaste, chlorophyll toothpowder 

R. M. Colgate, product manager, all Cash- 
mere Bouquet beauty preparations, 
Palmolive men’s line, all Veto deodor- 


ants 

J. A. Deimling, 
Lustre-Creme 
hair spray 

Paul Elliot-Smith, product manager, Halo 
shampoo, Colgate men’s line, Brisk 

M. C. Alverson, manager of sales service 

P. Byrne, assistant product manager 

A. T. Castillo, assistant product manager 

J. H. Filling, assistant product manager 

J. J. Hirschberg, assistant product man- 
ager 

H. E. Ottley, assistant product manager 


HOUSEHOLD PRODUCTS 
DIVISION 

W. T. Miller, vp and general manager 

J. P. Kauffman, director of marketing 

T. S. Carroll, general product manager 

M. P. Frawley, general sales manager 

F. B. Satterthwaite, manager, market re- 
search 

W. T. Egan, manager, packaging 

E. E. Buckner, sales manager 

R. J. Clark, product manager, Vel, Vel 
liquid detergent, Vel Beauty bar 

T. J. Hennon, product manager, 
Cashmere Bouquet soap 

D. W. Ross, product manager, Ajax, Col- 
gate deodorant bar, Palmolive soap 

S. Rulon-Miller, product manager, Fab, 
Florient, Kan-Kil, Super Suds, Octagon 
products, Kirkman products 

R. J. Arrix, assistant product manager 

J. B. Ensign, assistant product manager 

E. H. Nellen, assistant product manager 

R. M. Smith, assistant product manager 

J. W. Sugden, assistant product m g 


product manager, all 
products, Lustre-Net 


AD, 


F. J. Fucito, assistant product manager 
ADVERTISING AGENCIES 

Bryan Houston, Inc., New York—R. J. 
Keegan, account executive, Cashmere 
Bouquet cosmetic line and Cashmere Bou- 
quet soap; H. E. Wholley, account execu- 
tive, Ajax Cleanser. 

Ted Bates & Co., New York—R. Monte- 
gelas, account supervisor; C. P. Dixon, 
account executive, Palmolive shave 
creams, rapid-shave, after-shave lotion 
and shampoo; R. C. Bradley, account ex- 
ecutive, Colgate Dental Cream; H. 
Drake, account executive, Fab detergent; 
D. Moore, account executive, Palmolive 
soap; R. F. Degen, account executive, 
industrial advertising and Octagon soap 
products. 

Lennen & Newell, New York—Gordon 
Cates, account supervisor; S. M. Ken- 
yon, account executive, Lustre-Creme 
products; H. W. Lowe, account execu- 
Sve, _ Vel and Vel Liquid Detergent; H. 
t executive, Colgate deo- 
ean beauty soap and AD detergent. 

John W. Shaw Advertising, Inc., a 
cago—W. A. Reis, 
Colgate shave creams, Colgate Instant 
barber shave and Trade. 

Carl S. Brown Co., New York, New 
York—E. B. Baker, account executive, 
Halo shampoo and Vel Beauty bar. 


Street & Finney, New York—W. G. 
Johnst t executive, Florient 
aerosol air deodorant and Kan-Kil in- 


secticide. 

Norman, Craig & Kummel, New York 
—W. Fales, senior account executive, 
all Veto deodorant advertising. 

Cunningham & Walsh, New York— 
W. Drew, account executive, Brisk tooth- 
paste, Super Suds and Pruf. 

Charles W. Hoyt Co., New York— 
R. H. Dingwall, account executive, Kirk- 
man products. 


Continental 
Baking Co. 

Continental Baking Co., Rye, 
N.Y., the nation’s 62nd largest ad- 
vertiser with total expenditures of 
$12,225,000 in 1956, of which $10,- 
100,095 was in measured media. 
The previous year’s expenditures 
totaled $7,301,000, of which $3,- 
712,205 was in measured media. 
Advertising expenditures for 1957 
are estimated at about $15,000,000. 

The company’s net sales climbed 
to $284,206,892 in 1956 from $244,- 
013,790 in 1955. A loss in the com- 
pany’s Morton’s subsidiary re- 
sulted in a drop in profits. Net in- 
come in 1956 after taxes was $7,- 
512,423, against $7,737,307 in 1955. 

The Morton’s loss occurred de- 
spite a gain in sales, with the sub- 
sidiary becoming the leader in the 
frozen pot pie and frozen fruit pie 
business in the last two months of 
1956. This year the company hopes 
to show a profit in Morton’s by in- 
creasing advertising and sales ef- 
fort and with a “more realistic 
price structure.” 


= Continental has increased spot 
tv expenditures this year for Hos- 
tess cakes and sweet goods. The 
company has expanded distribu- 
tion of its Wonder Buttermilk 
bread and Profile bread to about 
50 markets in 1957. 

Continental is still the country’s 
largest commercial bread baker. 
Three-quarters of the Continental 
sales are in bread products and 
the remainder in cake and sweet 
goods, The company now has 86 
bakeries located in 39 states and 
the number of distribution agen- 
cies has increased to 335. 

The company boosted the price 
of Hostess cakes on an experi- 
mental basis in 1957. Retail prices 
went from 10¢ to 12¢ on the cakes 
in some areas. 

A company spokesman said that 
more than $10,670,000 was invested 
in advertising Continental bread 
and Hostess cake products. He said 
that Morton’s spent $1,406,689 on 
spot tv, newspapers and magazines 
and that Stewart’s (a subsidiary 
that processes potato chips, may- 
onnaise and snack items) invested 
$151,354 in newspapers, radio and 
tv. These figures were higher than 
measured media figures released 
by the Bureau of Advertising and 
other sources. 


ADVERTISING a “meen 
1956 
Newspapers .............8 ais. $ 2,436,771 
Magazines .................. 47,825 
Basi Publications 


C. G. Torrey, assistant product manager 


Network Television 1,102,047 


Advertising Age, August 19, 1957 


Spot Television 


a a 5,732,480 

Network Radic ........ 837,549 
eee 669 258 687,357 
Total Measured .... 3,712,205 9,854,811 
Total Unmeasured 3,588,795 2,370,189 

Estimated Total 
Expenditure ...... 7,301,000 12,225,000 
MARKETING PERSONNEL 
Sales 


Cedric Seaman, vp in charge of sales 
John Runyon, director of bread sales 


G. Ellis Baum, vp of cake division 


Cliff Issacson, director of cake sales 
Howard McCully, marketing vp, Morton's, 
Louisville, Ky. 


manager 
John L. West, assistant advertising manag- 
er 
Victor Incrovia, promotion supervisor 
Melville H. Smith, director of advertising 
and sales promotion, Morton's 


ADVERTISING AGENCY 

Ted Bates & Co.—Continental Baking 
Co. products and Morton's Frozen Foods— 
E. L. Hill, account supervisor; James 
O'Neil, _account executive, yy Charles 
Critt Hostess 
cake; Alman Taranton, vp enenunl super- 
visor; Farrell Gilmore and Thomas Grim- 
shaw, account executives (Morton's). 


Rosengarten & Steinke, Memphis— 
Stewart's—Norton » account 
executive. 


Corn Products 
Refining Co. 


Corn Products Refining Co., 
New York. The nation’s 68th larg- 
est advertiser, with total expendi- 
tures in 1956 estimated at $11,000,- 
000, of which $8,327,948 was in 
measured media. In 1955, the com- 
pany spent an estimated $8,000,000 


|in advertising, of which $3,877,725 


was measured. Expenditures in 
magazines, network television and 
spot television increased sharply, 
reflecting the addition of new con- 
sumer products to the company’s 
line. 

Net sales in the U.S. and Cana- 
da increased by 5% in 1956, from 
$290,174,585 to $304,173,242. In ad- 
dition, foreign subsidiaries had 
sales of $113,670,204 and remitted 
dividends of $5,664,502 to the pa- 
rent company. Net after taxes rose 
from $20,492,893 in 1955 to $21,- 
091,380 in 1956. In the first quar- 
ter of 1957, earnings were almost 
15% ahead of 1956. 


= The company, which celebrated 
its 50th anniversary in 1956, is 
the world’s largest processor of 
corn products, accounting for 40% 
of the U.S. industry’s output. It 
makes 20 different consumer pack- 
age products and some 450 indus- 
trial products, supplied to more 
than 60 basic industries. Overseas, 
Corn Products operates processing 
and packing plants in 17 countries. 

Consumer marketing operations 
have expanded considerably in the 
past few years. Packaged consum- 
er products now represent 35% of 
the sales dollar, compared to 23% 
previously. As a result of 1954-55 
acquisitions, Corn Products now 
markets Bosco chocolate milk am- 
plifier, Kasco dog food and NuSoft 
fabric softener. These additions to 
the grocery product line have 
meant greater advertising outlays. 
NuSoft is being introduced nation- 
ally in 1957. 


® The old Corn Products standbys 
remain strong sellers. Karo is one 
of the nation’s leading syrups. 
Mazola, the only pure corn oil on 
the market, increased its sales in 
1956. Karo and Mazola benefited 
last year from widespread publi- 
cizing of the Rockefeller “fabulous 
formula diet.” Both products can 
be used as basic ingredients of the 
formula and Corn Products didn’t 
fail to point this out in a special 
newspaper-tv campaign. 

Corn Products also remains a 
dominant factor in the starch 
business, through Argo Gloss, Ni- 
agara instant laundry starch and 
liquid and dry Linit. Argo corn 
starch is the top-selling cooking 
starch. 


= Management has let it be known 
that the company is keenly inter- 
ested in developing additional 
branded consumer items. Current- 
ly in the test stage is a dry version 
of NuSoft. However, several other 
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Good Housekeeping gave 


The Confident Wife RE===: 


nearest competitor in the 


whose job is che fo eet fF 


(Lloyd H. Hall Co.) 


Three meals a day, seven days a week, fifty weeks a year! That is a job... 
a job our young reader-wife recognizes as one of her most challenging responsibilities. 
That’s why she turns to, trusts, /earns from the one magazine that gives her more 


GOOD HOUSEKEEPING MAGAZINE 8 


than twice as many handy food pages as any other women’s service magazine. And our 
young reader-wife knows that every recipe, every product on every page, editorial and 
advertising, has been examined by the only magazine with the famous Institute, 

the most modern Laboratories and Kitchens! She reads in the mood of confidence! 


the buying guide of 31,000,000 women 
(Crossley) 


She's so sure when Good Housekeeping says so 


4 HEARST MAGAZINE 
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test products—Karo Instant frost- 
ing mix and Saybon French dress- 
ing mix--have not worked out and 
are now being withdrawn. 

The Mazola, NuSoft, Linit and 
Bosco packages were all rede- 
signed in 1956. This year the com- 
pany announced the development 
of a new Corn Products trademark 
—a calligraphic CP in red enclosed 
by a golden yellow circle of corn 
kernels. 

A technical division was estab- 
lished in 1956 to supervise all re- 
search programs. Among the in- 
dustrial products recently devel- 
oped in Corn Products laboratories 
are Snow Flake Instant starch, 
for the food trade; caramel, a nat- 
ural food color; and NuBru, a liq- 
uid corn concentrate for the brew- 
ing industry. 


s In March, 1957, Corn Products 
acquired Refined Syrups & Sugars 
Inc., Yonkers, N.Y., a $35,000,000 
manufacturer of liquid and gran- 
ulated cane sugars. This purchase 
provided the company with a site 
for the development of an eastern 
warehousing, packaging and dis- 
tribution center. 

Two agency changes were made 
in 1956. Bosco was moved from 
Ruthrauff & Ryan to Donahue & 
Coe, which also picked up Kasco 
from Clark & Bobertz, Detroit. 

ADVERTISING EXPENDITURES 
1955 


1956 

NOWSPBPOTS — oo.ceceeeeceeeee $1,088,720 $1,264,122 
Magazi 1,871,001 1,955,418 
Farm Publications ... 204,596 173,092 
Busi Publicati 200,260 230,600 
Network Television . 793,977 1,855,366 
Spot Television ........ 2,849,350 

Total Measured .... 3,877,725 8,327,948 


Total Unmeasured 4,122,275 2,672,052 
Estimated Total 


Expenditure ........ .. 8,000,000 §=11,000,000 
MARKETING PERSONNEL 
Sales 


Alexander N. McFarlane, president, Corn 
Products Sales Co. 

WwW. A. Moore, director of grocery 
product sales 

E.W. Schmitt, vp, director of bulk prod- 
uct sales 

H.M. Mays, vp, feed product sales man- 
ager 


VP, 


Advertising 
William E. Hecht, vp in charge of adver- 
tising 
Robert Dobbin, assistant advertising 
manager 


Russell Smith, assistant advertising man- 
ager 
Public Relations 
Howard F. Harris, director of public re- 
lations 
ADVERTISING AGENCIES 

Cc. L. Miller Co., New York—Karo syr- 
ups, Mazola, Niagara, Linit and Argo 
starches—William Mueller, account super- 
visor; L. G. Frierson, account executive 
(Mazola & Karo); BR. S. Springs, account 
executive (laundry starches); 

Donahue & Coe, New York—Bosco and 
Kasco—Joseph Joyce, account supervisor; 
Donald Gaudio, account executive (Bos- 
co); James Johnson, 
(Kasco). 

McCann-Erickson, New York—NuSoft 
fabric softener—William Ennis, account 
supervisor. 

House of J. Hayden Twiss, 
—ch ical product William 


account executive 


New York 
A. Smith, 


account supervisor. 

Robert Otto & Co., New York—Inter- 
national—Monte Johnson, account super- 
visor. 


Helene Curtis 


Industries 


Helene Curtis Industries, Chi- 
cago, is the nation’s 73rd largest 
advertiser. In 1956 its advertising 
expenditures totaled more than 
$10,000,000, of which $7,453,304 
was in measured media, compared 
with 1955 total expenditures of $8,- 
000,000, of which $5,084,682 was in 
measured media. The company 
plans to exceed the 1956 total in 
1957 but by how much it “doesn’t 
know.” 

At any rate, 1956 climaxed the 
company’s somewhat remarkable 
success story by shattering sales 
and profit records resoundingly. 
Net sales rose 50% from $27,800,- 
000 in 1955 to $42,100,000 in 1956, 
while net profits after taxes soared 
55% from $1,400,000 to $2,200,000. 

Contributing to both increased 
sales and increased advertising 
expenditures were the promotion 
of new products and the addition 
of two new companies to the Curtis 
stable. 

Helene Curtis has shown spec- 


tacular growth in the past seven 
years, Prior to 1950, the company 
was not a major factor in the re- 
tail market at all. Curtis broke 
into consumer advertising in 1947 
with a hefty series of magazine 
ads that advised women to rely on 
professional beauty care—using 
Helene Curtis products, of course. 
Formerly the company had sold 
largely to beauty salons—a mar- 
ket that has been the backbone of 
the business for 30 years. 

The following year, Curtis be- 
gan advertising its Suave and 
Creme Shampoo direct to the con- 
sumer and what followed made 
cosmetic if not advertising history. 


= Along the way, Helene Curtis 
has bought up products and com- 
panies ranging from the Van Mer- 
ritt brewery to men’s and women’s 
toiletries and beauty preparations. 

From a gross sales volume of 
some $28,000 in 1928, Curtis 
climbed steadily up the ladder, 
becoming, by the mid-1940s, the 
dominant manufacturer in the 
professional beauty field. Entry 
into the home beauty care market, 
now bolstered by a host of toile- 
tries, has seen the company’s earn- 
ings skyrocket in five years. In 
1952 Helene Curtis and its sub- 
sidiaries earned $56,871 (on do- 
mestic sales of $14,239,253), as 
compared with last year’s earn- 
ings of $2,200,000. 


s Among the new products that 
have swelled sales is Enden, a dan- 
druff treatment shampoo, which 
Curtis introduced last September 
in cream form, followed this sum- 
mer with a liquid form in a plastic 
bottle, and now has boosted the 
product to leadership in its classi- 
fication. George M. Factor, vp, said 
that Enden today is doing a greater 
volume than the entire dandruff 
treatment field several years ago. 

Among shampoos, where com- 
petition is strong, Enden at last 
count was ranked No. 3, and has 
fluctuated up to No. 2 and down to 
No. 4, nationally in dollar sales. 
Network tv and print media have 
been used plentifully for Enden. 

Other Helene Curtis shampoos 
are up in sales in 1957 but do not 
rank so high. Shampoo Plus Egg, 
Curtis’ next best selling shampoo, 
ranks about tenth. 

Big expansion marked 1956 for 
Curtis. In February of 1956 the 
company bought out the Kings 
Men line of toiletries from “42” 
Products Ltd., West Los Angeles. 
Curtis revitalized the line, adver- 
tised it nationally and merchan- 
dised it strenuously, adding out- 
lets which formerly had declined 
the line because of the lack of na- 
tional advertising. Sales now are 
at a record high. Its big national 
competitor is Shulton. 


® Two months after the Kings 
Men purchase, Curtis added to its 
line all products previously made 
by Jules Montenier Inc., Chicago, 
including Stopette. Five months 
later Curtis bought Lentheric di- 
vision of Olin Mathieson Chemical 
Corp., shortly after a trademark 
infringement suit brought by Cur- 
tis against Lentheric ended in an 
out-of-court settlement in favor of 
Curtis. For about $5,000,000, Cur- 
tis obtained a property that re- 
portedly grossed $10,000,000 in 
sales Jast year and helped boost 
Curtis near the $50,000,000 mark. 

The brewery acquired by Curtis 
is Van Merritt Brewing Co. In a 
move that reached far out of the 
cosmetic field, Helene Curtis 
Sales (a subsidiary in which em- 
ployes participate) bought Van 
Merritt in 1955. The purchase was 
apparently made on the basis of 
investment only, since Curtis con- 
tinues to lease the plant to Weber 
Waukesha Brewing Co., Wauke- 
sha, Wis. 

The Curtis product lines now 
are Helene Curtis hair prepara- 
tions (Lanolin Shampoo, Suave 
Hair Dressing, Enden, etc.), Stop- 
ette deodorants, Kings Men toile- 
tries and Lentheric women’s and 


men’s toiletries. The company’s 
major share of advertising goes 
into Helene Curtis hair prepara- 
tions (the company’s biggest sell- 
ing line) with Lentheric taking the 
second biggest slice. 

A major product in the Helene 
Curtis hair preparations line is 
Suave, which ranks No. 1 in wom- 
en’s hair dressings, where it has 
40% of the market and is 3-to-i 
over its nearest competitor. 

Stopette’s full line is estimated 
to rank third or fourth among de- 
odorant makers, and is roughly 
estimated to have about 14% of 
the market, compared with the 
leader’s 18 or 19%. In the deo- 
dorant field, creams are the big- 
gest factor with 40% of the mar- 
ket, followed by sprays, 20%, and 
the remainder going to pads, lo- 
tions, liquids, sticks, etc. Stopette 
Flowing Cream, with a dome ap- 
plicator that smooths the deodor- 
ant on, does pretty well, but Arrid 
cream is the big leader. In spray 
form, Stopette and Mennen’s are 
very close competitors, taking 
turns heading each other. 


# Curtis spends the greatest part 
of its ad budget on network tele- 
vision. In 1957 it will have spon- 
sored or participated in “What's 
My Line,” “Washington Square,” 
“Oh, Suzanna,” and “SRO Play- 
house” and has just completed ne- 
gotiations for a new show, “Dick 
and the Duchess,” to be filmed in 
Europe and patterned after the 
Thin Man mystery dramas. Addi- 
tional shows in 1956 included 
“Caesar’s Hour” and “Caesar Pre- 
sents” (on a one-third basis), “To- 
night,” “Queen for a Day” and 
“Dollar a Second.” 

Spot television has been used 
this year either to beef up the 
market generally or to cover spe- 
cific markets. It also was used to 
help four brands. A distinctive 
note for Spray Net hair prepara- 
tion in 1957 is tv commercials 
made in Hawaii and Mexico, and 
more are planned from Europe. 

Helene Curtis is a heavy buyer 
of print media as well. Most of its 
magazine money is placed in wom- 
en’s or home service publications. 
In the general group, Esquire, Life, 
Look and The Saturday Evening 
Post are used. In newspapers, em- 
phasis is on Sunday supplements. 


# With the acquisition of new 
companies and launching of new 
products, Helene Curtis activities 
have expanded so much that the 
marketing structure has been re- 
vamped, with various areas of re- 
sponsibility divided among a larg- 
er number of executives. 

Reporting to Raymond K. Myer- 
son, general sales manager, are 
two field sales managers, each 
heading a sales division. Ray Lie- 


bler is now field sales manager of| 


Helene Curtis Products, a division 
including all Helene Curtis and 
Stopette products. J. J. Galietto 
has been appointed field sales 
manager of Lentheric, including 
all Lentheric and King’s Men 
products. Lentheric Inc., which 
was operated as a subsidiary when 
first acquired, now no longer ex- 
ists, and Lentheric now is simply 
a sales division. 

Named to assist Mr. Myerson in 
new posts were Ed Drumm, na- 
tional drug chain sales manager, 
and Tom Berry, variety store sales 
manager. Jesse Harriss was named 
merchandising manager, and Lynn 
Boland and Ed Shukur were added 
to the group of brand managers. 
John Hartlin was named product 
development manager, a new 
post. Richard Hirsch was appoint- 
ed assistant advertising manager. 
Annette Green, who formerly 
headed public relations for Len- 
theric Inc., was named public re- 
lations director for the entire com- 
pany. 

Helene Curtis made a major 
change in its agency lineup in July 
when it fired Earle Ludgin & Co. 
Ludgin, which handled Spray Net, 
Stopette, Tweed fragrance and the 
Lentheric men’s line, had been one 


of the company’s agencies since 
1954. Helene Curtis currently is 
talking to agencies and is expected 
to mame a successor to Ludgin’s 
$4,500,000 slice of the company’s 
advertising business in September. 


ADVERTISING EXPENDITURES 


1955 1956 
NOWSPEPOTS  ooccccceceees $1,663,714 $1,485,355 
Ma i 1,178,269 1,418,341 
Reai Publicati 40,000 
Network Television 2,129,197 4,302,168 
Spot Television ........ 247,440 
Network Radio ........ 73,502 
Total Measured .... 5,084,682 7,453,304 
Total Unmeasured 2,915,318 2,546,696 
Estimated Total 
Expenditure ....... ~ 8,000,000 10,000,000 


MARKETING PERSONNEL 
George M. Factor, vp 
Sales 
Raymond K. Myerson, general sales man- 


ager 

Ray Liebler, field sales manager, Helene 
Curtis Products 

J. J. Galietto, field sales manager, Len- 
theric Products 

Robert Brewer, 
manager 

Ed Drumm, 
manager 

William Bailey, food store sales manager 

Tom Berry, variety store sales manager 

Merchandising 

Jesse Harriss, merchandising manager 

Ray Markman, brand manager 

William McCartney, brand manager 

Irving Kiem, brand manager 

Lynn Boland, brand manager 

Ed Shukur, brand manager 

John Hartlin, product development man- 
ager 


drug wholesaler sales 


national drug chain sales 


Advertising 
Jack K. Lipson, advertising 
Richard Hirsch, assistant 
manager 


advertising 


Public Relations 
(New York) 
Annette Green, director 
ADVERTISING AGENCIES 

Gordon Best Co., Chicago—Helene Cur- 
tis Creme Shampoo, Suave for men and 
women, Lanolin Lotion Shampoo, Creme 
Rinse, Shampoo plus egg, beauty divi- 
sion—Burton G. Feldman, account super- 
visor; Sidney J. Natkin, R. M. Singer, 
account executives. Tweed Hair Spray— 
Ken McMath, account executive. 

Edward H. Weiss & Co., Chicago— 
Lanolin Discovery, Enden, King’s Men, 
Tweed Fragrance Shampoo—Bernard J. 
Gross, account supervisor; Ben Kahn, 
account executive. 

ADVERTISING EXPENDITURES 
BY PRODUCT GROUPS 
Helene Curtis Hair Preparations 

Lanolin Lotion Shampoo, Lanolin Creme 
Shampoo, Shampoo Plus Egg, Creme 
Rinse, Suave Hair Dressing (Creme and 
Lotion), Suave Hair Dressing for Men, 
Lanolin Discovery (Spray Hairdressing 
and Conditioner), Spray Net (Regular and 
Super Soft), Spray Net for Children, 
Enden, Purse Size Spray Net (Refillable). 


1956 

NOWSPOPCTS on coerce $1,167,527 

gazi 1,100,915 

Spot Television ........ 210,790 

Total Measured .... 2,479,232 
Stopette 


Stopette Spray Deodorant and Anti- 
Perspirant, Stopette Flowing Cream Deo- 
dorant (with applicator), Stopette Stick, 
Mr. Stopette (spray deodorant for men). 

1956 
$ 168,490 

126,020 
1,230,429 
1,524,939 


Newspapers 
Magazines 

Network Tel 
Total Measured ..... 


Kings Men 
Aerosol Luxury Shave, Spray Deodor- 
ant, Luxury Hair Dressing, After Shave 
Lotion, Pre-Electric Shave Lotion. 


1956 

NOWSPAPe®?S  ........e0e0e - $ 141,763 
agazi 184,005 

Total Measured ... 325,768 


Lentheric 

Tweed (Bouquet, Purse Icicle, Mist, 
Perfume, Bubbling Bath Oil, Bath Pow- 
der, Soap, Talcum, Dry and Cream Sa- 
chet, Tweed Soft Fragrance Shampoo, 
Tweed Perfumed Hair Spray in regular 
and purse size). Shanghai (Bouquet, Mist, 
Perfume, Bath Powder, Talcum). Miracle 
(Bouquet, Icicle, Mist, Perfume, Bubbling 
Bath Oil, Bath Powder, Cream and Dry 
Sachet). Dark Brilliance (Toilet Water, 
Mist, Perfume, Bath Powder. Red Lilac 
(Bouquet, Icicle, Mist, Bubbling Bath Oil, 
Bath Powder, Cream Sachet). Adam's 
Rib (Perfume, Purse Icicle, Toilet Water, 
Mist, Bath Powder, Bouquet). Lentheric 
Men’s Products—After Shave Lotion, 
Tanbark Cologne, Body Rub Cologne. 


1956 
Newspapers ...... $ 75% 
Network Telev 702,237 
Total Measured .... 709,812 


Distillers Corp.— 
Seagrams Ltd. 


Distillers Corp.—Seagrams Ltd., 
Montreal (executive office), and 
New York (U.S. executive, sales 
and advertising headquarters). 
The 12th largest national adver- 
tiser, with total expenditures in 
1956 estimated at $31,547,043, of 
which $23,547,043 was in meas- 
ured media. The previous year’s 
expenditures for advertising were 
$30,413,125, of which $21,413,125 
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was in measured media. Current 
year’s expenditures are expected 
to be about $1,000,000 above 1956. 

The company, which is the larg- 
est producer of distilled spirits in 
the world, also operates subsid- 
iaries in the pharmaceutical and 
petroleum fields. Its investments 
in oil and gas projects in the U.S. 
during fiscal 1956 increased from 
$15,587,278 to $21,786,802. These 
are largely in Kansas, Oklahoma 
and Louisiana, with new interests 
in the Panhandle of Texas and in 
Alaska. Its income from sales of 
oil and gas was reported as $2,- 
309,731. In the pharmaceutical 
field, Seagrams operates Pharma- 
Craft Co., Batavia, Ill., as a sub- 
sidiary. 


® Distilling, however, is the com- 
pany’s major operation and its 
principal source of revenue. It re- 
ported sales for fiscal 1956 (ended 
July 31) of $732,137,746 and a net 
profit from distilling of $29,887,- 
496. Sales for fiscal 1955 were 
$735,679,458 and net profit was 
$31,002,109. 

Under the company’s organiza- 
tional structure, Joseph E. Sea- 
gram & Sons Inc. is the parent 
U.S. company which produces all 
whiskies and owns the pharma- 
ceutical and petroleum subsid- 
iaries. 

Sales in the U.S. are made 
through the House of Seagram 
Inc., sales subsidiary, which has 
four sales organizations in its 
structure: Seagram-Distillers Co., 
Calvert Distillers Co., Four Roses 
Distillers Co., and General Wine 
& Spirits Co. 

Samuel Bronfman is president 
of Distillers Corp.—Seagrams Ltd., 
the parent company, with Allan 
Bronfman vp; Edgar M. Bronfman 
vp and treasurer; Victor A. Fis- 
chel vp; Frank R. Schwengel vp. 

Officers of the U.S. holding 
company, Joseph E. Seagram & 
Sons Inc., are Frank R. Schwen- 
gel, chairman; Edgar M. Bronf- 
man, president; Sidney Fread, 
vp in charge of finance; Freder- 
ick J. Lind, vp, general counsel 
and secretary, and Joseph G. 
Friel, treasurer. 

Officers of the sales subsidiary, 
the House of Seagram Inc., and 
its four units are Victor A. Fisch- 
el, president; Herbert W. Evenson, 
exec vp of Seagram-Distillers; 
Tubie Resnik, exec vp of Calvert 
Distillers; Jay Gould, exec vp of 
Four Roses, and Harley N. Cole, 
vp of General Wine & Spirits. 
Harry N. Bulow is director of 
public relations for the House of 
Seagram. 

Officers of Pharma-Craft Co., 
Joseph E. Seagram’s pharmaceu- 
tical division, which manufactures 
Fresh deodorants, Coldene cold 
medicines, and Ting, are: Frank 
F. Bell, president; W. Kedzie Tell- 
er, exec vp; and Robert H. Witt, 
administrative vp. 


s Pharma-Craft Co. in 1956 is 
estimated to have spent about 
$2,000,000 in advertising. Of 
this total, approximately $800,- 
000 went into magazines, about 
$50,000 into newspapers, about 
$650,000 into network television, 
and $400,000 into spot television. 
In 1955, the company is estimated 
to have invested about $1,500,000, 
about two-thirds of which went 
into magazines and the remainder 
into newspapers. 

Seagram’s 7 Crown blended 
whisky is the most advertised 
and largest selling brand in the 
U.S. In 1956, the company is es- 
timated to have invested $2,296,- 
100 in newspapers for the brand; 
$1,197,000 in magazines, and prob- 
ably close to $1,000,000 in out- 
door advertising. 


s Other heavily advertised Sea- 
gram brands include Four Roses 
whisky, which in ’56 is estimated 
to have had $1,305,000 in news- 
papers, close to $1,000,000 in mag- 
azines, and about $500,000 in out- 
door; Seagram’s Golden gin is esti- 
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The happy new way of life that’s 


loosening purse strings for advertisers is 


new active leisure 
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of this opportunity is in Holiday. Avidly read 
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mated to have put about $823,000 
in magazines and $500,000 into 
newspapers; Calvert Reserve, about 
$1,000,000 in magazines and about 
$1,200,000 in newspapers; Lord 
Calvert, about $335,000 in maga- 
zines and $430,000 in newspapers; 
Carstairs, about $650,000 in news- 
papers and $350,000 in magazines; 
Seagram’s V.O. Canadian, about 
$700,000 in newspapers and $800,- 
000 in magazines; Wolfschmidt 
vodka, about $700,000 in newspa- 
pers and $100,000 in magazines. 
Seagram probably spent close to 
$1,000,000 to advertise its scotch 
imports, Chivas Regal and White 
Horse, the latter distributed by its 
affiliate, Browne Vintners Co. 
ADVERTISING Sxpewnerunns 


1956 

NOWSPOPOTS —mvvccceeee $9,810,168 $11,751,216 
Magazi 7,656,469 7 AA2 252 
Farm Publications .... 2,813 

Busi Publicati 320,000 401,900 
Network Television 635,010 
Spot Television ...... 401,300 
Outdoor wersevsceeecevene 9,058,675 2,015,365 


Total Measured 21,413,125 
Total Unmeasured 9,000,000 8,000,000 
Estimated Total 


Expenditure - 30,413,125 


SEAGRAM DISTILLERS CO. 
MARKETING PERSONNEL 

Herbert W. Evenson, exec vp. 

Walter L. Yates, vp and national brand 
manager (Seagram’s V. O. and Sea- 
gram’s Golden gin). 

Benjamin B. Stein, national sales man- 
ager (Seagram's V. O.). 

Jack Wishny, general 
Kessler division. 

Bernard Tabbat, director of marketing. 

Advertising 

George E. Mosley, vp in charge of ad- 
vertising and sales promotion. 

Douglas S. Ciark, advertising 

Jerome A. Newman, national 
motion manager. 

Murray Koff, advertising manager, Kess- 
ler division. 


sales manager, 


manager. 
sales pro- 


Publicity 
Gilbert Rabin 
CALVERT DISTILLERS CO. 
MARKETING PERSONNEL 
Tubie Resnik, exec vp. | 
Myron Froelich, vp for open state sales. | 
Walter Terry, vp for monopoly state 
sales. 
Advertising 
Philip J. Kelly, vp in charge of market- 
ing and advertising. 
Walter Houghton, advertising and sales | 
promotion manager (Calvert Reserve). | 
Benjamin DuBois Frost, advertising and 
sales promotion manager (Lord Cal- 
vert). 
S. Jesse Robinson, advertising and sales 
promotion manager (Carstairs). 
Leonard Asher, brand manager (Calvert 
dry gin). 


Publicity 
Philip Weiner and John Brady. 
FOUR ROSES DISTILLERS CO. 
MARKETING PERSONNEL 

Jay Gould, exec vp. 

Francis M. Fitzmaurice, vp and assistant 
to exec vp. 

A. C. Fletcher, vp, national sales, Four 
Roses whisky. 

Leo Lehrman, national sales manager, 
Four Roses gin. 

Kenneth 3. Baxter, 
state sales. 


vp for monopoly 


Advertising 

Bradley Houghton, advertising manager. 

Chris W. Carriuolo, sales promotion 
manager. 

Publicity 
Emil Pavone. 
GENERAL WINE & SPIRITS CO. 
Marketing Personnel 

Harley N. Cole, vp. 

Walter H. Stumpf, national sales mana- 
ger for Chivas Regal and Royal Salute 
Scotch whiskies, and Wolfschmidt vod- 
ka. 


Samuel C. Fillat, sales manager for 
Myers and Christopher Columbus rurtis. 
Advertising 
Jon Sobotka, advertising manager. | 
Daniel J. Mahoney, sales promotion | 
manager. 
Publicity 
Ruth Zorn. 


PHARMA-CRAFT CORP. 
(Batavia, Til.) 
MARKETING PERSONNEL 

L. J. Thompson, vp in charge of sales. 
Advertising 
in charge of advertising. 
Publicity 

Mauri Edwards. 

ADVERTISING AGENCIES 

Warwick & Legier, New York—Sea- 
gram’s 7 Crown, Seagram's V.O., Sea- 
gram’s Golden gin, Seagram's Pedigree 
bourbon, Kessler division, and Sea- 
gram's institutional advertising—Samuel 
O. Youngheart, vp, Fred Baldwin, vp, 
Jack Kaduson, vp, and John F. Welsh 
vp, account executives. 

Grey Advertising Agency, New York— 
Calvert Reserve, Calvert dry gin, and 


Carl Seiffer, 


Calvert's institutional advertising—Jules 
Singer vp and account supervisor, Mel | 
Singer and David Mayer, account exec- | 
utives. 


Dowd, Redfield & Johnstone, New 
York—Carstairs White Seal, 
Volkmar, vp and account executive. 


Wolfschmidt vodka, Myers Jamaica rum, | 


Myers 1879 Jamaica rum (12 years old), 
and Christopher Columbus rum, Henry 
Morris, vp and account supervisor. 

Ogilvy, Benson & Mather, New York— 
Lord Calvert, William Bijur, vp and ac- 
count supervisor. 

Young & Rubicam, New York—Four 
Roses blended whisky, Four Roses bour- 
bon, Four Roses gin—William Wright, ac- 
count executive. 

Doherty, Clifford, Steers & Shenfield, 
New York—Hunter, Wilson and Paul 
Jones whiskies—Philip Brooks, account 
executive. 

Lynn Baker Inc., New York—Chivas 
Regal and Royal Salute scotch whiskies— 
George Furey, account executive. 

J. Walter Thompson Co. (Chicago of- 
fice)—Fresh stick deodorants, and Cold- 
ene cough syrup and nasal spray—Rob- 
ert S. Wolfe, account executive. 

Cohen & Aleshire (formerly Harry B. 
Cohen Agency), New York—Ting prod- 
ucts, Fresh cream deodorant, and Phy- 
sicians and Surgeons soap—Robert Myers, 
account executive. 


E. I. du Pont 
de Nemours & Co. 


E, I. du Pont de Nemours & Co., 
Wilmington, Del., is the nation’s 
23rd largest advertiser. Total ad 
expenditures reported by the com- 
pany in 1956 were $23,500,000, of 
which $11,600,049 was in measured 
media. The previous year’s ex- 
penditures for advertising were re- 
portedly $21,132,000, of which $9,- 
323,150 was in measured media. 
In the current year, ad expendi- 
tures are expected to approximate 
the 1956 figure. 

The company, largest factor in 
the chemical field, sells a diversi- 
fied line of chemical and related 
products to a wide range of indus- 
trial manufacturers and other con- 
sumers. But the textile, rubber, 
food and drugs, automotive, petro- 
leum and chemical industries are 
the major outlets. 

The company’s broad scope and 
diversity of products are used in 
meeting all basic needs of the con- 
suming public. However, with 
about 95% of Du Pont’s sales vol- 
ume going to other manufacturers 
for further processing, the product 
identity is frequently lost by the 
time the final article reaches the 
consumer. 


® Sales in 1956 amounted to $1,- 
888,400,000, compared with $1,909,- 
197,444 in 1955. Net after taxes in 
‘56 was $383,401,308, compared 
with $431,555,884 in ’55. 

Du Pont in the first half of 1957 
attained the highest sales and 
earnings for any initial half-year 
period in its history, Sales for the 
first half increased 7% to $996,- 
000,000 from $928,000,000 in the 
56 period. Estimated earnings for 
the first six months of ’57 were 
$201,244,000, compared with $187,- 
825,000 in the like period of ’56. 

During 1956, Du Pont spent 
$157,000,000 to improve and ex- 
pand plants and laboratories and 


|/to build new ones. This compares 


with $119,000,000 spent in 1955. 
Sizable expenditures were made 
on projects for Nylon, tetraethyl 
lead antiknock compound, various 
types of synthetic rubber, Orlon 


| acrylic staple, Titanium pigments, 


Vinyl acetate, paints and thinners, 
etc. 


s A new industrial department, 
the Elastomer chemicals depart- 


ment, was created last Jan. 1. It) 


is responsible for the research, 
production and sales of all prod- 
ucts formerly handled by the 
Elastomers division of the organic 
chemicals department. Products 
include neoprene synthetic rubber, 
rubber chemicals and Hylene or- 
ganic isocyanates. 

Two foreign subsidiary compa- 
nies were organized in '56: in Eng- 
land the Du Pont Co. (United 
Kingdom) Ltd., with headquarters 
in London, and in Venezuela, Du 
Pont de Venezuela, C.A., with 
headquarters in Caracas. The Brit- 
ish company will provide herbi- 


Harvey | cides of British manufacture for | 
the British market, and the Vene-' 


zuelan company will manufacture 
| lacquers, enamels, paints, thinners, 
|etce. for the automotive, industrial, 
| household and maintenance fields, 
and willelso be a distributor for 
various Du Pont products. 

Last fall, the company entered 
into an agreement with the Atomic 
Energy Commission to undertake 
a study to determine the feasibility 
land economics of heavy-water- 
|moderated reactors for electric 
power generation. 

Du Pont will not release detailed 
figures on its advertising expendi- 
tures. However, it is estimated that 
the company spends about $4,000,- 
000 for general promotion on net- 
work television; about $4,500,000 
for promoting its various synthetic 
fibers in magazines and newspa- 
pers; about $1,000,000 for its “Zer- 
one” and “Zerex” anti-freeze com- 
pounds, in newspapers, magazines, 
business papers and outdoor. Its 
subsidiary, Remington Arms Co., 
Bridgeport, Conn., invests about 
$600,000 largely in magazines and 
business papers to promote sport- 
ing firearms and cartridges. 

Since 1917, Du Pont has held a 
substantial investment in the com- 
mon stock of General Motors Corp. 
It consists of 63,000,000 shares, or 
22.5% of the outstanding common 
stock. Last spring the U. S. Su- 
preme Court upheld the govern- 
ment’s anti-trust action against 
/Du Pont, and ordered the U. S. 
| District Court in Chicago to stipu- 
|late the way in which Du Pont is 
to divest itself of its GM holdings. 

ADVERTISING 


EXPENDITURES 
1955 1956 
NOWSPBPETS o....cccccceneee $1,011,280 $1,589,630 
Magazi 5,169,056 4,982,090 
Farm Publications ... 217,826 246,967 
Busi Publicati 1,919,700 2,117,400 
Network Television ... 790,609 1,404,990 
Spot Television ........ 942,180 
IN | drlciesencemeetntinns 292,462 316,792 
Total Measured ...... 9,323,150 11,600,049 
Total Unmeasured ..14,000,000 = 11,899,951 
Estimated Total 
Expenditure ...........23,323,150 23,500,000 
MARKETING PERSONNEL 
Advertising 


F. A. C. Wardenburg, director of adver- 
tising 

R. A. Applegate, assistant director of ad- 
vertising 

J. 8. Swajeski, advertising manager, elec- 
trochemicals department 

E. L. Thayer, advertising manager, ex- 
plosives department 

F. R. Price, advertising manager, fabrics 
division 

L. M. Davis, advertising manager, finishes 
division 

L. B. Steele, advertising manager, film de- 
partment 

J. B. Dewey, advertising manager, Gras- 
selli chemicals department, biologicals 
division 

E. O. Sealine, advertising manager, Gras- 
selli chemicals department, industrial 
chemicals division 

E. J. O’Brien, advertising manager, Elasto- 
mer chemicals department 

R. F, Lynch, advertising manager, dyes 
and chemicals division 

D. C. MecSorley, advertising manager, 
Freon products division 

A. L. Delin, advertising manager, petro- 
leum chemicals division 

P. P. Porter Jr., advertising 
photo products department 

J. B. Dewey, advertising manager, poly- 
chemicals department, nitrogen products 
division 

S. P. Blish, advertising manager, pigments 
department, and polychemicals depart- 
ment, industrial chemicals sales division 

J. S. Taylor, advertising manager, poly- 
chemicals department, plastics division 

C. K. Johnson, advertising manager, poly- 
chemicals department, Zerone and Ze- 
rex anti-freezes 

Max Rosedale, advertising manager, combs, 
toothbrushes, soap boxes, etc. (New 
York). 


manager, 


tile fibers department 
J. Hernandez, manager, export advertising 
D. S. Reynolds, advertising manager, 
Remington Arms Co., a _ subsidiary, 
Bridgeport, Conn. 
ADVERTISING AGENCIES 


N. W. Ayer & Son, Philadelphia—paints 
sold through retail channels, photographic 
products (x-ray, motion picture film and 
allied products), neoprene synthetic rub- 
ber and other elastomers, dyes and fine 
chemicals. 

Batten, Barton, Durstine & Osborn, New 
York—industrial chemicals, fabrics, fin- 
ishes, agricultural chemicals, pigments, 
plastics and textile fibers. Also Reming- 
ton sporting firearms, ammunition, traps 
and targets, industrial tools, and Peters 
Cartridge division of Remington Arms Co. 

Charles L. Rumrill Co., Rochester, N.Y. 
—tetraethyl lead, and explosives depart- 
ment products—George M. Prince, account 
supervisor. 

Robert Otto & Co., New York—export 


E. F. Altmaier, advertising manager, tex- | 


advertising for fabrics and finishes, spe- 
cialties, chemicals and textile fibers— 
R. H. Otto, account supervisor. 


Eastman Kodak Co. 


Eastman Kodak Co., Rochester, 
N. Y. The nation’s 33rd largest ad- 
vertiser with total advertising and 
promotion expenditures estimated 
at $20,000,000 in 1956, of which 
$8,030,660 was in measured media. 
1955 expenditures were estimated 
at $17,000,000, of which $6,599,003 
was in measured media. Current 
year expenditures will be in the 
neighborhood of $22,000,000. 

1956 total expenditures were di- 
vided among the parent company 
and its two subsidiaries as fol- 
lows: (1) Eastman Kodak Co. 
spent about $17,000,000, (2) East- 
man Chemical Products Inc., 
Kingsport, Tenn., the sales unit 
for products of the Tennessee 
Eastman and Texas Eastman di- 
visions, spent about $2,000,000 and 
(3) Recordak Corp., New York, 
the company unit in the micro- 
filming and document copying 
field, spent about $1,000,000. 

The company racked up record 
sales and earnings in 1956. For the 
53 weeks ended Dec. 31, 1956, sales 
rose 6.6% to $761,689,559, com- 
pared with $714,443,836 for 52 
weeks in 1955. Net earnings 
climbed to $94,162,004 in ’56, up 
10% from $85,600,330 in 1955. 


= Eastman’s associated companies 
outside the U.S. also achieved rec- 
ord sales and earnings for 1956. 
Sales of $205,630,000 were 13% 
better than the $181,308,000 
achieved in '55. Net earnings to- 
taled $20,459,000, up 21% above 
last year’s $16,846,000. 

Eastman continues to set new 
sales and profit records in ’57. For 
the 24 weeks ended June 16, the 
company reported sales at a peak 
of $347,977,709, an increase of 7% 
over the $325,110,431 achieved in 
the corresponding period of ’56. 
Net income was $40,221,346—3.8% 
better than the net of $38,753,316 
for the year earlier period. 

This 77-year-old pioneer of pho- 
tography continues to be the fore- 
most producer of photographic ap- 
paratus and supplies, and these 
products account for two-thirds of 
company sales. The company is 
also a leading factor in the manu- 
facture of cellulose products, in- 
cluding acetate yarn and staple, 
acetate and plastics. 1956 sales 
were divided as follows: 


® Amateur photographic, 29% 
(28% in 1955); commercial and 
professional, 27% (25%); cellu- 
lose products and plastics, 17% 
(same); special military products, 
6% (9%); professional motion 
picture film, 11% (12%); chem- 
icals, 7% (same); miscellaneous, 
3% (2%). 

Although most of Eastman’s 
product innovations during the 
past year and a half pertained to 
photography, the company was 
also very active in developing new 
products in many diversified fields. 

New films introduced include a 
Kodacolor film for use both in- 
doors and outdoors without fil- 
ters; Ektacolor film, Type S, for 
professional photographers; Ekta- 
chrome in the 127 size for “super” 
slides; Cine-Kodak Plus X Re- 
versal film, providing projection of 
16mm b&w film on larger screens 
without loss of detail or sharpness; 
Royal-X Pan film, four times as 
fast as present high-speed Kodak 
film and available in sheet, 620 
and 120 roll film; Kodak Indus- 
trial X-ray film, Type AA, a faster 
film for industrial radiography; 
and Royal Blue Medical X-ray 
film which substantially reduces 


|the exposure time in making X- 


rays. 


= New cameras include three 
Brownie models which take color 
slides as well as color and b&w 
snapshots. One is the Starflash 
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with built-in flash holder and a 
regular eye-level viewfinder. The 
second, the Starlet, also has an 
eye-level viewfinder, but the 
flash holder is optional equipment. 
The third, the Starflex, has op- 
tional flash equipment and is de- 
signed for people who like to hold 
their cameras at waist level. 

To its line of 35mm cameras, 
Kodak added the Signet 40 with 
built-in range-finder, thumb-ac- 
tion film-winding and drop-in 
film loading; and the Retina Re- 
flex with built-in light meter and. 
single-lens viewing on a 24 x 
36mm ground glass as well as 
range-finder focusing. The Retina 
will be available this fall from 
Kodak AG in Germany. 

Also added to the Retina sys- 
tem was a fast wide-angle lens, 
the Kodak Curtar 35mm f/4. 


# The company also brought out 
a kit for home processing of 35mm 
Ektacolor; a rotary “six-shooter” 
flash holder which holds six flash 
lamps ready for instant use; and a 
portable 300 projector (for 35mm, 
Bantam and 38mm “super” slides) 
which is about half the size of a 
portable typewriter and has a new 
Readymatic changer which moves 
slides into position with a rotary 
motion. 

For the amateur movie maker, 
the company put out two 8mm 
magazine-loading Medallion movie 
cameras (one, a single lens model; 
the other, a turret lens); a turret 
model of the Cine-Kodak K-100; 
the Showtime 8 movie projector 
with variable-speed control; the 
Kodascope Pageant Sound projec- 
tor (magnetic optical) which en- 
ables amateurs to add sound to 
16mm movies without the use of 
special equipment; and a Brownie 
Movie Titler Outfit for making 
titles and close-ups with Brownie 
movie cameras. 

For the professional market, 
new products include Velox Pre- 
mier, Type F, and Polycontrast 
papers; a Polycontrast filter kit; 
the Continuous Paper Processor, 
Model 4-A, which turns out 30,- 
000 b&w prints a day; the Contin- 
uous Color Processor, Model 4C; 
the Elipton color enlarger; and 
some 30 additional items. 


# In the office-copying field, Ko- 
dak marketed the Verifax Signet 
Copier, a simplified and inexpen- 
sive version of the photo-copy ma- 
chine; and Verifax translucent 
copy paper. 

In the medical field, a new X- 
ray processing machine called the 
X-Omatic Processor, Model M, 
cuts processing time from one 
hour to six minutes. 

Kodak is also finding new ways 
of uniting electronics and photog- 
raphy. Early in ’56 a new elec- 
tronic data processing system was 
developed to cope with the data 
handling requirements of large 
mailing list operations. 

The Recordak Corp. developed 
Kodamatic Indexing which saves 
time in referring to microfilm rec- 
ords through use of code symbols 
recorded directly on the film be- 
tween document images; and the 
Model PM-1 Recordak Motorized 
Film Reader, which has a built-in 
unit for making copies of micro- 
film images on paper. f 


a The Tennessee Eastman divi- 
sion brought out a modified acryl- 
ic fiber named Verel; a rug yarn 
for use principally in tufted rugs 
and carpets; a half-second buty- 
rate lacquer which produces a 
decorative gloss and protective 
coat on paper, box board and foil; 
a group of antiozonants to reduce 
cracking and deterioration in rub- 
ber products; polyester dyes; and 
polymoric plasticizers to make 
plastic more flexible. 

Texas Eastman started produc- 
tion of the first substantial quan- 
tities of isobutyronitrile to be 


manufactured in the U.S. It is 
used in the manufacture of in- 
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Who'll Win? 


It’s possible that today’s carburetor designs have 
about run their natural course — what next? 
Pressurized carburetors? Mechanical fuel atomiza- 
tion? Or fuel injection? The considered opinion 
of most automotive engineers seems to favor fuel 
injection. And here the controversy begins. 

Fuel injection by itself is far from a new concept. 
Offie engines at Indianapolis have employed this 
principle for years. But to design and manufacture 
a fuel injection system consistent with the de- 
mands of economy both money-wise and mileage- 
wise for an American passenger car poses a num- 
ber of knotty problems. 


e How rapidly will the changeover to injection 
occur? 


@ What are its implications to the motorist? 
@ Will fuel injection improve gasoline econ- 
omy? 
© How will injection affect horsepower? 
e How much will fuel injection equipment 
cost? 
@ Will it be pulsating (timed) injection or 
continuous flow? 
And after these questions are answered, the Ameri- 
can manufacturer still finds the practical problem 
of “how to build a good injection system cheap.” 
As long ago as May 30, 1955, AUTOMOTIVE 
NEWS in its special engineering section carried a 
complete and authoritative article which spelled 
out in detail the problems, prospects and poten- 
tialities of fuel injection for the U. S. passenger 
car market. This is just another example of how 


The fight over 


fuel injection 


AUTOMOTIVE NEWS has been able, over the 
years, to keep its readers ahead of the fast- 
changing and highly competitive automotive in- 
dustry. 
To bring this news—each week while it still is 
news—to 44,000 paid subscribers* takes 14 experi- 
enced full-time editors and 106 field correspon- 
dents constantly in touch with manufacturers, 
dealers, regional representatives and service men. 
It's hardly surprising then that in 32 years of 
— AUTOMOTIVE NEWS has come to 
regarded by automotive men as their newspaper 
of the industry. 
Why not inquire about how AUTOMOTIVE 
NEWS has helped boost the sale of many other 
products, and may be able to do the same for 
yours? Simply get in touch with your nearby 


The most influential publication in the automotive industry. 


7 * 
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Shown is an Electrojector set-up which replaces carburetor 
and controls engine by timed electrical signals. Developed 
by Bendix Aviation Corporation. 


AUTOMOTIVE NEWS representative and ask 
him to call, at your convenience, of course. He 
can show you how to take advantage of AUTO- 
MOTIVE NEWS’ big 2-market coverage . . 
coverage of both automotive manufacturing execu- 
tives and the buying influences in 28,000 car 
dealerships. 
* 86% of AUTOMOTIVE NEWS’ readers annually re- 
new their subscriptions at the regular $8 rate. No pre- 
miums, cut rates or special inducements are ever 


offered. 
os + * 


NEW YORK: Edward Kruspak, Ray Billingham, Howard E. 
Bradley, Murray Hill 7-6871. 


CHICAGO: J. Goldstein, William H. Gallagher, State 
2-6273. 4 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495. 


LOS ANGELES: R. H. Deibler, Dunkirk 3-0303. 
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secticides. 

In ’56, the company spent about 
$58,000,000 for additions and im- 
provements to plants, processes 
and equipment. For 1957 about 
$60,000,000 has been budgeted, 
Kodak’s largest annual capital im- 
provement budget to date. This 
improvement program, which the 
company started in 1945, is fi- 
nanced entirely from company 
funds on a pay-as-we-go basis. 


s Eastman has made two major 
marketing changes so far this year. 
After 19 years of advocating fair 
trade, the company “reluctantly” 
terminated all of its retailer fair 
trade agreements on Dec. 31, be- 
cause they were “ineffective” and 
“unenforceable.” 

Early this year, the company 
initiated a new plan to facilitate 
the handling of Kodachrome film. 
If processing by Kodak is desired, 
a customer can now obtain a sup- 
ply of Kodak Processing Mailing 
Labels from dealers. Using these 
labels the customer can then mail 
the film to Kodak which processes 
it promptly and returns the film 
to the dealer. In accordance with 
a consent decree entered against 
the company in December, 1954, 
the company since late 1955 has 
been selling its Kodachrome and 
Kodacolor still, color films at 
prices excluding charges for proc- 
essing. 

Eastman Kodak in °56 increased 
its advertising expenditures in all 
of its media: tv, magazines, news- 
papers, display and direct mail. It 
advertised in 18 consumer maga- 
zines, 160 newspapers in 97 cities 
and in 230 business and trade pub- 
lications (the company ranks as 
the nation’s 9th largest business 
paper advertiser). 


s In June, 1956, Kodak sponsored 
a two-hour telecast of the Na-~ 
tional Open Golf Tournament 
(NBC-TV) at Rochester, N.Y. 
From July to Oct. 3, the company 
sponsored “Screen Director’s Play- 
house” (ABC-TV), then switched 
to “The Adventures of Ozzie and 
Harriet,” its current tv show. 

This fall, Kodak will boost its 
tv budget by $5,000,000 when it 
takes over co-sponsorship of the 
“Ed Sullivan Show” (CBS-TV). 

Organization changes in 1956 in- 
cluded the election to the board of 
directors of J. E. McGhee, vp in 
charge of sales and advertising, 
and E. P. Curtis, vp in charge of 
motion picture film and foreign 
sales. 

Over-all, the company’s adver- 
tising and promotion expenditures 
(including Eastman Kodak Co., 
Recordak Corp. and Eastman 
Chemical Products) broke down 
as follows: 

ADVERTISING EXPENDITURES 


1955 1956 
Newspapers $1,030,386 $1,230,743 
Magazines .......... 2,557,892 3,104,418 
Farm Publications .. 4,578 4,160 
Business Publications 950,000 1,250,000 
Network Television .. 2,056,147 2,211,500 
Spot Television ............ 229,740 
Total Measured .... 6,599,003 8,030,660 
Total Unmeasured 10,400,997 11,969,340 
Estimated Total 
Expenditure ...... 17,000,000 20,000,000 


EASTMAN KODAK CO. 


(All in Rechester, N.Y.) 
MARKETING PERSONNEL 
James E. McGhee, vp in charge of U.S. 
sales and advertising 
E. P. Curtis, vp in charge of motion pic- 
ture film and foreign sales 
Sales 
T. F. Pevear, director of sales adrninis- 
tration 
J. R. Allendorf, director of dealer dis- 
tribution 
G. B. Zornow, sales director, 
and optical division 
Public Relations 
T. F. Robertson, director of public rela- 
tions 


apparatus 


Advertising 
W. B. Potter, director of advertising 
A. D. Johnson, assistant director of ad- 
vertising 
E. L. Gravel, assistant director of ad- 
vertising 
ADVERTISING AGENCIES 
Charles Rumrill Co., Rochester, N.Y.— 
industrial & trade plus some general 


picture-taking advertising—Charles Rum- | 


rill, account supervisor; Neal Gallagher, 
account executive. 


J. Walter Thompson Co., New York— 
general picture-taking advertising, tv, 
plus some industrial and _  technical—- 
Charles Rheinstrom, account supervisor; 
James Cochran, account executive. 


ADVERTISING EXPENDITURES 
1 
NEWSPEPETS ..eeee 


Magazines ....... 
Farm Publications 


956 
corveeeceeesceeveeelp 1,008,311 
-» 2,580,959 


4,160 


Business Publications ...................... 750,000 
Network Television ....................... 2,211,509 
Se 229,740 
Total Measured ................0......... 6,868,768 
Total U ed 10,130,231 


Estimated Total Expenditure . 17,000,000 


EASTMAN CHEMICAL 
PRODUCTS 


(All in Kingsport, Tenn.,) 
MARKETING PERSONNEL 
Sales 
J. R. Sherrill, sales manager, textiles 
J. E. Magoffin, sales manager, chemicals 
D. C. Williams, sales manager, plastics 
Advertising 
R. C. Tuttle, advertising consultant (New 
York) 
A. H. Griffin, director of merchandising 
(New York) 
Bruce Roberts, advertising manager, tex- 
tiles 
D. C. Guthrie, advertising manager, plas- 
tics 
R. R. Moore, advertising manager, chem- 
icals 
ADVERTISING AGENCIES 
Fred Wittner Advertising, New York— 
industrial chemicals and Tenite plastics— 
Charles Kopf, account executive. 
Calkins & Holden, New York—textile 
fibers—William Pank, account supervisor; 
Jack Benoze, account executive. 


ADVERTISING EXPENDITURES 


1956 

IDE  cccnensinscntestnsshcnntencenpicesennscend $ 137,432 
Magazines 341,274 
| Busi Publications ....... 260,000 

SE PIII stercocnsiatescnoceseusesnenseniie 738,706 
| Tetal U ed 1,261,204 
| Estimated Total Expenditure .... 2,000,000 

RECORDAK CORP. 
(All in New York) 

| Sales 
—— C. McMahon, vp, banking and 


government sales 
Frank L. Hilton Jr., vp, commercial sales 


Advertising 
Perry Cabot, director of advertising and 
sales promotion 
Raymond Beckwith, assistant advertising 
manager 


ADVERTISING AGENCY 
J. Walter Thompson Co., New York— 
all products—Stever Aubrey, account rep- 
resentative. 


ADVERTISING EXPENDITURES 


Ma 
R 4 Publi “a 


Total Measured ......... 
Total Unmeasured _ 
Estimated Total Expenditure .... 


Max Factor & Co. 


Max Factor & Co., Hollywood, 
is the nation’s 97th largest adver- 
tiser, with total ad expenditures 
estimated by ApDVERTISING AGE to 
be $5,500,000 in 1956, of which 
$4,395,647 was in measured media. 
The previous year’s expenditures 
are estimated by AA to have been 
$3,500,000, of which $794,895 was 
in measured media. Max Factor 
spent a large share, $3,181,730, of 
its 1956 ad budget in spot tv (not 
measured in 1955) and entered 
|network tv in the fourth quarter 
of 1956 to the tune of $421,247. 
Advertising expenditures in 1957 
will probably be about $8,000,000. 

The company, which says it is 
one of the top five cosmetics com- 
panies in the world, had 1956 
sales of $32,613,771, “highest in 
the company’s 48-year history,” 
compared with $27,800,134 in 
1955. Profits in 1956 were $2,007,- 
059, somewhat less than the $2,- 
/418,324 reported in 1955. Accord- 
jing to the annual report, the de- 
|crease in profits reflected, in part, 
increased expenditures for adver- 
tising. 

“In 1956,” said Max Factor Jr., 
president, in the report, “we con- 
centrated on achieving a substan- 
tial increase in sales volume. In 
order to do this, advertising ex- 
penditures were stepped up with 
a large portion of the increase 
coming in the fourth quarter. 
This, together with generally in- 
creasing costs, caused our earn- 
|ings to be lower than a year ago. 
| However, we consider this adver- 
tising program has been a worth 
|while investment, as our position 


jin the industry is stronger than 
ever before.” 


i 


| Prospects for 1957 indicate a 

continued increase in sales with 
'an increase also in net profit. 

Sales for the first quarter of 1957 

were $10,561,933, compared to $6,- 
| 668,196 for the first quarter of 
| 1956. Profits were $788,830 for the 
|1957 quarter, compared to $660,- 
| 594 for the same period in 1956. 

The same trend continued for the 
second quarter, the company says, 
lalthough final figures are not yet 
| available. 

Max Factor, at one time top dog 
in the cosmetics market, is now 
“probably second,” according to in- 
dustry informants, having lost 
first place to Revlon. Its pharma- 
ceutical division products, aggres- 
sively promoted in the past year 
and a half, have gained a healthy 
share of the market with Sebb 
dandruff tonic getting as much as 
6% in some of its markets. Sof-Set 
Curl Control has been “exception- 
ally successful,” according to the 
same source, gaining a high of 15% 
of the market in a short time. Its 
rank is now “probably fifth.” Hair 
care, a new field for Factor, was 
“entered with gusto,” the industry 
says. 

In August, 1956, Max Factor 
bought Lee Ltd., thus acquiring 
Sof-Set and Sof-Set No~-Lac, aer- 
osol spray preparations for hold- 
ing the hair in place, and Dri- 
Mist,-a deodorant and anti-per- 
spirant. Previously, Lee and Fac- 
tor had been in partnership for 
the distribution of the products. 
The Sof-Set line was extended in 
1957 with the introduction of Sof- 
Set Curl Control. These products 
are now part of Factor’s Pharma- 
ceutical & Specialty division, 
which also has Sebb and Sebb 
shampoo for the control of dan- 
druff. The pharmaceutical divi- 
sion was established in 1955, but 
its operations were extended in 
1956 to include the former Lee 
products. 

At the time of the purchase, 
Alfred Firestein, a Factor direc- 
tor, was named to head the ex- 
panded pharmaceutical division. 
At the same time, Bruce Culbert- 
son was named merchandise man- 
ager; Sidney Wallis, sales man- 
ager; Robert Bard, advertising 
manager, and Jerry Cohen, sales 
promotion coordinator. 


= During 1956, Max Factor 
brought out a new Hi-Fi line 
of lipsticks and introduced Primi- 
tif, a new fragrance line. In 1957, 
the company added a spray foot 
balm called Foot Light to its line 
of products in the cosmetics divi- 
sion. 

Early in 1956, Factor merged its 
sales and distribution organiza- 
tion—Sales Builders Inc.—with 
the operations of the parent com- 
pany as the Max Factor U. S. 
cosmetics sales division. Davis Fac- 
tor heads this division. Kenneth D. 
Caldwell, director of advertising, 
was elected vp in charge of U. S. 
advertising. 

In 1957, the company made 
several changes in its agency line- 
up. Anderson-McConnell Adver- 
tising Agency, Los Angeles, was 
mamed in February to handle 
advertising for Sebb, replacing 
Doyle Dane Bernbach, in addition 
to the Sof-Set line which it was 
already handling. At about the 
same time, Dreyfus Co., Los An- 
geles, was named to handle por- 
tions of Factor’s foreign sales di- 
vision advertising. Effective July 
1, Guild, Bascom & Bonfigli, San 
Francisco, was appointed to han- 
dle several products including Sof- 
Set, Soft-Set No-Lac and Dri-Mist. 
Doyle Dane Bernbach Inc., New 
York, is the agency for cosmetic 
products. 


® In 1956, Factor, a heavy user of 
spot tv, went into network televi- 
sion—concentrating its expendi- 
| tures in the fourth quarter. 

Plans for 1957 indicate an in- 
creased network tv schedule. 


Starting in the fall, the company 
will sponsor the “Guy Mitchell 
Show” over ABC-TV and will be 
half sponsor of a Saturday night 
show over NBC-TV. Plans for the 
latter show are not completed, but 
it will “probably be a musical or 
variety show,” according to a 
company spokesman. The 1957 
summer schedule includes “Those 
Whiting Girls” over CBS and 
NBC’s “Masquerade Party.” The 
company also sponsors NBC’s 
“Panic,” which expires in Sep- 
tember. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers .............8 582,266 
MagashMe™s .....0c.. cc. cccccenees 243,462 335,515 
Network Television 421,247 
Spot Television .......... 3,181,730 
Total Measured ...... 794,895 4,395,647 
Total Unmeasured 2,705,105 1,104,353 
Estimated Total - 
Expenditure ........ 3,500,000 5,500,000 


DOMESTIC SALES DIVISION 


(Max Factor cosmetics, Signature 
men’s products, Electrique and 
Primitif colognes and perfumes, 
Hi-Fi cosmetics.) 
MARKETING PERSONNEL 
Sales 
Davis Factor, head 
Max Firestein, assistant to Davis Factor 
Advertising 
Kenneth D. Caldwell, advertising direc- 
tor 
R. H. Schafhausen, advertising manager 
I. E. Smith, display promotion manager 
Public Relations 
William Hardwick, public relations di- 
rector 


ADVERTISING EXPENDITURES 


1956 
Newspapers a ee 
Ma i —_ 334,829 
Network Television ..........666 421,247 
Spot Television ........... 1,973,070 
Total Measured 3,106,967 


PHARMACEUTICAL & 
SPECIALTY DIVISION 


(Sof-Set, Sof-Set No-Lac, Curl 
Control, Dri-Mist, Sebb) 
MARKETING PERSONNEL 

Alfred Firestein, manager 
Bruce Culbertson, merch di 
Sidney Wallis, sales manager 
Advertising 
Robert Bard, advertising manager 
Jerry Cohen, sales promotion coordinator 
ADVERTISING EXPENDITURES 


1956 
SESW SRGCS sencevecesewssecserecsssatesscccesecce ose $ 79,334 
Magazines 6R6 
Spot Television ...... _ 1,208,660 
ee 1,288,680 


ADVERTISING AGENCIES 


Guild, Bascom & Bonfigli, San Fran- 
cisco—Sof-Set, Sof-Set No-Lac and Dri- 
Mist—Bob Footman, account supervisor, 
and Karl Gruener, account executive, tv. 

Doyle Dane Bernbach Inc., New York— 
Max Factor cosmetics, Hi-Fi cosmetics, 
Signature men's products, Electrique and 
Primitif colognes and perfumes, Foot 
Light—Ned Doyle, management super- 
visor; Ed Russell, supervisor; Charles 
Rollins, account executive, and Carl Ter- 
zie, assistant account executive. 

Anderson-McConnell Advertising Agen- 
cy, Hollywood—Sof-Set Curl Control, 
Sebb, Sebb shampoo—Bruce Altman, ac- 
count supervisor; Merv Oakner, account 
executive; Walter Tibbals, agency tv and 
radio director; John Carr, agency mar- 
keting director, and Faythe Vent, account 
media director. 

Dreyfus Co. Los Angeles—Armed 
forces division and creative consultants 
for the foreign division—Harold Dreyfus, 
account supervisor, and Dave Larsen, 
account executive. 


Falstaff Brewing 
Corp. 


Falstaff Brewing Corp., St. 
Louis, is the nation’s 72nd largest 
advertiser and fourth largest brew- 
er. Its advertising expenditures in 
1956 were estimated by ADVERTIS- 
ING AGE at about $10,200,000, of 
which $4,383,350 was in measured 
media, In 1955 expenditures were 
estimated at $8,000,600, of which 
$2,594,448 was in measured media. 

Sales in 1956 were $119,577,636, 
up 8.8% over 1955 sales of $109,- 
941,809. But net profit after taxes 
dropped 6.6% to $4,076,452, com- 
pared with $4,361,332 in 1955, as 
some price increases were made 
but were not enough to absorb 
additional costs. Sales have more 
than doubled since 1950, when 
they were $55,887,949, although 
the growth in profit ($2,232,522 in 
1950) has seen rougher going. 

Sales got off to a good start in 


|}000 tv spectacular 
|Francisco area to celebrate its 
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1957, rising 8.5% to $27,021,989 in 
the first quarter. Net profit was 
$720,128, up 2% from 1955. 
Falstaff added 450,000 bbls. ca- 
pacity by purchasing the plant 
of Galveston-Houston Breweries 
Inc., Galveston, early in 1956 and 
boosted its total sales last year to 
3,870,000 barrels, compared with 
3,653,000 barrels in 1955. The pre- 
ceding year Falstaff had risen from 
sixth place with 3,290,000 barrels. 
Last year Falstaff climbed to 
less than 100,000 barrels behind P. 
Ballantine, in third place trailing 
Schlitz and Anheuser-Busch, the 
leaders. Falstaff is estimated to 
have about 17% of the market in 
the 25 states in which it has dis- 
tribution. The states represent 
about 37% of U. S. population. 
For the entire nation, Falstaff has 
about 6.55% of the beer market. 


® Acquisition of the Galveston 
plant was aimed at eliminating 
the need to ship beer into Texas, 
where Falstaff has been among 
leading brands for many years. 
Other Falstaff plants are located 
in St. Louis, Omaha, New Orleans, 


San Jose, Cal., and Ft. Wayne, 
Ind. 
Falstaff announced last fall 


that the Galveston plant capacity 
would be raised to 700,000 bbls. in 
a $3,000,000 expansion and reha- 
bilitation program with a goal of 
becoming Texas’ No. 1 beer. In 
1955 it was second, with sales of 
about 900,000 bbls. or about $22,- 
000,000. 

The company is a leading spon- 
sor of television and radio broad- 
casts of major sports events. Last 
fall it sponsored Game-of-the- 
Week football telecasts. Profes- 
sional games were carried via 
CBS-TV on 15 successive Sun- 
days, plus two Saturdays. Last 
spring Falstaff signed a two-year 
contract to cover all home and 
road games of the St. Louis 
Hawks pro basketball team via 
radio-tv broadcasts. Tv was put to 
non-sports use last year when Fal- 
staff sponsored a 90-minute, $50,- 
in the San 


third anniversary there. 

No important changes were 
made in advertising personnel or 
agency line-up last year. 


ADVERTISING EXPENDITURES 


1955 1956 
NOWSPAPOTS oe $ 150,136 § 271,406 
Magazines ........ awe 122,400 130,960 
Network Television 665,922 842,460 
Spot Television .......... —— 1,224,430 
Outdoor ........... we 1,655,990 1,914,004 
Total Measured .... 2,504,448 4,383,350 
Total Unmeasured 5,405,552 5,816,650 
Estimated Total 
Expenditure ........ 8,000,000 10,200,000 


MARKETING PERSONNEL 
Karl K. Vollmer, vp and director of mar- 
keting 
Ralph G. Weir, administrative assistant 
to the director of marketing 
Willard Evans, director of marketing re- 
search 
J. V. Fort, director of marketing training 
D. Fitzgerald, sales promotion manager 
Sales 
R. Bruce Wightman, general sales man- 
ager 
Robert Thibaut, administrative assistant 
to the general sales manager 
Charles Dependahl, regional sales manager 
Paul Whelehon, regional sales manager 
Division sales managers: 
Kenneth Ploss, Omaha 
Harry Schake, Fort Wayne 
Al Abbington, Los Angeles 
Frank Crimmins, San Francisco 
Coy Vinson, Galveston 
Jack Dodson, New Orleans 
Harvey Eckley, St. Louis 
Advertising 
Alvin Griesedieck Jr., advertising direc- 
tor 
George P. Holtmann, assistant advertising 
director 
Roy D. Sherwood, point of sale manager 
Gerry P. Branson, field division manager 
Elon C. Gustafson, distributor advertising 
manager 
George Brody, advertising records super- 
visor 
J. Malcolm McMenamy, advertising man- 
ager, Central division, St. Louis 
Frank C. Conrey, advertising manager, 
Great Lakes division, Fort Wayne, Ind. 
Erich A. Gagel, advertising manager, 
Midwest division, Omaha 
J. Robert McDonald, advertising manag- 
er, Mountain division, El Paso, Tex. 
Barry Sullivan, advertising manager, 
Southwestern division, Galveston, Tex. 
Henrik C. Gahn, advertising manager. 
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PEPSODENT 
WENT? 


/ TO PUCK, THE COMIC WEEKLY... 
f YES, TO PUCK...AND : 
| FOR 52 WEEKS. 


I 


a 


= 


The biggest 
single product 
campaign 

in Sunday comics 
history! 


Pepsodent wants that incredibly high readership 
that PUCK delivers. 


Pepsodent wants that PUCK sales-power used by leading 
advertisers to increase their leadership in sales. 


THE ComIc WEEKLY 


63 Vesey Street, New York 7, N. Y. 
Hearst Bidg., Chicago 6 - Hearst Bidg., San Francisco 3 
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Northern California division, San Fran-| suspension system has been in use , 
on trucks, buses and trains since | 


cisco 
O. Douglas Finley, advertising manager, 
Southern California division, Los’ Ange- 


| 
| 
les 
George DeMare, advertising manager, 
Southern division, New Orleans 
ADVERTISING AGENCY j 
Dancer-Fitzgerald-Sample Inc.—Falstaff | 


beer—S. J. Hamilton, account supervisor; 
Edmund Burke, account executive. 


Firestone Tire & 
Rubber Co. 


Firestone Tire & Rubber Co., 
Akron. The nation’s 51st biggest 
advertiser, with total expendi- 
tures in 1956 estimated by AA at 
about $14,500,000, of which $6,- 
738,955 was in measured media. 
In 1955, AA estimated that the 
company invested about $13,000,- 
000 in advertising, of which $6,- 
091,137 was in measured media. 

In spite of a reduced volume of 
sales in the automobile industry, 
and a decrease in defense pro- 
duction in 1956, Firestone net 
sales and net profits were the 
largest in its history. Net sales hit 
$1.115 billion, up slightly over 
1955 sales of $1.114 billion. 

Net profits last year climbed to 
$60,538,848, an impressive gain 
over 1955 profits of $55,222,722. It | 
was the first time that Firestone’s | 
profits reached the $60,000,000 | 
mark. The company continued to | 
chalk up sales and profits gains 
this year. For the fiscal six-month 
period ended April 30, net income 
reached $28,430,380, a 4.7% in- 
crease over the $27,140,605 earned 
in the same period in 1956. Sales 
in the current first half were 
$550,422,328, a 3.4% gain over the 
$532,070,658 for the first six 
months in ’56. 


| 


| 


® Firestone, the second largest 
rubber company in the world 
(Goodyear is larger), brought out 
14” tires during 1956 in the Su- 
preme, “500,” DeLuxe Champion 
and Town & Country lines. Other 
new products marketed within the 
last year include a nylon replace- 
ment tire (DeLuxe Super Cham- 
pion); a special tractor tire for 
rice field operations (Open Center 
Spade Grip); newly designed Su- 
preme, Town & Country and De- 
Luxe Champion passenger car 
tires; mew Transport and Super | 
Mileage Lug truck tires; new 
wide-base Rock Grip Excavator | 
tires; nylon cord tires for light | 
aircraft; improved rigid Velon 
sheeting; Exon vinyl resin com- 
pounds; Airide springs for auto- 
mobiles and for industrial vibra- 
tion dampening; brake lining for 
industrial applications; Premix 
tanks for beverage dispensers; | 
hand wheel stampings for freight | 


1953. Some 1958 model cars will 
be equipped with Airide springs 
this fall. The plant, which was 
started last year, is believed to be 
designed solely for making rubber 
air springs. 

Firestone recently increased the 
production of its synthetic rubber 
plant at Lake Charles, La., to 
230,000 tons, and a 40,000 ton-ca- 
pacity butadiene plant at Orange, 
Tex., was put into operation this 


|year. The company also is build- 


ing tire and tube manufacturing 
plants in Havana and Manila and 
several other plants are undergo- 
ing remodeling and expansion. 
Last March, Firestone acquired 
the Electric Wheel Co., Quincy, 
Ill., for 112,500 shares of Firestone 
common stock. Electric 
makes steel rims for tractors and 
other farm equipment. Firestone 
is a large producer of truck and 
tractor rims. The new unit will be 
operated as a subsidiary of the 
Firestone Steel Products Co. 


e® On the advertising side, Fire- 
stone announced that it is getting 
out of network radio after 28 
years. “Voice of Firestone,” which 

s been broadcast on the ABC 
radio network since Dec. 3, 1928, 
and was the oldest network radio 
show, was discontinued this June. 
The show had been broadcast and 
televised simultaneously _ since 
Sept. 5, 1949, and was the first 
commercially sponsored musical 
simulcast. 

Firestone has stopped televising 
“Voice of Firestone” this summer 
but will return in September to 
sponsor telecasts of the show, also 
on ABC. “Increasing costs of the 
combined televising and _ radio 
broadcasting” of the show “was 
the principal reason for the sum- 
mer hiatus of the program and 
the decision to use only tv next 
season,” Firestone said. The radio 
portion of the show had been 
heard 12 months a year for 28 
years. The company ad expendi- 
tures in tv have increased steadily 
since 1954. 


ADVERTISING EXPENDITURES 
1955 


1956 


Newspapers _.......... $ 1,331,551 § 1,401,266 
Magazines _.............. 2,019,432 2,811,802 
Farm Publications 512,217 419,044 
Business Publications 156,300 180,100 
Network Television 1,561,750 1,874,773 
Network Radice 509 B87 
Spot Television ...... 27,970 
GE acttcseectveiseccsce 24,000 
Total Measured .... 6 091,137 6,738,955 
Total Unmeasured 6,908,863 7,761,045 
Estimated Total 
Expenditure § .. 13,000,000 14,500,000 


PARENT COMPANY 


MARKETING PERSONNEL 
(ALL LOCATED IN AKRON) 


Wheel | # 


FIRESTONE INDUSTRIAL 
PRODUCTS CO., AKRON 


' 

P. P. Crisp, president 
R. J. Mitchell, sales manager 

ADVERTISING AGENCY 

Grey Advertising Agency, New York— 
B. I. Brownold, account supervisor; 
Richard Maertell, Joseph Reda, account 
executives. 

ADVERTISING EXPENDITURES 
N@WEPR PCTS ones nesecssevesersceneesenseneentnes 
Magazines 
Network Television . 
Spot Television 

Total Measured 


FIRESTONE PLASTICS CoO. 
POTTSTOWN, PA. 
Roger S. Firestone, president 
Kenneth Edgar, vp in charge of sales 
Frank T. Groten, vp in charge of chem- 
ical sales 
ADVERTISING AGENCY 
Grey Advertising Agency, New York— 
B. I. Brownold, account supervisor; Rich- 
ard Martell, Joseph Reda, account execu- 
vi 


es. 
ADVERTISING EXPENDITURES 


Network Television 
Spot Television 
Total Measured 


FIRESTONE STEEL PRODUCTS 


co., AKRON 
L. J. Campbell, president 
R. H. Jackson, advertising manager 
W. S. Kidder, sales manager, rim prod- 
ucts 
Allen Smith, sales 
products 
Cc. E. Dunn, sales manager, stainless steel 
products 
T. H. Pace, sales m , stamping 
Cc. C. Cupp, sales manager in charge of 
Detroit office 
ADVERTISING AGENCY 
Sweeney & James Co., Cleveland— 
Virginia Burrell and John Sorrell, ac- 
count supervisors; Lucia Lian, media di- 
rector. 


Ford Motor Co. 


Ford Motor Co., Dearborn, Mich., 
is the nation’s third largest corpo- 
ration, ranked by sales, and the 
third largest advertiser. Expendi- 
tures in 1956 came to $88,650,000, 
of which $56,648,000 was in meas- 
ured media. 

In 1955, total expenditures were 
estimated at $73,000,000, including 
$54,942,000 in measured media. Co- 
operative advertising was elim- 
inated this year by the company 
and its dealers. Ford now pays all 
ad costs and adds a pro-rated 
amount to the sale price of each 
ear. 

In 1957, Ford advertising should 
show another increase, due pri- 
marily to the addition of the Edsel 
car, along with more Ford truck 
advertising and an increased ra- 
dio budget. 


a 
’ 


4, 


was $273,000,000, compared with 
$259,000,000 in 1955. The company 
also acquired Aeronutronic Sys- 
tems Inc., Van Nuys, Cal., which 


the Air Force. 


= The company’s tractor and im- 
plement division produced 39,097 
tractors last year, compared with 
66,656 in 1955. This represented a 
share of market drop from 20.2% 
to 18.1%. 

Ford’s foreign subsidiaries 
England, Germany, France and 
other countries accounted for 
$255,000,000 in the company’s con- 
solidated sales in 1956, and indi- 
cations are Ford will get its share 
of this growing market in 1957. 

Ford became a public corpora- 
tion in January, 1956, when the 
Ford Foundation, then owner of 
88.4% of the stock, put 10,200,000 
shares on sale. The company now 
has about 300,000 stockholders. 


in 


s This year, in May, the company 
halted production of the Conti- 
nental Mark II, the $10,000 lux- 
ury car, with total sales of about 
3,000 cars since the car went into 
production in October, 1955. Pro- 
duction was reportedly halted not 
only because of lagging sales, but 
because of the need for more pro- 
duction space for the Edsel. The 
Continental reportedly will go into 
production in changed and less ex- 
pensive form next fall. It will be 
titled the Mark III, and be the top 
priced car in the Lincoln line, 
rather than a separate entity. 

The biggest thing happening to 
Ford this year is, of course, the 
introduction of the brand new Ed- 
sel car, scheduled to hit dealer 
showrooms in September. 

This is the car Ford has planned 
since 1949, and has spent $250,- 
000,000 to develop before the first 
car is sold. Estimates on what Ed- 
sel’s ad expenditures will be for 
the first model year range from 
$12,000,000 to $16,000,000. 

The middle-priced Edsel is de- 
signed to give Ford car owners 
another auto beside the Mercury 
to trade up to without leaving the 
Ford family. Edsel hopes to have 
1,200 dealers signed up by Sep- 
tember, with an ultimate goal of 
2,400 dealers. 


® Ford’s only agency news last 
year came in February, when 
Foote, Cone & Belding was named 
to handle the Edsel account. 


® Measured media figures indicate 
approximately how the ad money 


tv and outdoor: Ford, $33,300,000; | 


Two changes in the company’s 
internal structure last year affect- 
ed the marketing setup. James J. 


does defense work and research for | 


cars; stainless steel parts of jet | Raymond C. Firestone, president 
engines; components for col t i> 2 See 

, P ; or tV\§. B. Hathaway, vp in charge of trade 
tubes; steel balance rings for au-| sales 


tomatic washers; metal stampings |. M. Taylor, vp in charge of manufac- 


Mercury, $12,000,000; and Lincoln, | tral marketing staff. He was also 
$6,781,639. | elected vp—marketing. 

Ford’s net sales for 1956, its first; The new marketing staff, which 
year of public ownership, amount- | represents the board chairman and 


for the automotive industry and an 


all-purpose household rubber ce-|; -. 


ment. 


® Several important management | 
changes were reported by the| 
company this year. Raymond G.I 
Firestone, formerly exec vp, be-| 


turers sales 
R. D. Thomas, manager of tire sales 
Faunce, manager of home and auto 
supply division 
ADVERTISING 
Cc. B. Ryan, director of advertising, mer- 
chandising and sales promotion 
F. C. McWilliams, administrative assistant 
to C. B. Ryan 
A. J. McGinness, manager of national ad- 


. vertising 
came president of the company,!,. fr, Brub of retail adver- 
replacing Lee R. Jackson, who _ tising 


ed to $4,647,000,000, second highest 
in the company’s history, exceeded 
only by 1955 sales of $5,594,000,- 
000. Net income last year amount- 
ed to $236,600,000, well below the 
$437,000,000 earned in 1955. 

Ford’s factory sales of 1,963,857 
cars and trucks accounted for 
28.7% of the auto factory sales in 
the U. S. in 1956 and 26.9% of the 


president on marketing matters, 
will conduct long-range research 
and planning, make recommenda- 
tions to the divisions and review 
divisional marketing plans, with 
veto power over the latter. 


® Top assistants to Mr. Nance 
named to the staff thus far include 


E. E. Rothman, advertising and 


had asked to be relieved. Mr. - D oe ae of truck and 
: . arm re advertising 

Jackson became vice-chairman of |g. G. Eckel, manager of sales promotion 

the board. /H. B. Winslow, manager of industrial 

E. B. Hathaway, former sales|_ products advertising 

manager of Firestone Tire & Rub- R. H. Jackson, manager of steel products 


. and synthetic rubber advertisin 
ber Co., was named vp in charge PUBLIC RELATIONS . 


of trade sales, succeeding H. D./| John D. Paulus, director of public rela- 
Tompkins, who will remain a vp.| 95 


The sales manager post has not yet ADVERTISING AGENCIES 
been filled Sweeney & James Co., Cleveland— 
- Handles television and radio advertising 
In June, 1957, John D. Paulus, | for the Firestone Tire & Rubber Co., and 
previously director of public rela- | all advertising for the International Co.; 
tions and advertising for Jones & | synthetic and tires for trade journals— 
. | Virginia Burrell and John Sorrell, ac 
Laughlin Steel Corp., Pittsburgh, |count supervisors; Lucia Lian, media di 
joined Firestone as director of | rector 
public relations. He succeeded W. << ee Co., Detroit—Passen- 
" : ger, truck and tractor tire advertising— 
D. Hines, who retired. W. W. Selover, account supervisor; J. W 
|Clason, account executive, truck end 
nt in Noblesville, | frm tires; R. V. Hungerford, art super- 
new pla * | visor; D. G. Kraatz, tv and radio; S. L. 
| Congdon, merchandising and promotion; 
\c- L. Roehm, traffic and production; J. 
J. Passmore, media. 


eA 
Ind., went into volume production 
of Airide rubber air springs for 
automobiles this July. The new 


truck market. These figures rep-|sales promotion manager; R. J. 
resent a 25.5% decline in passen- | Eggert, marketing research man- 


ger cars from 1955’s record highs, | 
about in line with the rest of the | 
industry. 


® Records and near records were 
set during the first half of 1957 as 
Ford made further headway in its 
long-range plan to challenge Gen- 
eral Motors for leadership in the 
auto industry. Sales for the first 
six months were a record $3,009,- 
500,000, or 27% higher than sales 
in the first half of 1956. This was 
the first time Ford sales exceeded 
$3 billion for any half-year period. 
Net earnings for the same period 
totaled $171,000,000, or 30% high- 
er than a like period last year, and 
sale of 1,195,592 units represents 
| about 30% of the market. 
| Sale of defense products in 1956 


ager; Thomas J. Holden, market- 
ing operations manager; and Rob- 
ert Chambers, market representa- 
tion manager. Mr. Chambers’ 
assignment is to work with the 
divisions in planning the number 
and locations of dealers through- 
out the country. 

The other change last year oc- 
curred in April, when Ford set up 
.a high-level dealer policy board to 
serve as link between dealers and 
top management. Benson Ford re- 
signed his post as group director 
of the Mercury and special prod- 
ucts (Edsel) divisions to become 
chairman of the new board. Walk- 
er Williams, who as vp in charge 
of sales and advertising had been 
Ford’s top marketing man, resigned 
the spot to serve with Benson Ford. 


Advertising Age, August 19, 1957 


)} Along with the policy board, 
|Ford launched an Institute of 
|Marketing to help train company 
and dealer personnel in the ethics, 
management and techniques of 
selling. 


# Corporate advertising at Ford is 
administered by the public rela- 
tions staff headed by Charles F. 
Moore Jr., vp and public relations 
director. Ben R. Donaldson, direc- 
tor of institutional advertising, is 
part of that staff. Kenyon & Eck- 
hardt is the institutional agency. 

In another change in 1956, 
Ford’s international division 
(which administers overseas op- 
erations) was moved from New 
York to Dearborn and expanded. 
R. N. Conn is general marketing 
manager, and D. E. McKellar was 
named advertising manager. 

In a reorganization move, John 
R. Bowers was appointed car ad- 
vertising manager for the Ford car 
division, a new position. F. J. Mc- 
Ginnis, formerly division adver- 
tising coordinator, was named man- 
ager of truck advertising. 

R. J. Fisher took over as adver- 
tising and sales promotion man- 
ager for the Mercury division in 
another top-level switch. 


ADVERTISING EXPENDITURES 
19 


55 1956 
Newspapers ............ $29,610,982 $25,366,292 
eae 8,073,403 9,873,101 
Farm Publications .. 1,375,812 1,430,828 
Busi Publi 295,900 371,700 
Network Television 8,648,800 10,316,421 
Spot Television ........ 3,332,620 
Network Radio ........ 272,000 
ee 6,665,797 5,958,005 
Total Measured ...54,942,694 56,648,967 
Total Unmeasured 18,000,000 32,001,033 
Estimated Total 
Expenditure 42,942,694 88,650,000 


FORD MOTOR CO. 
CENTRAL STAFF 
Marketing 
J. J. Nance, vp, marketing 
E. E. Rothman, advertising and sales pro- 
motion manager 
R. J. Eggert, marketing research manager 
T. H. Holden, marketing operations man- 
ager 
R. W. Chambers, market representation 
manager 
Charles F. Moore Jr., vp and public rela- 
tions 
Ben R. Donaldson, director of institutional 
advertising 
FORD DIVISION 
MARKETING PERSONNEL 
Sales 
C. R. Beacham, general sales manager 
Chase Morsey Jr., car marketing manager 
L. A. Iacocca, truck marketing manager 
Guy Hamilton Jr., marketing services 
manager 
Advertising 
J. R. Bowers, car advertising manager 
F. J. McGinnis, truck advertising man- 
ager 
H. M. Brown, manager of public relations 
ADVERTISING AGENCY 
J. Walter Thompson Co., Detroit—All 
Ford division products and dealer adver- 


was divided among the lines last| Nance, former president of Stude- | tising—John McQuigg, account supervisor; 
year for newspapers, magazines, | baker-Packard Corp., came to Ford b- G Moore, Ford trucks account execu- 
in November to head a new cen-|"* 


e. 
ADVERTISING EXPENDITURES 


1956* 
Newspapers ve $16,237,953 
TID... incstnssdpihncinemtecctconctnstens 4,631,603 
Farm Publicati 392,326 
Network Television ................. 5,175,641 
Spot Television ......... 3,101,790 
Outdoor 3,808,643 


Total Measured... 38,347,956 
* Figures for 1955 were not broken down 


for this division. 


LINCOLN DIVISION 
MARKETING PERSONNEL 
Sales 
R. R. Nadal, general sales manager 
Advertising 
J. M. Woodman, assistant general sales 
manager, in charge of advertising, sales 
promotion and training 
J. J. Seregny, manager of advertising de- 
partment 
Jack Turnacliff, sales promotion 
training manager 
John Mayhew, manager of public rela- 
tions 
ADVERTISING AGENCY 
Young & Rubicam, Detroit and New 
York—Lincoln and Continental advertis- 
ing—Aldis Butler, account supervisor 
(Detroit). 
ADVERTISING EXPENDITURES 


and 


Newspapers 

Magazines 

| Network Telev 

Spet Television 

Outdoor 
Total Meas 

* Figures for 1955 
for this division. 


MERCURY DIVISION 
MARKETING PERSONNEL 
Sales 
G. S. Coates, general marketing manager 
C. E. Bowie, sales manager 
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IT’S THE TOPS-EVENING CIRCULATION 
Of THE NEW YORK JOURNAL-AMERICAN 
EXCEEDED 585,000 COPIES DAILY 
DURING APRIL, MAY AND JUNE 


THAT’S 117,000 or 25% MORE 
THAN THE CIRCULATION OF THE 
WORLD TELEGRAM AND SUN! 


-~AND 234,000 oR 
67% MORE THAN 
THE POST! 


The Journal-American also 
topped the morning Times 
and Herald-Tribune in 
city-and-suburban as well 
as in total circulation. 


More families read the 
Journal-American because 
1 there’s more in it for 

the entire family to read. 


There’s more in it for 
advertisers, too! 


a three months ended June 30, 1957 as published in the July ne 
; issue of Editor & Publisher. ES 
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THE IDAHO SUNDAY STATESMAN 


_ eee time teerren 


$26,811,793,000 


IN RETAIL SALES 
4,289,625 
CIRCULATION IN 
165 STRATEGICALLY- 
LOCATED MARKETS 


ie 


that con be reached in such 


with a single medium 


7" OVER 60% 
AVERAGE COVERAGE 


of 525 counties where FAMILY WEEKLY 
reaches 20% or more of all families. 


FAMILY WEEKLY MAGAZINE, Ine 
152 NORTH MICHIGAN AVENUE, CHICAGO 1 
teonord 5. Davidow, Publither 


NEW YORK 7: 17 East 45th Street 
OETROM 2: 3-223 General Motors Building 
CLEVELAND 15 o4 ; Bulle 
10% ANGELES 5: Siancherd-Nichols, Assoc. 633 South Westmoreiond Avenve 
SAM FRANCISCO 4; Blancherd-Nicmols, Assoc, 33 Pow Stree: 

MIAMI J. Bermord Ceshion, Chamber of Commerce Mdg. 
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to saturate its giant 
Supercity of 165 booming markets... 


These leading advertisers and agencies placed advertising in FAMILY WEEKLY 
during the first seven months of this year, and contributed toward FAMILY 
WEEKLY'S gain of 135% in advertising revenue over 1956. 


American Home Products Corp. 
American Motors Corp. 
American Tobacco Co. 
Armstrong Cork Co. 
Bristol-Meyers Co. 

Brown & Williamson Tobacco Corp. 
Carnation Company 

Chrysler Corp. 
Colgate-Palmolive Co. 

Ford Motor Co. 

General Electric Co. 

General Foods Corp. 

General Mills, Inc. 

General Motors Corp. 

Gillette Co. (Toni) 

Grove Laboratories, Inc. 
Hunt's Foods & Industries, Inc. 
S. C. Johnson & Sons, Inc. 


, and advertising. 


bs 


advertisers, FAMILY WEEKLY does not carry beer or liquor odvertising. 


Kellogg Company 
Kimberly-Clark Corp. 

Lever Bros. Co. 

Monsanto Chemical Co. 
National Biscuit Co. 
Pepsi-Cola Company 

Phillip Morris, Inc. 

Pillsbury Mills, Inc. 

Procter & Gamble Co. 
Prudential Insurance Co. of America 
Quaker Oats Co. 

Reynolds Metals Co. 

Scott Paper Company 
Sterling Drug, Inc. 

Swift & Company 
Westinghouse Electric Corp. 


we wr 
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OTE: Of the 100 leading odvertisers, seven ore beet or liquor 


WHO PLACE SCHEDULES IN 
FAMILY WEEKLY 


LEADING ADVERTISING AGENCIES 


J. Walter Thompson Co. 
McCann-Erickson 

Young & Rubicam 

Batten, Barton, Durstine & Osborn 
N. W. Ayer & Son 

Benton & Bowles 

Kenyon & Eckhardt 

Foote, Cone & Belding 
Leo Burnett Co. 

Ted Bates & Co. 
Campbell-Ewald Co. 
Kudner Agency 

William Esty Co. 

Compton Advertising 
D'Arcy Advertising Co. 
Erwin, Wasey & Co. 
Ruthrouff & Ryan 

Lennen & Newell 

D. P. Brother & Co. 
MacManus, John & Adams 
Sullivan, Stauffer, Colwell & Bayles 
Grey Advertising Agency 
Campbell-Mithun 
Needham, Louis & Brorby 
Maxon Inc. 

Donahue & Coe 
Tatham-Laird 

Geyer Advertising 

Bozell & Jacobs 

Bryan Houston, Inc. 

Russel M. Seeds Co. 
Warwick & Legler 
Doherty, Clifford, Steers & Shenfield 
Dowd, Redfield & Johnstone 
Earle Ludgin & Co. 

Weiss & Geller 
Honig-Cooper 

C. L. Miller 

North Advertising 

Charles W. Hoyt Co. 
Hixon & Jorgensen | 
Reach, Yates & Mattoon 
Wherry, Baker & Tilden 
Knox Reeves Advertising 
John W. Shaw Advertising 
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Advertising 
R. J. Fisher, advertising and sales pro- 
motion manager 
H. L. Swan, manager of advertising de- 
partment 


William A. Maharry, manager of public 


relations 
ADVERTISING AGENCY 

Kenyon & Eckhardt, Detroit—All Mer- 
cury products and Lincoln-Mercury Deal- 
ers Assn.—Don Miller, account super- 
visor (New York); D. J. Gillespie, Mer- 
cury account executive; J. Kahler, Lin- 
coln-Mercury Dealers Assn. account ex- 
ecutive. 

ADVERTISING EXPENDITURES 
1956* 


Newspapers 
Magazines 
Farm Publication 
Network Television 
Spot Television 
Outdoor ecmitnamran 
Total Measured 
* Figures for 1955 were not broken down 
for this division. 


TRACTOR & IMPLEMENT 
DIVISION 
(Birmingham, Mich.) 
MARKETING PERSONNEL 
Sales 
E. H. Woods, general sales manager 
Advertising 
J. F. Pedder, assistant general 
manager—sales service 
L. E. Birger, advertising manager 
Fred Thompson, manager of public re- 
lations 
ADVERTISING AGENCY 
Meldrum & Fewsmith, Birmingham, 
Mich.—W. H. Stone, account supervisor. 
ADVERTISING EXPENDITURES 


1956* 
Newspapers $ 10,708 
Magazines _..... 21,315 
Farm Publications 410,018 


Spot Television 

Outdoor eceseneneve 
Total Measured 

* Figures for 1955 were not 
for this division. 


on 798,246 
broken down 


EDSEL DIVISION 
Sales 

J. C. Doyle, general sales and marketing 
manager 

Norman K. VanDerzee, 
sistant 

R. J. MeGovern, executive assistant 

Advertising 

R. F. G. Copeland, assistant general 
sales manager, in charge of advertising, 
sales promotion and training 

Eldon E. Fox, advertising manager 

C. Gayle Warnock, public relations man- 
ager 


marketing as- 


ADVERTISING AGENCY 
Foote, Cone & Belding, Chicago and 
Detroit—Edsel car—Fairfax Cone and 
Fred Ludekens, creative heads (Chicago) ; 
Charlies S. Winston Jr., manager Detroit 
office; Clyde E. Rapp, account super- 
visor. 


FORD INTERNATIONAL 
DIVISION 
MARKETING PERSONNEL 
Sales 
R. N. Conn, general marketing manager 
Advertising 

D. E. McKellar, advertising manager 
H. P. Doty, public relations manager 
ADVERTISING AGENCY 
J. Walter Thompson, New York—Im- 
ported English Fords—Robert Booth, ac- 
count executive. 


General Electric Co. 


General Electric Co., Schenec- 
tady, N. Y., is the nation’s fifth 
largest advertiser. Its advertising 
expenditures in 1956 were esti- 
mated at $74,096,940, of which 
$39,096,940 was in measured me- 
dia. The previous year’s expendi- 
tures for advertising were esti- 
mated at $60,632,197, of which 
$30,632,197 was in measured me- 
dia. This year, advertising ex- 
penditures are expected to exceed 
1956’s high by at least $8,000,000. 

In its 64 years of operation, 
GE has never failed to earn a 


profit; it has paid a dividend ev- 
ery year since 1899; and since 


World War II it has spent $1.4 
billion on plant 


modernization 


121,310,000, up 8% over the §$1,- 
| 958,974,000 reported in the first 
half of 1956. Earnings in the 
first half of ‘56 were $127,823,000, 
or 13% higher than the net of 
$112,864,000 in the first half of ’56. 


# Volume for the first half was 
not uniform, Ralph J. Cordiner, 
president, said in his semi-annual 
report. Sales of capital goods 
equipment continued at high lev- 
els and billings for consumer dur- 
able goods ran about even with 
the first half of 56. But volume 
|in home appliances declined. The 
usual spring upsurge in purchases 
of consumer durable goods did 
not occur this year, Mr. Cordiner 
said. He cited as contributing fac- 
tors the reduction in housing 
starts, the late arrival of warm 
weather in some parts of the 
country and unusual weather con- 
ditions in other areas. 

GE now has more than 100 de- 
centralized operating departments, 
grouped into 24 divisions, which 
in turn make up four major oper- 
ating groups. 
paratus (chiefly electrical capita 
goods); Industrial Components 
and Materials; Consumer 


Defense Systems. It is estimated 
that the last does about 20% of 
|GE’s business; that Apparatus ac- 
|counts for 25%; Industrial Com- 


jand Consumer Products about 


135%. 


= In major appliance sales, in- 
dustry estimates place GE refrig- 
erators first in the field, General 
Motors’ Frigidaire second, and 
Sears, Roebuck third. GE ranges 
lead the industry; its washers 
are second in sales volume to 


dishwashers are reportedly top 
sellers in the field; and its waste 
disposers rate second, its room 
air conditioners first. 

Because of the complexity of 
GE’s de-centralized operation, it 
is extremely difficult to present 
a breakdown of advertising ex- 
penditures by units or divisions. 


= However, it is estimated that 
the company’s Hotpoint division 
spends about $2,800,000 in maga- 
zines and Sunday supplements 
about $1,700,000 in newspapers; 
about $400,000 in network tv; and 
about $73,000 in outdoor adver- 
tising. 

GE’s institutional 
runs about $2,920,000 in network 
tv and about $225,000 in newspa- 
pers. For its electrical appliances, 
GE spends better than $1,000,000 
in network tv, and probably close 


reported amount in newspapers. 
Advertising for GE refrigerators 
in ’56 ran about $1,660,000. Of 
this sum, $950,000 went into mag- 
azines, $110,000 into farm papers, 
and $600,000 into Sunday news- 
| paper supplements. 

GE washers last year received 


tising; and $1,737,000 im maga- 
zines and Sunday supplements for 
a total of $3,385,438. The com- 
ing ran about $300,000, and its 
promotion of its tv and radio sets 
was approximately $1,751,032. 


ADVERTISING EXPENDITURES 


These are Ap-| 
1/8 


Prod- | E. Reichert, 
ucts; and Electronic, Atomic and | 


Sears, Roebuck’s; GE dryers and 


to that in magazines, plus an un-| 


$1,648,438 in newspaper adver-| 


pany’s vacuum cleaner advertis-| 


and expansion. Since the war, it 1966 | Jay H. Maish Co., al 

has changed its organizational |Nwremee * epentos is-p0e;1es | dustrial laminates—Robert &. Sullivan, 

structure from a highly central-|Frarm Publications .. 857,067 ge serge ark 

ized corporation to about as broad | Business Publications 3,793,000 ORIRA) ssc —encteburgienl aaah Gaaeans 

a decentralized operation as there |3°\"Tevatos we —tgascn9g | 224_laminated products department— 

is in American industry. GE now | outdoor .............. 112,726 360,144, Grant Hamilton, account supervisor. 

i s| Total Measured 30,632,197 39,096,940 

ae cain, tarvtiatien ond prov= Total Unmensured 30,000,000 33,000,000 | CONSTRUCTION MATERIALS 

i of the United States and Expenditure ..........: 60,632,197 ee | DIVISION 

Canada. (Bridgeport, Conn.) 
HEADQUARTERS PERSONNEL Advertising 


Marketing Services 
s Its sales have grown from §$2,- (New York) 
233,800,000 in 1950 to $4,090,000,- a a SEAM, atvetigng 
ro! 
000 in 1956. Net after taxes in| sg Donegan, specialist, vendor relations 
1950 was $179,700,000, and rose} , ye 1 Smgiove Relations Services 
‘ . Stanfor m . Manager 
ye = oy yy months of D. W. Burke, manager of institutional pro- 


grams (includes space advertising, radio- 
1957 GE’s sales amounted to $2,-| television, and motion pictures). 


ADVERTISING AGENCY 
Batten, Barton, Durstine & Osborn, New 
York—W. Barry McCarthy, account execu- 
tive. 


AIR CONDITIONING DIVISION 
(Bloomfield, N. J.) 
Advertising 
F. C. De Lorenzo, manager of advertising 

and sales promotion, commercial and in- 
dustrial air conditioning department 
R. R. Routh Jr., manager of advertising 
and sales promotion, home heating and 
cooling department 
L. H. Drayton, advertising and sales pro- 
motion of Weatherton department 
ADVERTISING AGENCY 
Ruthrauff & Ryan, New York—Robert 
|M. Watson, account supervisor; A. V. 
| Lowe, Joseph Swan, account executives. 
| APPARATUS SALES DIVISION 
(Schenectady, N. Y¥.) 
Advertising 
| R. B. Reid, manager, advertising and sales 
| promotion 
| ADVERTISING AGENCY 
| G. M. Basford Co., New York—A. A. 
MacLaren, account supervisor; D. Lamon- 
| ica, H. Dutcher, E. Hatcher, M. J. Turner, 
| account executives. 


APPLIANCE & TELEVISION 


(Louisville, Ky.) 
Advertising 
A. L. Chopp, manager, advertising and 
sales promotion, range department 
. R. Frederick, manager, advertising and 
sales promotion, household refrigerator 
department 


| RECEIVER DIVISION 


manager, advertising and 
sales promotion, dishwasher and disposal 
department 

G. F. Kiewert, manager, advertising and 
sales promotion, room air conditioner 
department 

R. S. Wahlberg, manager, advertising and 
sales promotion, home laundry depart- 


329.265 ponents and Materials about 20%;| ment 
: |D. O. Alridge, manager, advertising and 


| sales promotion, television receiver de- 
| partment 
ADVERTISING AGENCY 


| Young & Rubicam, New York—G. Mont- 


| agu Miller and Randolph T. McKelvey, ac- 
count supervisors; James Symington, 
Jerome Entis, O. M. Lyron Jr., C. 
Wood, James Watt Jr., Clive Howard, 
Sherman Hoyt, Thomas Hubbard and 
Theodore Borash, account executives. 


| 


CANADIAN GENERAL 
ELECTRIC CO. LTD. 


(Toronto) 
Advertising 


promotion, apparatus department 

| D. G. MacKensize, manager, advertising 

| and sales promotion, major appliance 

| section (Montreal) 

|C. F. Colvin, manager, advertising and 

| sales promotion, small appliance section 

|V. R. Young, manager, advertising and 

| sales promotion, industrial products de- 

partment 

N. Hickling, manager, advertising and 
sales promotion, lamp department 

J. C. Hazlewood, manager, advertising and 

| sales promotion, tube section, electronic 

| equipment and tube department 


+|T. Yellowlees, manager, advertising and | 


sales promotion, motor and control de- 
partment (Peterborough, Ont.) 
ADVERTISING AGENCY 
MacLaren Advertising Co., Toronto— 
E. Brown, account supervisor; C. E. 


c 


lake, D. N. Roe, G. L. Reneau and C. E. 
| Brown, account executives. 


| 
CHEMICAL AND 


| METALLURGICAL DIVISION 
(Pittsfield, Mass.) 
Advertising 
L. Chase, manager, advertising and 
sales promotion, chemical materials de- 
partment 
J. C. Stuckey Jr., specialist for marketing 
research and advertising, plastics de- 
. partment (Decatur, Ill.) 
| ¥- 


| c. 


ing and sales promotion, laminated and 
insulating products department (Coshoc- 
ton, O.) 

A. Winter, manager, advertising and 
sales promotion, silicone products de- 
| partment (Waterford, N. Y.) 

J. W. Mason, manager, advertising and 
sales promotion, metallurgical products 
department (Detroit, Mich.) 
ADVERTISING AGENCIES 
|G. M. Basford Co., New York—chemical 
|materials department—A. A. MacLaren, 
|} account supervisor. 

Batz-Hodgson-Neuwoehner Advertising 

Agency, St. Louis—plastics department— 

Earl G. Batz, account supervisor. 


IR. 


| Andrew Doremus, manager, advertising 

| and sales promotion, wire and cable de- 

| partment 

ohn E. Neuberger, manager, advertising 
and sales promotion, wiring device sec- 

| tion (Providence, R. I.) 

| Richard W. Hawley, manager, accessory 

equipment advertising 

ADVERTISING AGENCIES» 


Hugh Rose, manager, advertising and sales Advertising 


|L. E. Saline, manager, engineering recruit- 


R. Harris and E. 8S. 
supervisors. 

Horton-Noyes Co., Providence—wiring 
device department—A. E. Van Wagner, ac- 
count supervisor. 


WN + 
Nn 


INDUSTRIAL POWER 


COMPONENTS DIVISION 
(Plainville, Conn.) 
Advertising 
D. Fitzpatrick, manager, advertising 
and sales promotion, distribution as- 
semblies department 
K. T. Dunning, manager, advertising and 
sales promotion, circuit protective de- 
vices 


R. 


ELECTRONIC COMPONENTS 
DIVISION 
(Syracuse, N. Y¥.) 

R. D. Kennedy, manager, advertising and 
sales promotion, receiving tube depart- 
ment (Schenectady, N. Y.) 

W. A. Babcock, manager, advertising and 
sales promotion, power tube department 

S. R. Tedford, manager, advertising and 
sales promotion, semi-conductor prod- 
ucts department 

Cc. M. Donnelly, manager, advertising and 
sales promotion, specialty electronic 
components department (Auburn, N. Y.) 


INDUSTRIAL ELECTRONICS 
DIVISION 
(Syracuse, N. Y.) 

G. H. Floyd, manager, advertising and 
sales promotion, communication equip- 
ment products department. 

R. D. Jordan, manager, advertising and 
sales promotion, computers department 
(Phoenix, Ariz.) 

S. J. Eby, manager, advertising and sales 
promotion, broadcast and military prod- 
ucts 

W. R. Petrie, manager, advertising and 
sales promotion, x-ray department (Mil- 
waukee) 

ADVERTISING AGENCIES 

Maxon Inc., New York—M. F. Mahony, 
account supervisor. J. E. Weik, P. T. Con- 
nolly and G. W. Bradley, account execu- 
tives. 

Klau-Van Pietersom-Dunlap, Milwaukee 
—x-ray department and industrial elec- 
tronics division—Noel Turner (medical) 
B. E. Hotvedt (industrial) account super- 
visors. 

Brooke, Smith, French & Dorrance, New 
York—Jay Berry and W. A. Walker, ac- 
count supervisors. 


ENGINEERING SERVICES 
DIVISION 
(Schenectady, N. Y¥.) 


ing, headquarters region 
ADVERTISING AGENCY 
Deutsch & Shea, New York—A. R. 
Deutsch, account supervisor. 


HOTPOINT CO. 
(Chicago, Tl.) 
Advertising 
P. L. Crittenden, manager of national ad- 
vertising 


| 


J. E. Schneider, merchandising manager, 
commercial equipment department 

M. E. Holden, advertising and publica- 
tions, commercial equipment department 

A. M. Utt, product manager, ranges 

D. H. Grigsby, product manager, refrigera- 


tion 


advertising | King, R. McBain, J. G. Butler, R. West- | 


D. Senten, product manager, custom 


product manager, home 


| laundry 


|—L. M. Krautter, Robert Allirich, C. 


N. Kutzmann Jr., manager, advertis- | 


J. E. Clarke, product manager, television 
ADVERTISING AGENCIES 

Henry M. Hempstead Co., 
commercial equipment department—Henry 
M. Hempstead, account supervisor. 

Maxon Inc., Chicago—dishwasher, water 
heater & custom appliances refrigeration, 
home laundry, range and component parts 
B. 
Jones, account executives. 

J. R. Pershall Co., Chicago—trade ad- 
vertising—A. E. Taylor, T. Gorman, F. M. 
Carroll, account executives. 

Needham, Louis & Brorby, Chicago— 
television receiver department—Paul Har- 
per, James Charlesworth, account execu- 
tives. 


HOUSEWARES AND RADIO 
RECEIVER DIVISION 
(Bridgeport, Conn.) 
Advertising 

M. M. Masterpool, manager, advertising 
and publicity, housewares and radio re- 
ceiver division 

Cc. T. Hindle, manager of merchandising, 


portable appliances department 
G. S. Lenox, manager of merchandising, 
automatic blanket and fan department 
| R. J. Cunningham, manager of merchan- 
dising,.vacuum cleaner department 
N. R. Huey, manager of merchandising, 
radio receiver department 
E. C. Pease, manager of merchandising, 
clock and timer department (Ashland, 
Mass.) 


ADVERTISING AGENCIES 

N. W. Ayer & Son, Philadelphia—clock 
and timer department—Seymour Morris 
(New York) account supervisor; G. H. 
Reese, William Luedke and John McWil- 
liams, account executives. 

Young & Rubicam, New York—portable 
appliance department, vacuum cleaner de- 
partment, automatic blanket and fan de- 
partment—W. H. Kierstead, account super- 
visor; J. D. Cameron, G. Terry, E. E. 
| Norris and H. B. Hall, account executives. 

Maxon Inc., New York—radio receiver 
department—P. T. Connolly, account ex- 


G. M. Basford Co., New York—Herbert ' ecutive. 


Chicago— | 
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INTERNATIONAL GENERAL 
ELECTRIC CO. 
(New Yerk) 
Advertising 


G. E. Kendall, manager, advertising and 
sales promotion 

R. Sweeny, supervisor, advertising and 
sales promotion—producer goods 

H. D. Henshaw, specialist for advertising 


and sales promotion—commercial prod- 
ucts 


W. E. Torpey, specialist for advertising 
and sales promotion—commercial prod- 
ucts 


J. A. Amsterdam, specialist for advertising 
and sales-promotion—appliances and tv 
receivers 


ADVERTISING AGENCY 
Grant Advertising Inc., New York—R. C. 
Marvin, account supervisor. 


LAMP DIVISION 
(Cleveland) 
Advertising 
M. R. King, manager of advertising 
N. W. Townsend, retail advertising and 
promotion 
R. A. Lundgren, commercial and industrial 
advertising and promotion 
H. H. Green, market development adver- 
tising and promotion 
F. F. Schuhle, miniature lamp advertising 
and promotion 
T. H. Castle, photo lamp advertising and 
promotion 


ADVERTISING AGENCIES 

Batten, Barton, Durstine & Osborn, 
Cleveland—large and miniature lamps— 
H. E. Curtis, E. E. Haring, J. B. Majette 
Jr., R. C. Owen, Rollin Krohme and Nate 
Tuffts, account executives. 

Foster & Davies, Cleveland—Christmas 
tree lamps, ozone and germanium lamps 
M. R. Davies and W. C. Carlton, account 
| executives. 


| Grey Advertising Agency, New York— 
photo lamps—R. J. Martell, B. I. Brown- 


hold and Jack Morgan, account execu- 
| tives. 


INSULATOR DEPARTMENT 

(Baltimore) 

Advertising 

D. R. Samson, manager, advertising and 

| sales promotion 

ADVERTISING AGENCY 

| Emery Advertising Corp., Baltimore— 

be A. Hatch, account supervisor. 


General Foods 


| 
General Foods Corp., White 
| Plains, N. Y. is the nation’s fourth 
|largest advertiser, with total ex- 
| Denditures in 1956 of $77,700,000, 
jot which about $42,000,000 was in 
measured media. The company 
| spends nearly half of its budget in 
|local radio and tv, premiums, di- 
| rect mail, point of purchase, dealer 
aids and other unmeasured media. 
Net sales in fiscal 1957 (ended 
March 31) were $971,300,000, an 
increase of 4.3% over the $931,- 
| 100,000 reported in fiscal ’56. Net 
earnings were $42,400,000 in fiscal 
57, up 8.7% over the $39,000,000 
reported the preceding year. For 
| the first quarter of fiscal 58 (end- 
ed June 30), the company earned 
$12,500,000—less than 3% below 
the $12,800,000 reported for the 
| first quarter of fiscal '57. 
| During fiscal ‘57 the company 
|increased expenditures to market 
‘established products and introduce 
new products. Major new products 
introduced during the past year in- 
|clude Jell-O chiffon pie filling in 
jtwo flavors (lemon and straw- 
|berry); Jell-O Instant lemon and 
banana cream puddings; Swans 
Down lemon flake cake mix and 
chocolate chip cake mix; Birds Eye 
artichoke hearts, fish ’n’ chips, sea- 
food mix, and five frozen juice 
concentrates (grapefruit, grape, or- 
ange & grapefruit, tangerine, and 
limeade); and also a new line of 
Good Seasons soup bases and sea- 
sonings for restaurants, hotels, and 
other customers in the food service 
| industry. 


= General Foods reported an in- 
crease over the previous year in 
both dollar and unit sales of coffee, 
its most important line of products. 
| Both regular and instant Maxwell 
House coffees and GF’s decaffein- 
ated coffees, regular and instant 
Sanka, are leaders in their respec- 
tive fields; nationally. 

Shortly, GF will introduce a new 
line of specialty foods, known as 
General Foods Gourmet Foods. 
These will be distributed through 
department and specialty stores 
which cater to the market for un- 
usual imported and domestic deli- 
jeacies (AA, July 29). 

Of the company’s four major 
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it looks like the HERALD-TRAVE 


Boston retailers, closest to the newspaper 
situation here in Boston, know best what has 
happened since the morning PosT went out of 
business. 

National advertisers can take their cue from 
Boston retailers who have given the HERALD- 
TRAVELER a leadership in retail linage of over 
one million lines over the second paper in the 
first six months of 1957. 


This is one reason why national advertisers 
have given the HERALD-TRAVELER a leadership 
of nearly 700,000 lines over the second paper 
for the first six months of 1957 — a leadership 
greater than the corresponding period of 1956. 


+ Chicago « Philadelphia 
t + Pittsburgh « Los Angeles 


Special travel and resort representative: 
HAL WINTER COMPANY 
7136 Abbott Ave., Miami Beach, Fla. 


ONE contract delivers the "BIG BULK” in Bosten 


H 
\i 


Total linage leadership RA! increased by 


30% over the second paper. i 


Buy the ‘BIG BULK’? in Boston 


* 

Boston retailers know that the HERALD- 
TRAVELER enjoys circulation leadership and 
reader loyalty where the greatest amount of 
discretionary buying power exists. . . and that 
both leadership and loyalty have increased in 
those areas since the post departed. 

Follow the lead of Boston’s retail business — 
advertise where Boston spending power bulks 
biggest, the HERALD-TRAVELER . . . Boston’s 
basic buy. $ 


LER in Boston 
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product lines, its Maxwell House 
coffees, Jell-O desserts and Birds- 
Eye frozen food products are lead- 
ers in their respective fields na- 
tionally, while the company’s Post 
cereals rank second to Kellogg in 
the dry cereal field. 


® GF declines to give a breakdown 
of its advertising expenditures by 
divisions or products. However, re- 
liable estimates of 1956 billings by 
GF advertising agencies break 
down approximately like this: 
Young & Rubicam, $27,000,000; 
Benton & Bowles, $25,000,000, and 
Foote, Cone & Belding, $5,000,000. 
All of this probably is not solely 
for media but includes other serv- 
ices. 

Published figures on GF’s ad- 
vertising are misleading, as fre- 
quently two or more divisions co- 
operate in special campaigns, and 
the proportion spent by the divi- 
sions varies. It is probably safe to 
say that during the past year the 
company’s Jell-O products re- 
ceived the bulk of its promotional 
support, with media expenditures 
in the neighborhood of $6,000,000. 
Maxwell House coffees were prob- 
ably a close second with about 
$5,000,000, and Post cereals third 
with something like $3,000,000. 

In fiscal °57 the company spent 
$29,300,000 for additions and im- 
provements in plant and equip- 
ment, and $8,100,000 for research. 


s A new subsidiary was formed 
last year in Brazil (Industrias Ali- 
menticias Gerais S.A.), and GF’s 
subsidiary in Sweden (GF/AB) 
began the manufacture and sale of 
selected food products. In each of 
these subsidiaries, GF, the major- 
ity owner, shares ownership with 
local interests. 

During the past year also, three 
GF divisions were consolidated 
into two—Franklin Baker and 
Walter Baker lines of the former 
Baker-Gaines division were made 
part of the Jell-O division, and the 
Gaines business was consolidated 
into the Post division. 

Major executive changes includ- 
ed the following: James P. Dela- 
field was made a vp and continues 
as head of sales and customer 
services; George M. Laimbeer, for- 
mer managing director of Alfred 
Bird & Sons Ltd., England, was 
made a vp and named general 
manager of the Post division; Rob- 
ert H. Bennett, vp and former 
general manager of the Jell-O di- 
vision, was appointed vp for mar- 
keting, and Herbert M. Cleaves, vp 
and former general manager of 
the Baker-Gaines division, suc- 
ceeded Mr. Bennett as general 
manager of the Jell-O division. Ed- 
win W. Ebel continues as vp in 
charge of advertising services. 

The Perkins Products Co., a sub- 
sidiary, was merged with GF and 
is now the Perkins division. 
W. W. Parlin Lillard, former presi- 
dent and general manager, was 
elected a GF vp and appointed gen- 
eral manager of the Perkins divi- 
sion. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers _...............$8,665,024 $6,701,455 
Magazines -vvveh 1,149, 886 8,304,330 
Farm Publications . 824,577 527,236 
Business Publications 176,700 203,600 
Netwerk Television 13,839,211 15,688,789 
Spet Television ease 9,415,940 
Outdoor - 919,727 
Total Measured “37,308, 191 = 41,761,077 
Total Unmeasured 37,791,800 35,938,923 
Estimated Total 
Expenditure .....75,000,000 77,700,000 


MARKETING PERSONNEL 
Robert Bennett, vp-marketing 
James P. Delafield, vp in charge of sales 
and customer services 
E. W. Ebel, vp in charge of advertising 
and consumer relations 


BIRDS EYE DIVISION 
F. J. Otterbein, vp and general manager 
G. L. Mentley, marketing manager 
R. H. Davidson, assistant marketing man- 


E. Garside, national sales manager 

Tabibian, sales promotion manager 

H. F. Lochrie, product manager for fruits 
and vegetables 

W. G. Mundy, product manager for con- 
centrates and specialties 


R. I. Garver, product manager for poultry 
H. A. Trimm Jr., product manager for all 
fisheries products 


MAXWELL HOUSE DIVISION 
(Hoboken, N. J.) 

Cc. W. Cook, vp and general manager 

T. S. Thompson, advertising and mer- 
chandising manager 

P. E. McGowan, national sales manager 

W. E. Cohan, product manager for Max- 
well House, Yuban and Bliss coffee 

M. C. Baker, product manager for Instant 
Maxwell House coffee 

S. A. Witham, product manager for San- 
ka, Instant Sanka and Kaffee Hag 


JELL-O DIVISION 
H. M. Cleaves, vp and general manager 
J. D. North, marketing manager 
H. J. Colclough, national sales manager 
J. J. Darling, product group manager for: 
G. G. Exo, product manager for choco- 
late, cocoa and Baker's Instant 
D. P. Jaicks, product manager for 
Dream Whip 
W. F. Gilroy, product manager for coco- 
nut, La France, Satina and GO 
W. R. Proctor, product manager for 
syrups and pectins 
W. P. Dunham, product manager for 
Minute Tapioca, Calumet and D-Zerta 
S. K. Ellis Jr., product group manager 
for: 
R. C. Littauer, 
Jell-O gelatin 
G. H. Blake, product manager for Jell-O 
puddings and pie fillings and Jell-O 
Chiffon pie fillings 
R. E. Haynes, product manager for Jell- 
O Instant puddings and Jell-O tapioca 
puddings 
R. F. Moriarty, product manager for 
Minute rice, Minute mashed potatoes 
Cc. W. Stursberg Jr., sales and advertising 
manager for Swans Down products. 


product manager for 


POST DIVISION 

(Battle Creek, Mich.) 

G. M. Laimbeer, vp and general manager 

H. R. Bloomquist, marketing manager 

R. P. Campbell, advertising manager, Post 
cereals 

W. R. Booth, national sales manager 

R. G. Secrist, product manager for Post 
Toasties, Raisin Bran, Sugar Rice Krin- 
kles, Post-Tens 

G. R. Mohler, product manager for Grape- 
Nuts Flakes, Corn-Fetti, Sugar Crisp, 
Treat-Pak 

O. B. Walker, product manager for Pos- 
tum, Grape-Nuts, Bran Flakes, Wheat 
meal 

W. L. Jackson, product manager for Post 
Alpha-Bits 

W. P. Casey, product group manager for: 
G. Zehder, product manager for Gaines 

canned dog foods, biscuits 
J. R. Farris, product manager for Gaines 
dog meal, dry 


PERKINS DIVISION 
(Chicago) 
. P. Lillard, vp and general manager 
Ww. Andrews, marketing manager 
. F. Fit rice, ti 1 sales manager 
. W. Stevens, product manager for Kool- 
‘Aid 
. A. 


—— product manager for Kool- 


Seasons 

J. S. Welles, product manager for Novel- 
tee 

S. M. Barker, product manager for new 
products and Perkins lemonade 


H. , product manager for Good 
dresssings 


BIRELEY’S DIVISION 
(Hellyweod) 
D. Ingalls, general manager 
F. J. Marzich, advertising manager for 
beverage bases, soft drink and dairy 


ELECTRICOOKER DIVISION 
(New York) 
W. R. Flournoy, general manager 
P. W. Shepard, assistant general manager 
for Kernel-Fresh nuts 


INTERNATIONAL DIVISION 
G. D. Bryson, vp and general manager 
G. D. Bryson, director, European area 
H. E. Wilson, director, Latin American 


area 
M. E. Brown, director, 
and Far East areas 


Africa, Pacific 


INSTITUTIONAL PRODUCTS 
DIVISION 


R. Kramer, general manager 

L. F. Brown, marketing manager 

J. F. Lorch, national sales manager 

D. J. Hopwood, sales promotion and ad- 
vertising manager 

T. W. O'Connor, product group manager 
for new products 

Cc. H. Peek Jr., product group manager 
for Jell-O gelatin, Jell-O pudding and 
pie filling, Jell-O Instant pudding, Jell- 
O tapioca pudding, 
Jiffy-Jell 

E. H. Rea, product group manager for 
Maxwell House coffee and tea, Instant 
Sanka, Instant Postum, IMH individual 
packs, Walter Baker’s sweet cocoa 

G. C. Sternad, product group manager 
for vending products, Maxwell House 
and Baker's chocolate 

R. T. Belden, product group manager for 
Post individual cereals, Wigwam syrup, 
Baker's chocolate and cocoa, Calumet 
and Minute tapioca 


ATLANTIC GELATIN DIVISION 
C. H. Watson, general manager 
G. R. Whitman, new products develop- 


Genesee gelatin, 


ment manager 
J. A. Dunn, sales manager 
(Note: The Atlantic Gelatin Division 
manufactures gelatins for the chemical 
and* photographic trade, as well as for 
use in Jell-O products. It does not make 
a product for direct consumer use.) 


GENERAL FOODS LTD. 

(44 Eglinten Ave., W., Toronto, Ontario, 
Canada, Box 4019, Terminal A) 

L. A. Miller, president and general man- 


ager 
R. R. McIntosh, vp—marketing 
W. Inch, product group manager for: 

A. Z. Pengelly, product manager for 
Jell-O Chiffon pie fillings, Jell-O 
pudding and pie filling, Jell-O Instant 
puddings, Minute gelatin, Bird’s Cus- 
tard, D-Zerta 

R. S. Hurlbut, product manager for reg- 
ular Maxwell House, regular Sanka, 
Gaines, Baker's coconut 

P. Morgan, product manager for Kool- 
Aid, Swans Down, , Calumet, 
Good Seasons dressings 

F. L. Wood, product group manager for: 

S. D. Rose, product manager for Instant 
Maxwell House, Instant Sanka, Min- 
ute Rice, Minute Tapioca 

H. C. Gibson, product manager for 

Grape-Nuts, Bran Flakes, Grape- 
Nuts Flakes, Sugar Crisp 

H. W. Pykala, product manager for 
Premium chocolate, Baker’s cocoa, 
Dot chocolate, Chocolate Chips, Jiffy, 
Certo and Crystals, Satina and La 
France, Kool-Shake 


ALFRED BIRD & SONS LTD. 
(Birmingham, England) 


T. M. Smith, managing director 

J. H. Buck, marketing director 

A. E. Lengyel, sales promotion manager 

S. G. Cameron, product manager for cus- 
tard powder, blanc mange powder 

D. E. Reilley, product manager for com- 
plete cake mixes, spongie, new products 

R. B. Goodwin, product manager for In- 
stant Whip, Jelly-de-Luxe 

A. G. Smith, product manager for Max- 
well House Instant coffee, Maxwell 
House regular coffee 


GENERAL FOODS G.m.b.H. 


(Hamburg, Germany) 


R. L. Grosjean, manager 

E, D. Haueter, marketing manager 

G. Ruppel, product manager for Maxwell 
Express Kaffee 

R. Hofmann, new products development 
manager 


LA INDIA, C.A. 
(Caracas, Venezuela) 


E. B. Arnold, general manager 
E. W. Ballam, marketing manager 


ADVERTISING AGENCIES 

Baker Advertising Agency, Toronto, 
Canada—Jell-O Chiffon pie fillings, Jell- 
O pudding and pie filling, Jell-O Instant 
puddings, Minute gelatin, Bird’s custard, 
D-Zerta, regular Maxwell House, regular 
Sanka, Baker’s coconut, Postum, Calumet, 
Instant Maxwell House, Instant Sanka, 
Minute tapioca, Premi , Bak- 
er’s cocoa, Dot chocolate Chocolat 
Chips, Jiffy, Certo and Crystals, Satina 
and La France—W. R. Baker, senior ac- 
count executive, and John McEachern, 
account supervisor. 

Benton & Bowles, New York—Gaines 
canned dog foods, biscuits and dry meal 
—William Hesse, account supervisor; John 
Mason, William Olney, account executives. 
Institutional products division—Quinton 
McDonald, Timothy Stone, Audley Brind- 
ley, account executives. Maxwell House 
regular and Instant, Yuban and Bliss cof- 
fees—Robert Wallace, Arthur Jones, Don 
Waterous, Robert Harris, Theodore Leven- 
son, Harry Miller, Paul Simms, Emmett 
Faison, account executives. Post cereals 
division—John Thomas, Chester Vail, John 
Drukker, Robert Diserens, Robert Tomp- 
kins, Bruce Allen, account executives. 

Foote, Cone & Belding, New York— 
Perkins division, Kool-Aid products— 
Richard Bradshaw, ive. 
Good Seasons—Arthur W. Schultz, ac- 
count executive. 

McConnell, Eastman & Co., Toronto, 
Canada—Gaines products, Kool-Aid, 
Swans Down, Good Seasons, Minute Rice, 
Grape-Nuts, Bran Flakes, Grape-Nuts 
Flakes, Sugar Crisp, Kool-Shake—William 
Duncan, account supervisor. 

Young & Rubicam, New York—James 
P. Wilkerson, general supervisor all GF 
accounts. Swans Down cake mixes— Wil- 
liam Whittemore, account executive. 
Swans Down cake flour and bulk flour— 
John Hathaway, account executive. Baker 
cocoa and chocolate products—Walter 
Baker, Milton Monroe, Roscoe Sturgis, ac- 
count executives. Frosting mixes and 
Dream Whip—Lou Weil, account super- 
visor, Ray Jones, account executive. Log 
Cabin syrup, Maple-Del syrup, La France 
bluing, Satina, Go—Lou Weil, account 
supervisor, Edw. May, Roscoe Sturgis, 
account executives. BirdsEye division—T. 
C. Gleysteen, Geo. Mott, Fred Greeg, ac- 
count executives. Jell-O division—Edgar 
Van Winkle, William Lane, Frank Yahner, 
John Hathaway, account executives. Cer- 
to—Edgar Van Winkle, Allen Perry, ac- 
count executives. Sanka—William Shin- 
nide, Don MeNiel, Paul O'Neill, account 
executives. Postum—Theodore Gleysteen, 
Jack Bishop, account executives. Alfred 
Bird & Sons Ltd., Birmingham, England 
—John C. Cain, account supervisor, Y&R 
London office. General Foods G.m.b.H., 
Hamburg—John Nussbaum, account su- 
pervisor, Y&R Frankfort office. La India, 


C.A., Caracas—Jorge Cardoze, account 
supervisor. 


General Mills Inc. 


General Mills Inc., Minneapolis. 
The 13th largest U. S. advertiser 
had total estimated advertising and 
promotional expenditures of $31,- 
000,000 in 1956, of which $21,250,- 
283 was in measured media. This 
compares with total expenditures 
of $29,000,000 in 1955, of which 
$19,335,322 was in measured me- 
dia. Expenditures for the current 
year undoubtedly will hit a new 
high. 

The company is the largest mill- 
ing operation in the world, as well 
as a leading processor of ready-to- 
eat cereals, cake and other pre- 
pared flours and mixes. In addition, 
it is an important factor in the 
feed business, in chemicals, in syn- 
thetic sponges and other products. 
In the immediate postwar period, 
it tried its hand with a number of 
kitchen appliances with no marked 
success, and in 1954 abandoned 
that field by selling out to McGraw 
Electric. 

Sales for the 1956-57 fiscal year 
(ended May 31) totaled $527,701,- 
677, up slightly from $516,053,000 
in the previous fiscal year. Net 
after taxes fell off, from $14,057,- 
000 in 1955-56 to $12,235,111 in 
the most recent year. Net per dol-|B 
lar of sales was 2.3¢ in 1957, as 
against 2.7¢ the previous year. In 
1950, on total sales of $395,835,000, 
net after taxes was $13,251,000. 


= The business of General Mills is 
conducted by 13 divisions, the 
most important of which, from the 
advertising and marketing stand- 
point, is grocery products. This 
division markets all-purpose and 
specialized flour for home baking, 
cereals, cake, pie and biscuit mixes, 
and regionally—through Sperry 
and other divisions—pancake mix- 
es, oat and wheat hot cereals, dog 
food, etc. While the company does 
not break down sales by products 
or divisions, it is generally consid- 
ered first in flour sales, third (to 
Kellogg and General Foods) in the 
ready-to-eat cereal field, with 
about 19% of the volume, and, 
currently, first in the prepared 
mix category, where its two prin- 
cipal competitors are Pillsbury and 
Duncan Hines, the latter a subsidi- 
ary of Procter & Gamble. The 
company’s newest division is built 
around the acquisition, in October 
of last year, of Ready-to-Bake 
Foods Inc. Protex S.A. of Mexico, 
a producer of intermediate steroid 
chemicals, was purchased this 
year. 

Understandably, since flour, mill- 
ing is a low-profit business and the 
per capita consumption of flour has 
been dropping steadily for nearly 
half a century, General Mills has 
pursued a long term policy of seek- 
ing diversification into fields which 
allow more product differentiation 
and higher potential profits. 

Flour accounted for 74% of the 
company’s sales in 1938, but only 
44% in 1956-57, while package 
foods have grown from 9% to 30% 
of sales during the past 18 years. 
In the most recent year, 12% of 
sales came from chemical, mechan- 
ical and other activities—all of 
which are postwar developments. 


@ In the grocery products line, 
four new products were added dur- 
ing the year: Betty Crocker Li’l 
Angel Food cake mix, coconut 
macaroon and chocolate coconut 
macaroon mixes, and Betty Crock- 
er cream puff mix. A fifth, Betty 
Crocker Cake ’n Frosting mix, was 
introduced in mid-’57. Wheaties 
and Cheerios appear in “family 
economy size” packages, and New 
Radiant Crisp Wheaties, a crisper 
Wheaties, went into production. It 
will be introduced sectionally dur- 
ing the remainder of this year. 
Eleven new formula feeds joined 
the GM line; O-Cel-O introduced 
a series of new products; the chem- 
ical division expanded production 
of fatty nitrogen compounds and 
reported a promising new protec- 
tive coating material about ready 
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for market testing. A new General 
Mills oval symbol was developed, 
for use in advertising, on promo- 
tion materials, packages, station- 
ery, etc. 

Advertising remained steady 
during the year, the notable ex- 
ception being a substantial in- 
crease—almost $3,000,000—in mon- 
ey allocated to magazines, includ- 
ing Sunday supplements, and a 
probable decline of network radio. 

The company has also been re- 
searching its advertising organiza- 
tion and its agency setup in recent 
years. However, despite recurring 
rumors of major realignment of 
accounts, relatively few changes 
have been made. The most notable 
during 1956 was the resignation of 
about $2,000,000 of assorted Gen- 
eral Mills accounts by William 
Esty Co. and their consequent dis- 
persal to Batten, Barton, Durstine 
& Osborn, Dancer-Fitzgerald-Sam- 
ple and Tatham-Laird, which, 
along with Knox Reeves Advertis- 
ing, are the four principal General 
Mills agencies. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers $3,908,473 $3,432,583 
Magazines -» 8,577,528 6,383,714 
Farm Publications ... 414,687 553,561 


Publicati 175,000 239,300 


Network Television .... 9,456,259 9,801,113 
Network Radice ............. 1,482,288 
Spot Television 669 040 
Outdoor - 315,237 80,972 
Total . 19,325,322 21,250,283 
Total Unmeasured 9,674,678 9,749,717 
Estimated Total 
Expenditure 89,000,000 31,000,000 


MARKETING PERSONNEL 


Sales 

E. H. Andreson, director of sales, grocery 
products division 

G. W. Forster, director of sales and mer- 
chandising, Ready-to-Bake Foods, Inc. 

W. A. Lohman, Jr., director of sales, flour 
division 

H. B. Herron, director of sales, feed divi- 


sion 

R. L. Wyatt, sales manager, institutional 
products division 

Frank Coy, director of sales, mechanical 
division 

H. T. Von Oehsen, manager of sales, chem- 
ical division 

F. 3. oe director of soybean oil meal 


wes r Flumerfelt, director of soybean oil 
sales 

F. S. Drake, director of merchandising & 
advertising, 0-Cel- O division 

% sé. of industrial 
marketing, O-Cel-O division 

G. W. Ryan, general sales manager, Gen- 
eral Mills (Canada) Ltd. 

B. M. Hagan, general manager, 
commodities division 


Advertising 

J. 8. Fish, vp and director of advertising 

Cc. S. Samuelson, director, grocery prod- 
ucts advertising 

L. H. Crites, advertising manager, ready- 
to-eat cereals 

K. E. Steele, advertising manager, family 
flour, dog food 

J. F. Matthes, advertising manager, bak- 
ing mixes 

M. A. Souers, advertising manager, Betty 
Crocker mixes 

O. M. Young, advertising manager, Sper- 
ry operation 

J. E. Ratner, manager, marketing services 

C. W. Plattes, manager of creative serv- 
ices 

Joe Weaver, manager, copy department 

Mary Kay Ward, manager of radio & 
television commercials 

G. D. Morrison, media manager 

T. B. Humphrey, advertising manager, 
General Mills (Canada) Ltd. 

F. S. Drake, director of merchandising & 
advertising, O-Cel-O division 

Robert Talpas, advertising manager, 
Ready-to-Bake Foods, Inc. 

W. W. Woodward, advertising manager, 
feed division 

E. E. Johnson, advertising manager, me- 
chanical division 

J. L. Brooks, advertising supervisor, flour 
division and special commodities divi- 
sion 

A. W. Hanson, advertising supervisor, 
chemical division and soybean division 

A. W. Wilbor, manager, Betty Crocker En- 
terprises 


special 


ADVERTISING AGENCIES 

Batten, Barton, Durstine & Osborn, New 
York—Betty Crocker cake mixes, frosting 
mixes, cookie mixes, Answer cake, Cake 
‘n Frosting mix, Betty Crocker pie crust 
mix, Softasilk cake flour—A. E. Cashin, 
account management; Mortimer Berko- 
witz Jr., account supervisor; George 
Brown, D. O. Fuller, J. W. Weston, T. E. 
Harder (all New York), and Barron B. 
Boe (Minneapolis), account executives. 

Dancer-Fitzgerald-Sample, New York— 
Gold Medal flour, Cheerios, O-Cel-O 
sponges—H. M. Dancer, account manage- 
ment; G. H. Johnson, account supervisor: 
W. W. Biggers, S. B. Upson and J. H. 
Holmes, account executives. 


Dancer-Fitzgerald-Sample of San Fran- 
cisco—Sperry Wheathearts, Drifted Snow 
flour, LaPina flour, Sperry pancake and 
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v Advertisers in New York News, 1956 


v v Spent more money in The News than in 
any other New York City newspaper. 


98 ran in New York City 
V 95 used the New York News 
VV 74 spent more in the News 


than in any other New York City newspaper 


Total U.S. Spent in News% 
Expenditure WY.News in N.Y. 


¢ 1General Motors Corp... $53,778,652 $788,338 16.8 
é@ 2 Ford Motor Co... 25,366,292 422,917 24.3 
¥v¥ 3Chrysler Corp... :17,946,196 350,595 23.3 
Jv 4 Colgate-Palmolive Co... 12,335,541 550,763 47.3 
/é 5 Distillers Corp.—_ 

Seagram’s Ltd... 11,751,216 598,862 33.2 
¥é/ 6G Lever Bros. Co... 10,576,501 423,071 57.6 
/v 7General Electric Co... 10,292,387 401,986 45.6 


¢/¢_ 8 National Distillers 
Products Corp... 8,628,760 196,069 34.3 


¢4¥ 9 Schenley Industries, Inc. 7,365,790 146,494 36.9 
/v¥ 10 Procter & Gamble Co... 7,141,885 243,746 56.8 


/¥ 11 National Dairy 


Of every dollar spent in all seven New York City newspapers 
thirty-two cents went to The News. In the biggest 
U.S. market, The News does the biggest selling job for 
any advertiser . . . delivers more volume because it has more to deliver! 
If you want more sales, go to The News for most prospects! 


Products Corp... 7,107,153 434,393 46.1 Total U.S. Spent in News Total U.S. Spent in News 
Vv 12General Foods Corp... 6,701,455 269,629 53.0 ' eee Bae. ee ee 
10 13R.J.Reynolds TobaccoCo. 6517893 183,255 31,3 ¥¥ 43 GoodyearTire& RubberCo. $2,206,072 $105,320 76.5 vv 74 Pabst Brewing Co... $1,392,270 $129,058 45.9 
44 14 American Tobacco Co... 6,033,100 279,191 32.7 v 44 Standard OilCo.(Indiana) 2,203,736 9,342 35.0 vv 75 National Airlines, Inc... 1,384,476 143,795 24.3 
inh aie Ae Oe le Uae aes Cen 
dv rans World Airlines, Inc. 2,182, , v/ esebrough-Pond’s, Inc. 1,362, , J 
¢ 16 Studebaker-PackardCorp. 4,495,716 30,516 104 |) oo, nate tg, 2,116,391 49,725 23.2 vv 78CanadaDryGingerAle,Inc, 1,346,181 86,441 28.3 
// 17 National Biscuit Co... 4,281,819 246,500 71.5 . 
; /v 48 Liebmann Breweries, Inc. 2,085,240 353,456 24.9 v 79 Time, Inc. . 1,344,516 10,852 2.3 
¥ 18 Shell Oil Co. 4,215,509 43,888 12.4 : 
4419 Armour & Co 3.998 486 138,000 58.9 vv 49 Bristol-Myers Co. 2,032,580 99,604 46.4 yv 80 American Iron 
14 20 Campbell Men re 3354537 372710 766 M2 Curtis Publishing Co... 2,025,928 42,644 6.6 & Steel Institute 1,342,300 30,155 18.1 
oe gn "a. ¥¥ 51 Clorox Chemical Co. 2,008,429 50,303 25.2 ¥¥ 81 Best Foods, Inc... 1,341,486 102,872 95.5 
¢¢ 21 Eastern Airlines, Inc... 3,604,034 279,242 21.0 14 59 publicker industries Inc. 2,005,438 172,059 42.5  ¥ 82 Pan American 
¥ ¥ 22 Standard Oil Co. (N. J.) 3,442,246 123,234 29.5 ¥ 53 United Airlines Inc. 1.939.951 71.579 202 World Airways... 1,334,910 62,522 10.9 
/ ¢ 23 General Mills, Inc. 3,432,583 144,259 58.8 54 Carnation Co. 1.902 320 #4 83 Beacon Co. .. 1,299,611 130,471 34.5 
/ ¥ 24 Nestle Co., Inc., The 3,319,632 234,896 53.3 55 Wm. Wrigley Jr. Co 1.878 405 _ ___ ¥¥ 84 New York Central System 1,284,260 101,961 23.3 
vv 25 Swift & Co. 3,223,682 74,594 78.4 owes worm Vv 85 Allstate Insurance Co... 1,271,224 69,816 74.7 


: /v 56 Libby, McNeill & Libby 1,835,290 48,256 53.9 es 
26 Westinghouse Elec. Corp. 3,137,028 56,304 27.5 y y §7 AmericanHomeProd.Corp. 1,811,087 87,340 50.4 _¥ 6 Reader'sDigestAssn.,inc. 1,269,422 32,161 18.8 


¢ 27 American Airlines, Inc... 3,044,602 139,172 20.5 Vv 58 Liggett&MyersTobaccoCo. 1,755,772 99.025 35.9 vv 87 CornProductsRefiningCo. 1,264,122 45,450 64.3 


¢¥ 28 Pillsbury Mills, Inc... 2,969,334 139,715 60.0 yy 596.F.Heublein & Bros.,Inc. 1,746,033 85,182 27.3 ““ 8H. J. Heinz Co. a 
¥ ¢ 29 Standard Brands, Inc... 2,963,542 117,324 24.7 yy 60 Sinclair Refining Co... 1,733,642 52,161 21.5 vv 89 Eversharp Inc. 1,253,321 38,250 36.0 
#¥ 30 American Motors Corp... 2,895,365 51,052 264 61 stanley Warner Corp... 1,731,153 47,081 54 Yt PronUets Ine. LZMAOTI S218 38.8 
/¥ 31 Gillette Co. .. 2,809,071 163,919 62.6 yy 62 Hunt Foods, Inc. 1,705,759 116,627 442“ 91 Helena Rubenstein, Inc. 1,241,852 319 21.3 
Vv 32 Hiram Walker— Jv 63 Kellogg Co. 1,635,515 47.249 54.1 ¥ 92 Eastman Kodak Co. ...... 1,230,743 31,926 10.4 
Gooderham &Worts Ltd. 2,758,014 116,610 32.5 gy psn Forman 4493. T. Babbitt, Inc. 1,219,638 100,468 60.5 
¥¥ 33 Pepsi-Cola Co... 2,699,739 122,953 30.2 Distillers Corp. 1,628,882 28,327 60.7 ¥¥ 94GroveLaboratories,Inc... 1,213,458 54,814 40.8 
Vv 34 Quaker Oats Co... 2,681,805 152,028 55.7 yy 65 P. Lorillard Co... 1,607,420 60,832 20.0 ¥¥ 95 Texas Co. 1,210,317 36,462 35.4 
4¥ 35 Monsanto Chemical Co... 2,519,640 114,576 46.7» 66 ny pontdeNemours&Co. 1,589,630 69,316 20,0 ¥ 96 Delta Air Lines, Inc. 1,208,840 57,146 26.1 
¥ / 36 Sterling Drug, Inc... 2,518,287 166,641 59.0 yy 67 Greyhound Corp. 1.588.763 37.107 25.8 ¥ 97 Institute of Life Insurance 1,173,383 15,312 20.4 
¢ ¥ 37 Socony-Mobil Oil Co.,Inc. 2,501,197 67,676 21.6 yy 68 Standard Oil Co. (Calif.). 1,543,433 5,024 65.4 98 Continental OilCo....... 1,172,955 = * = — 
’ ¥ 38 Doubleday & Co., Inc... 2,452,387 75,110 17.1 69 Glenmore Distilling Co... 1,518,079 — _ #¥ 99 Sunbeam Corp. . 1,141,303 34,481 85.3 
¥ 39 Radio Corp. of America. 2,441,853 152,033 25.3 y 70 Renfield Importers, Ltd. 1,495,075 46,609 17.2 ¥¥ 100 Sunshine Biscuit, Inc... 1,135,499 49,429 65.2 
¥¥ 40 Continental Baking Co... 2,436,771 74,027 54.2» » 74 Helene Curtis Industries. 1,485,355 99,557 63.9 Total «871,153,747 13,002,265 31.9 
#41 Sun OilCo...... «2,344,121 58,540 24.7 —«*72 Phillips Petroleum Co... 1,446,058  * —  *NotinNew York Newspapers 


vv 42Gulf Oil Corp... 2,218,484 = 74,413 29.4 vv 73 FirestoneTire&RubberCo. 1,401,266 9,570 32.3 


THE if NEWS, New York’s Picture Newspaper 
with twice the circulation, daily and Sunday, of any newspaper in America 
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waffle mix—L. D. Dunham, account ex- 
ecutive. 


Tatham-Laird Inc., Chicago—Kix, Trix, 
Sugar Jets, Betty Crocker muffin mix, 
Surechamp dog food (West Coast)—A. E. 
Tatham, account management; C. R. 
Standen, account supervisor; J. W. Gill, 
c. L. Brewer, E. J. Garvy, account ex- 
ecutives. 

Knox Reeves Inc., Minneapolis—Wheat- 
ies, Bisquick, Pick-A-Pack, flour division, 
institutional products division, mechanical 


division, Bisquick refrigerated biscuits, 
chemical division, special commodities 
division, soybean division—E. E. Sylives- 


tre, Wayne Hunt, R. W. Stafford, account 
management; R. H. Burbank, J. H. Sarles, 
W. S. Wheeler, H. W. Wiison, account 
supervisors; Gordon Anderson, Floyd An- 
drews, Curt Melby, T. Kilbride, Ralph 
Klapperich, V. L. Wiley, account execu- 
tives. 


Henri, Hurst & McDonald, Chicago— 
Ready-to-Bake-Foods (Puffin biscuits)— 
Walfred Johnson, account supervisor; Joe 
Probst, account executive. 


Klau-Van Pietersom-Dunlap, Milwaukee 
—feed division (Larro feeds)—D. D. Dil- 
worth, account supervisor; John Finley, 
account executive. 

E. W. Reynolds, Toronto—Canadian 
products—C. W. Reynolds, account super- 
visor; G. S. Anderson, R. G. Platt, R. 
Robertson, account executives. 


General Motors Corp. 


General Motors Corp., Detroit, 
has the largest sales volume of all 
US. corporations and is the larg- 
est advertiser, with estimated total 
expenditures of $162,500,000 in 
1956, of which $115,899,248 was in 
measured media. In 1955, total ad 
expenditures were about $170, 000,- 
000, with $122,381,000 spent in the 
measured media. 

Expenditures fell 5.2% in the 
measured media as sales skidded 
throughout the auto industry last 
year following record highs in 
1955. GM spent about $5,000,000 
more in network television in 1956, 
but reduced its newspaper adver- 
tising by approximately $9,000,- 


In six media listings—general 
and farm magazines, outdoor, 
newspapers, spot tv and network 
tv—GM’s top spenders among its 
44 divisions and subsidiaries were 
the following (figures in millions) : 
Chevrolet cars and parts, $32.1; 
Buick, $16.6; Oldsmobile, $15; Pon- 
tiac, $11.4; Chevrolet trucks, $6.4; 
Cadillac, $6.7; and Frigidaire, $5.1. 


s In the measured media, passen- 
ger car and truck advertising came 
to about 80% of GM’s total, a 
figure it has maintained for the 
past several years. 

Total sales of the huge corpora- 
tion were off about 13% last year, 
compared to 1955—from $12.4 bil- 
lion to $10.8 billion. Car and truck 
sales dropped slightly less than 
22%, but GM increased its share 
of the U.S. passenger car market 
from 50.24% in 1955 to 52.2% in 
1956, the largest share it has ever 
obtained. Predictions are it will not 
do as well, percentagewise in 1957. 
After six months, GM’s output was 
45.8% of the industry total. 

General Motors sales have 
climbed in recent years from a 
1950-52 plateau of around $7.5 bil- 
lion. Net sales went to $10 billion 
in 1953, $9.8 billion in 1954, and 
the record $12.4 billion in 1955 be- 
fore backsliding a little last year. 


® Net income for the corporation 
in 1956 was $847,396,000, compared 
with $1,189,477,000 in 1955. De- 
fense products accounted for 5% 
of GM’s total sales last year, com- 
pared with 7% in 1955. 

All lines of GM cars had less 
sales in 1956 than in 1955. Chev- 
rolet sales were 1,619,578 units last 
year and 1,821,695 units the year 
before. Chevvy out-produced the 
Ford auto, however. About one 
out of every four cars manufac- 
tured in the U.S. last year was a 
Chevrolet; 
about 23.6% of the total output. 


| staff. Advertising, subject to pol-| 


Chrysler’s sales were about 44% 
higher. 

In uddition to taking about half 
the auto market, GM is the biggest 
single factor in diesel engine pro- 
duction. Through its Electro-Mo- 
tive division it accounts for three- 
fourths of all railroad locomotive 
sales. It also sells about 80% of 
all U.S. buses, handles at least a 
quarter of the automotive parts 
business and, through General | 
Motors Acceptance Corp., does a 
sixth of all auto financing. 

Its Euclid division, manufactur- 
er of earth-moving equipment, 
continues to grow in importance, 
and will soon have its third U.S. 
plant near Hudson, O. 


= Late in 1956 the Frigidaire di- 
vision made a bid for a bigger 
share of the appliance market by 
introducing the “Sheer Look”— 
straight lines and squared-off cor- 
ners. The styling has been widely 
copied by others in the industry. 
Frigidaire is reportedly second in 
the industry in sales—behind Gen- 
eral Electric—although the entire 
appliance industry dropped in 
sales in 1956. 

With foreign car sales in this 
country nearly 100% above last 
year, General Motors announced 
in June that it will market two of 
its foreign-built cars in the U.S. 
beginning in September. The 
Vauxhall Victor, built in England, 
will be distributed here by Pon- 
tiac dealers. West Germany’s Opel 
Rekord will be distributed by Bu- 
ick dealers. 


@ MacManus, John & Adams, 
Bloomfield, Mich., Pontiac’s agen- 
cy, is expected to handle U.S. ad- 
vertising for the Vauxhall, and 
Kudner Agency, New York, will 
probably get the Opel account 
along with Buick. 

Marketing will begin on the At- 
lantic Coast, and later on the Pa- 
cific Coast, the two top areas for 
foreign cars, before nationwide 
distribution begins. 

The corporation manufactures 
three autos in its overseas plants, 
the Opel, Vauxhall and Holden 
(Melbourne), and GM has spent 
over $200,000,000 in modernization 
and expansion of its foreign oper- 
ations in the past three years. To- 
tal overseas sales of the three cars 
last year was 398,141 units, an 
increase over the 1955 total of 392,- 
948. 


= General Motors demonstrated 
its “management in depth” last 
year as an estimated 25% turn- 
over of top executives caused 
hardly a noticeable ripple in the 
corporation. Included in _ the 
changes were the retirements of 
Board Chairman Alfred P. Sloan 
(replaced by Albert Bradley) and 
four of the 30 vps. Buick division’s 
general manager, Ivan Wiles, was 
named to the new post of exec vp 
for dealer relations. E. T. Ragsdale 
took over the top post at Buick. 

GM is the classic example of a 
large corporate structure in which 
the component divisions have con- 
siderable latitude in administra- 
tion of their own marketing and 
sales operations, subject to general 
direction from policy committees 
at the top. 


® Day to day GM marketing pol- | 


In November, 1956, GM set the 
pace for the rest of the industry 
by abandoning the 30-year-old 
practice of assessing dealers for 
co-op advertising. The corporation 
now pays the entire cost of co-op 
ads and tacks the added expense 
onto the list price of each auto 
($20-$50, depending on the line). 

This change was attributed to 
GM’s desire to avert an impend- 
ing test with the Justice Depart- 
ment on the legality of the now 
abandoned practice. 

General Motors’ legal staff also 
has been kept busy on other mat- 
ters as the government continues 
to study the extensive corporate 
structure of GM. In July, 1956, 
the government instituted a civil 
antitrust suit charging the corpo- 
ration with monopolizing the man- 
ufacture and sale of buses. The 
suit is pending. 

GM hit the headlines in June of 
this year when the Supreme Court 
decided that Du Pont’s ownership 
of 23% of GM stock was a viola- 
tion of the Clayton Antitrust Act. 
Significance of this decision is still 
being debated. 


= Leading sales and marketing 
personnel changes in the past year 
at GM include F. H. Murray’s ap- 
pointment as general sales man- 
ager of the Cadillac division, re- 
placing J. M. Roche, who took over 
as vp and general manager for 
Cadillac. L. A. Grobe replaced L. F. 
Carlson as director of advertising 
for Oldsmobile, and E. H. Bick re- 
placed T. L. Guarniere as mer- 
chandising manager for the De- 
troit Diesel Engine division. 

Only one agency change took 
place last year: the Electro-Mo- 
tive division in May changed from 
the Kudner Agency to Marsteller, 
Rickard, Gebhardt & Reed, Chi- 
cago. 

Here is a tabulation, by divisions, 
of General Motors marketing and 
advertising personnel, and meas- 
ured media expenditures for the 
major divisions: 


GENERAL MOTORS CORP. 
ADVERTISING EXPENDITURES 


1955 1956 
Newspapers... $62,587,251 $53,778,652 
Magazines $23,918,557 24,289,733 
Farm Publications .. 2,490,946 1,800,603 
Busi Publicati 2,276,100 2,510,500 
Network Television 14,077,573 19,086,646 
Spot Television . 3,487,860 
Network Radio —— 
Outdoor ....... , 10,945,254 
Total Measured ‘122 ,381,860 115,899,248 
Total Unmeasured 48,000,000 46,600,000. 
Estimated Total 
Expenditure ......170,381,860 162,499,248 


BUICK MOTOR DIVISION 
(Flint, Mich.) 


MARKETING PERSONNEL 
Sales 
A. H. Belfie, General sales manager 
E. C. Kennard, assistant general 
manager 
J. L. Bradshaw Jr., assistant general 
sales manager (Chicago) 
Robert F. Blair, assistant general sales 
manager (New York) 
Advertising 
Glenn D. Wilson, director of merchan- 
dising 


ADVERTISING AGENCY 
Kudner Agency, New York—S. H. Rich- 
ards, account executive; Martin B. Rice 
and R. D. Kudner, Detroit contacts. 
ADVERTISING EXPENDITURES 


1956* 

Newspapers - $11,166,875 

Magazines , - 2,563,697 

Farm Publications . eco 186,360 

| Network Television ... 2,459,462 
| Spot Television 75,970 
| Outdoor - 139,680 
Total Measured 16,592,044 


icy for cars and trucks is super- | 
vised by William F. Hufstader, 


vp in charge of the distribution | 
| 


|icy direction by the operations pol- | 


Ford production was | 


The corporation’s net sales for | 


the first quarter of 1957 totaled 
$3.07 billion, slightly higher than 
the $3.06 billion reported for the 
like period in 1956. But compari- 
son shows that GM has lost ground. 
Ford Motor Co. reported net sales 
up 27% for the same period, and 


icy committee, is administered in 
three ways: through each division 
by its advertising manager or as- 
sistant sales manager; through the 
vp in charge of public relations 
(A. G. DeLorenzo) for institu-) 
tional advertising; and through | 
Howard E. Crawford, director of | 
the corporate sales section, for! 
shows, exhibits and other sales 
promotional activities. 

Henry C. Botsford, assistant di- 
rector of advertising under Mr. 
Crawford, oversees divisional ad- 


R. 
vertising for the distribution staff. | 


*Figures for 1955 were not broken down 
for this division. 


CADILLAC MOTOR CAR 


DIVISION 
(Detroit) 
MARKETING PERSONNEL 
Sales 

F. H. Murray, general sales manager 
W. E. Fields, assistant general sales man- 

ager 
E. F. Upson, assistant general sales man- 

ger 


Advertising 


W. T. LaRue, merchandising manager 


(advertising) 


ADVERTISING AGENCY 
MoecManus, John & Adams, Bloomfield 
Hills, Mich.—Charles F. Adams, account 
supervisor 
A. Roy Barbier, account executive. 
George K. Mitchell, William G. Bishop, 


unt executives. 


E. Field and R. W. Heizer, assistant ac- | 


*Figures for 1955 were not breken down 
for this division. 


MARKETING PERSONNEL 
Sales 
Willis E. Fish, general sales manager 
K. E. Staley, executive assistant sales 
manager 
E. P. Feely, assistant general sales man- 
ager (eastern) 
. W. Famular, assistant general sales 
manager (western) 

H. P. Sattler, assistant general sales man- 
ager (commercial and truck operations) 
Advertising 

W. G. Power, advertising manager 
J. S. Clark, Jack Izard and Bruce G. 


Advertising Age, August 19, 1957 


CHEVROLET MOTOR PONTIAC MOTOR DIVISION 
DIVISION (Pontiac, Mich.) 
(Detroit) MARKETING PERSONNEL 
ADVERTISING EXPENDITURES ales 
1956* 4 V. Bridge, general sales manager 
Newspapers $ 3,776,218 | B. Kissam, assistant general sales 
Magazines .... 2,404,139 manager 
Network Television ........0....c00 42,902; E. J. Chapman, assistant general sales 
Ee 580 manager (New York) 
Outdoor 500,734, R. E. Thompson, assistant general sales 
ee ee 6,724,573| manager (Chicago) 


E. R. Pettengill, director of coordination 
of manufacturing and distribution 
Advertising 
B. B. Kimball, advertising manager 
William H. Taylor, assistant advertising 
manager 


ADVERTISING AGENCY 
MacManus, John & Adams, Bloomfield 
Hills, Mich.—Hovey Hagerman, account 
executive; J. H. Graham, assistant ac- 
count executive; Colin H. John, account 
manager. 


ADVERTISING EXPENDITURES 


Overbey, assistant advertising 
Robert D. Lund, national sales promotion 
manager 


ADVERTISING AGENCY 
Campbell-Ewald Co., Detroit—Colin 
Campbell, general account executive. 


tive 


executive (Detroit) 

Richard L. Eastland, radio & tv account 
executive (Hollywood) 

Arthur R. Ross, 
executive (New York) 


ADVERTISING EXPENDITURES 


Newspapers 
Magazines 
Farm Publi 
Network Television 
Spot Television .... 
Outdoor .. mraghene 

Total Measured - 


for this division. 


FRIGIDAIRE DIVISION 
(Dayten) 


MARKETING PERSONNEL 
Sales 

C. H. Menge, general sales manager 
W. H. Anderson, H. T. Mattern and H. J. 

Miller, assistant general sales managers 

Advertising 

W. F. Switzer, merchandising manager 
| R. C. Wright, advertising manager 

Insco Williams, supervisor of displays, 
| exhibits and demonstrations—merchan- 
| dising department 


ADVERTISING AGENCY 
Kudner Agency, New York—appliances 
}and room air conditioners—Wm. A. Mac- 


Donough, account executive; Myron P 
Kirk, radio and tv director. 
Kircher, Helton & Collett, Dayton— 


air conditioning and commercial refriger- 
ation—Ralf Kircher, account supervisor; 
W. B. Metcalfe, associate account super- 
visor; J. J. Westerman Jr., account ex- 
ecutive. 


ADVERTISING EXPENDITURES 


Newspapers 
ee 
Farm Publications . 
Network Television 
Spot Television ....... 

Total Measured .... 
*Figures for 1955 were not broken down 
for this division. 


OLDSMOBILE DIVISION 
(Lansing, Mich.) 


MARKETING PERSONNEL 
Sales > 
Victor H. Sutherlen, general sales man- 


G. J. Clemeson, assistant general sales 
manager (East) 

Ss. F. Mehring, 
manager (West) 

J. J. Dobbs, executive assistant to gen- 
eral sales manager 

B. N. Barber, general merchandising man- 
ager 


assistant general sales 


Advertising 
L. A. Grobe, director of advertising 
C. Douglas Barker, assistant advertising 
manager 
M. J. Seaton, sales promotion manager 


ADVERTISING AGENCY 
D. P. Brother & Co., Detroit—Guy S. 
Warren Jr., account supervisor; Val Cor- 
radi and Sheldon Moyer, account execu- 
tives. 


ADVERTISING EXPENDITURES 


1956* 

Newspapers $ 8,291,374 
0 ee 1,413,158 
Farm Publications . 91,545 
Network Television 1,868,315 
Spot Televishom oe cccccccccceeeeeene 1,516,611 
Outdoor 863,729 

Oe 15,044,722 


* Figures for 1955 were not broken down 
| for this division. 


Walter F. McCarthy, associate account 


Hugh L. Lucas, radio and tv account 


radio & tv account 


*Figures for 1955 were not broken down 


1956* 

Newspapers $ 5,914,635 
Magazi . 2,545,179 
Farm Publications ............ 85,280 
Network Television 1,957,849 
I it rrreittincatliy 544,780 
Outdoor ... ie 399,868 

Total Measered oo... cm 11,447,501 


* Figures for 1955 were not broken down 
for this division. 


executive 

eee, TherahMl, cocount cuemutive/ AO SPARK PLUG DIVISION 
Milton J. Sandling, t tive (Detroit) 

(sales promotion) MARKETING PERSONNEL 
Harry J. Van Deusen Jr., account ex- Sales 

ecutive (used cars) E. H. Francois, sales manager replacement 
William F. Armstrong Jr., account ex- sales 

ecutive (special programs) K. K. McGarvey, sales manager equip- 
Genevieve Hazzard, account executive ment sales 

(women’s programs) A. S. Holmes, manager national accounts 
Thomas A. Tucker, account executive sales 

(field coordinator) G. R. Work, general merchandising man- 
J. F. Bracken, assistant account execu- ager 


Advertising 
W. J. Oldfield, advertising manager 


ADVERTISING AGENCY 
D. P. Brother & Co., Detroit—All prod- 
ucts—Thomas J. King, account supervisor; 
Victor W. Canever, account executive. 
Total measured advertising expendi- 
tures (1956): $3,527,125 


ALLISON DIVISION 
(Indianapolis) 


MARKETING PERSONNEL 
Sales 
E. M. Deckman, commercial sales man- 
ager—engines 
Cc. E. Dixon, sales and service manager— 
aeroproducts operations 
Advertising 
Roger Fleming, advertising manager and 
director of public relations 


ADVERTISING AGENCY 
Kudner Agency, New York—F. M. Ze- 
der, account executive; J. H. Sheldon, 
executive representative, Detroit. 
Total measured advertising expendi- 
tures (1956) $350,801 


CENTRAL FOUNDRY DIVISION 
(Saginaw, Mich.) 


MARKETING PERSONNEL 
Sales 
James H. Smith, general manager 
Advertising 
L. L. Shafer, sales manager 


ADVERTISING AGENCY 
Price, Tanner & Willox, Saginaw, Mich. 
—Robert F. Price, account executive. 


CLEVELAND DIESEL ENGINE 


DIVISION 
(Cleveland) 


MARKETING PERSONNEL 
Sales 
R. D. Williams, general sales manager 
K. O. Keel, government contract 
manager 


sales 


Advertising 
Frank A. Uniack, advertising manager 
and director of public relations 


ADVERTISING AGENCY 
Kudner Agency, New York—Frank 
O'Neil, account executive; J. H. Sheldon, 
executive representative, Detroit. 


DELCO APPLIANCE DIVISION 


(Rochester) 


MARKETING PERSONNEL 
Sales 
William J. Wagner, appliances sales man- 
ager 
John T. Tighe, appliances assistant sales 
manager 
Thomas J. Affleck, heating equipment 
sales manager 
Advertising 
J. R. Williams, advertising and sales 
promotion manager 


ADVERTISING AGENCY 
Ed Wolff & Associates, Rochester—Ear! 
B. Holdren, Lawrence Sterling and Rich- 
ard W. Kinney, account executives. 
Total measured advertising expenditures 
(1956) $96,443 


DELCO PRODUCTS DIVISION 
(Dayton) 


MARKETING PERSONNEL 
Sales & Advertising 
F. G. Carpenter, general sales 
R. W. Scott and J. R. Lakin 
assistant general sales managers 


ADVERTISING AGENCY 


Campbell-Ewald Co., Detroit—M. Craig 
Miller, account supervisor; Robert L. 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


As a population center and as a market, Metropol- either maintained or gained Northern California 
itan Oakland continues to maintain top position in 


leadership in the following retail sales classifications: 
Northern California. The last issue of Sales Manage- 


P : food; drugs; automotive; gasoline service stations; 
Yes, it is important to recognize 


: ment’s “Survey of Buying Power” shows that the furniture and household equipment; and building 
Metropolitan Oakland's 

ne area, which includes all of Alameda County, has materials. 
commanding size as a ; 
market. It is equally important NORMAN E. Mork, Vice President 
to remember this fact: COMPTON ADVERTISING, INC., San Francisco 


ONLY THE 


Oakland ribune 


COVERS METROPOLITAN OAKLAND* 


Daily 208,852 
Sunday 235,354 
ABC Publisher’s Statement 


March 31, 1957 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


*65% of the more than 250,000 families in Metropolitan Sa wat * = 
Oakland (Alameda County) are Tribune subscribers. SSS ee 
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Chope, account executive; Marshal E. 
Templeton, merchandising & sales promo- 
tion 


Total measured advertising ai- 


Advertising 


W. B. Adsit, public relations vp 


ADVERTISING AGENCY 
Cc 


tures (1956) $284,215 


DELCO RADIO DIVISION 


(Kokomo, Ind.) 
MARKETING PERSONNEL 
Sales 


Howard Stelzl, dir., sales & engineering 
D. A. Sandberg, sales manager 
Advertising 
Howard Stelzl, dir., sales & eng. 
ADVERTISING AGENCY 

Campbell-Ewald Co., Detroit—M. Craig 

Miller, account supervisor and account ex- 

ecutive; Marshal E. Templeton, merchan- 

dising and sales promotion. 


DELCO-REMY DIVISION 


(Anderson, Ind.) 
MARKETING PERSONNEL 


Sales 
J. H. Bolles, director of sales and en- 
gineering 
P. E. Bardsley, general sales and service 


Howard Birt, advertising manager 
ADVERTISING ae conte 
Campbell-Ewald Co., Detroit—M. 
Miller account supervisor and account 
executive 
Total measured advertising expendi- 
tures (1956): $1,187,914 


DETROIT DIESEL ENGINE 
DIVISION 


(Detroit) 
MARKETING PERSONNEL 
Sales 
R. E. Hunter, general sales manager 
E. H. Bick, merchandising manager 
Advertising 
Donald J. Clymer, advertising manager 
D. W. Radebaugh, sales promotion man- 
ager 
ADVERTISING AGENCY 
Kudner Agency, New York—Frank 
O'Neil, account executive; J. H. Sheldon, 
executive representative, Detroit. 


ELECTRO-MOTIVE DIVISION 
(La Grange, Il.) 
MARKETING PERSONNEL 


Sales 
R. Turner, director of sales 
E. Rennix, general sales manager 
H. Gardner, assistant general sales 
manager 


P. 
Vv. 
M. 


Advertising 
Volney B. Fowler, director of public re- 
lations 
ADVERTISING AGENCY 
Marsteller, Rickard, Gebhardt & Reed 
Chicago—A. W. Cowles, account super- 
visor; John Timon, account executive. 


EUCLID DIVISION 


(Cleveland) 
MARKETING PERSONNEL 
Sales 
V. L. Snow, director of sales 
J. W. Bi ist, d tic sales manager 


A. 8S. McClimon, sales development man- 
ager 
Advertising 
R. E. Keidel, advertising & sales promo- 
tion manager 
ADVERTISING AGENCY 
Richard T. Brandt Inc., Cleveland— 
A. W. Lehman, account executive; Charles 
D. Burdette, assistant account executive. 
Total measured advertising expendi- 
tures (1956) $187,880 


FISHER BODY DIVISION 


(Detroit) 
MARKETING PERSONNEL 
Sales 
J. E. Goodman, general manager 
Advertising 
Carl O. Uren, advertising manager 
ADVERTISING AGENCY 
Kudner Agency, New York—Edward J. 
Owens, account executive; J. H. Sheldon, 
executive representative, Detroit. 
Total measured advertising expendi- 
tures: (1956) $1,159,677 


FRIGIDAIRE PRODUCTS OF 
CANADA LTD. 


Tow 


(Terente) 
MARKETING PERSONNEL 
Sales 
S. Lundy, general sales manager 
W. Garlick, appliance sales ge 
Cc. J, Feaver, assistant sales manager 
Advertising 


R. C. Niddery, advertising and sales pro- 

motion manager | 

ADVERTISING AGENCY | 

Baker Advertising, Toronto—R. C. Bak- | 
er, account executive. 


GENERAL EXCHANGE 
INSURANCE CORP. 
(New York) | 
MARKETING PERSONNEL 
Sales 
D. W. McGinnis, sales vp 
ADVERTISING AGENCY 
Campbell-Ewald Co., New York—F. W. 
Townshend, account supervisor; John V. 
Doyle, account executive. 


GENERAL MOTORS 


ACCEPTANCE CORP. 
(New York) 
MARKETING PERSONNEL 
Sales 


W. G. Schick, sales vp 


pbell-Ewald Co., New York—F. W. 


hend t supervisor; John V. 
Doyle, account supervisor. 


GENERAL MOTORS OF 
CANADA LTD. 
(Oshawa, Ont.) 
MARKETING PERSONNEL 


Sales 
E. J. Umphrey, vp, director of sales 
W. D. Fielding, assistant director of sales 
—eastern 
L. A. Hastings, assistant director of sales 
—western 
Advertising 
D. M. Mackinnon, advertising 
ADVERTISING AGENCY 
MacLaren Advertising, Toronto—E. V. 
Rechnitzer, account supervisor. 


r 


GENERAL MOTORS DIESEL 


LTD. 
(Lendon, Ont.) 
MARKETING PERSONNEL 
Sales 
W. M. Warner, general sales manager 
Advertising 
H. R. McKnight, manager advertising and 
sales promotion 
G. B. Chesney, advertising specialist 
ADVERTISING AGENCY 
McKim Advertising Ltd., Toronto— 
W. H. Fleischman, account supervisor; 
Dave Lakie, account executive. 


GENERAL MOTORS OVERSEAS 


OPERATIONS DIVISION 
(New York) 
MARKETING PERSONNEL 


Sales 
George D. Riedel, vehicle sales manager 
’ Advertising 
J. W. Griswold, director of public rela- 
tions 
ADVERTISING AGENCY 
Robert Otto & Co., New York—Monte 
Johnson, account executive. 


GMC TRUCK & COACH 
DIVISION 
(Pentiac, Mich.) 
MARKETING PERSONNEL 
Sales 

R. C. Woodhouse, general sales manager 

—trucks 
E. P. Crenshaw, general sales manager— 

coaches 

Advertising 

H. T. DeHart, merchandising manager— 

trucks 
E. W. Hall, advertising manager—coaches 

ADVERTISING AGENCY 

Kudner Agency, New York—J. W. Mil- 
lard and Lester S. Rounds, account ex- 
ecutives; J. H. Sheldon, executive repre- 
sentative, Detroit. 

Total measured advertising expendi- 
tures (1956): $2,114,397 


GUIDE LAMP DIVISION 
(Andersen, Ind.) 
MARKETING PERSONNEL 
Sales & Advertising 
Scott R. Conwell, director of sales and en- 

gineering 
J. E. Turnquist, sales manager 

ADVERTISING AGENCY 

D. P. Brother & Co., Detroit—Thomas 
J. King, account supervisor; David Wines, 
account executive. 

Total measured advertising expendi- 
tures (1956): $712,041 


HARRISON RADIATOR 
(Leckpeort, N. ¥.) 
MARKETING PERSONNEL 
Sales 
Edward J. Reilly, general sales manager 
Advertising 

D. Russell Swick, advertising manager 
ADVERTISING AGENCY 
D. P. Brother & Co., Detroit—Thomas 
J. King, account supervisor; Richard Iliff, 
account executive. 


HYATT BEARINGS DIVISION 
(Harrison, N. J.) 
MARKETING PERSONNEL 


Sales 
John R. Gilmartin, general sales manager 
Advertising 
Cc. C. Wardell, advertisin 
ADVERTISING AGENCY 
D. P. Brother & Co., Detroit—Thomas 
J. King, account supervisor; S. C. Brown, 
account executive. 


INLAND MFG. DIVISION 


(Dayten) 
MARKETING PERSONNEL 
Sales 

M. A. Lause, general sales manager 
A. J. Fouts, sales manager, refrigeration 

and allied products 

Advertising 
M. A. Lause, general sales manager 
ADVERTISING AGENCY 

Geyer Advertising, Dayton—E. G. Frost, 
account supervisor; Norman M. Schaefer, 
account executive. 


McKINNON INDUSTRIES LTD. 
(St. Catharines, Ont.) 
MARKETING PERSONNEL 
Sales 

Ernest R. Gifford, sales manager 
W. H. Gillard and G. E. Heaton, assistant 
sales managers 
Advertising 
Martin J. Cahill, director of public rela- 
tions 
ADVERTISING AGENCY 


MORAINE PRODUCTS 
DIVISION 


(Dayten) 
MARKETING PERSONNEL 
Sales 
J. Robert Lakin, general sales manager 
Advertising 
H. D. Glass, advertising manager 
ADVERTISING AGENCY 
Campbell-Ewald, Detroit—M. Craig Mil- 
ler, account supervisor 


NEW DEPARTURE DIVISION 
(Bristol, Conn.) 
MARKETING PERSONNEL 
Sales 

R. T. Collins, general sales manager 
H. A. Offers, assistant sales manager 
Advertising 
H. W. Holdsworth, advertising manager 
ADVERTISING AGENCY 

D. P. Brother & Co., Detroit—Thomas 
J. King, account supervisor; John J. 
Remillet, assistant account supervisor; 
Robert M. Fitzgibbons, account executive. 


PACKARD ELECTRIC DIVISION 
(Warren, O.) 
MARKETING PERSONNEL 
Sales 
R. J. Montgomery, general sales manager 
Advertising 
Oo. L. Hamilton, merchandising manager 
ADVERTISING AGENCY 
Campbell-Ewald Co., Detroit—M. Craig 
Miller, account supervisor 


ROCHESTER PRODUCTS 
DIVISION 


(Rechester, N. Y.) 
MARKETING PERSONNEL 


John P. Nally, sales engineer and adver- 
tising manager 
ADVERTISING AGENCY 
D. P. Brother & Co., Detroit—Thomas 
J. King, account supervisor; Thomas W. 
Jipson, account executive. 


SAGINAW STEERING GEAR 
DIVISION 
(Saginaw, Mich.) 
MARKETING PERSONNEL 
Sales 
Harry Hawkins, director of sales and en- 
gineering 
F. M. Ison, sales manager 
Wesley Mitts, istant sales 
Advertising 
R. J. Kline, director of advertising and 
public relations 
ADVERTISING AGENCY 
D. P. Brother & Co., Detroit—Thomas 
J. King, account supervisor; S. C. Brown, 
account executive. 


UNITED MOTORS SERVICE 
DIVISION 
(Detroit) 
MARKETING PERSONNEL 
8 


E. L. Lape, general sales manager 
T. F. Plant and H. P. Schaller, assistant 
general sales managers 


Samuel A. Orr, general merchandising 
manager 


Advertising 
S. M. Cowan, advertising manager 


ADVERTISING AGENCY 
Campbell-Ewald Co., Detroit--George 
W. Davis, account supervisor; Clyde Ben- 
nett, assistant account executive; Marshal 
E. Templeton, merchandising and sales 
promotion. 


General Tire & 
Rubber Co. 


General Tire & Rubber Co., Ak- 
ron. The nation’s 98th largest ad- 
vertiser, with a total 1956 adver- 
tising expenditure estimated by 
ADVERTISING AGE at $5,400,000, of 
which $4,278,410 was in measured 
media. The 1955 ad budget, AA 
estimates, was $4,600,000, of which 
$2,704,786 was in measured media. 

General Tire is the fifth largest 
company in the rubber industry. 
Its 1956 sales were $390,471,772 
and its net income was $10,860,- 
129. This was an all-time sales 
record for the company and the 
seventh straight year of sales 
gains. It was a gain of $94,740,676 
over the 1955 sales figure of $295,- | 
731,096. The 1956 net income fig- 
ure, however, was $740,334 less 


than the 1955 profit figure of $11,- 
600,463. 

These profit figures include | 
profits of the company’s tv-radio- | 
film division for the ten months | 


ending Sept. 30, 1956. A report on|(3) a new kind of rubber air | Newspapers 


the division's profits for the re- 
Maining two months of General | 


Tire’s fiscal year, which ends Nov. | 
30, was delayed by the slowness of 
foreign audits, but are expected to 
amount to about $1,000,000. The | 
division’s sales, however, are not | 


MacLaren Advertising, Toronto—wii-|'Mcluded because “they are not 


liam Cairns, account executive. 


|tangible merchandise,” the com- 


pany says. 

Sales for the six months ending 
last May 31 total $205,968,169 and 
the estimated profit for this peri- 
od is $5,814,861. If the second half 
sales and profit results follow this 
pattern, General Tire will reach a 
total 1957 sales figure of about 
$410,000,000. 


= The company’s major line is tires 
and tubes for cars, trucks, farm 
implements, industrial machines 
and aircraft. Research, engineer- 
ing, development and production 
of these tires are carried on at the 
company’s main facilities at Akron 
and at a production plant in Waco, 
Texas. 

The next most important divi- 
sion, as far as advertising goes, is 
the RKO Teleradio Pictures Inc. 
division operating in New York 
and Hollywood. The division 
makes and distributes motion pic- 
tures for theaters and tv. It also 
owns the Don Lee and Yankee 
networks, five tv stations and sev- 
en radio stations, plus RKO Unique 
Records Co. and RKO Music Co. 

RKO’s networks and stations 
continue to be affiliated with the 
Mutual Broadcasting System al- 
though RKO recently sold Mutual 
to a Los Angeles group (AA, July 
29). 

Another important division is 
the Bolta products division in 
Lawrence, Mass. This division 
makes plastic materials for auto- 
mobiles, homes and offices; wall 
and floor coverings; laminated 
and hard rubber service equip- 
ment; plastic pipe and sheeting 
and vinyl foams. 

Two other divisions which do 
some magazine advertising are 
the Textileather division, Toledo, 
which makes vinyl coated fabrics 
and pyroxylin-coated materials, 
and the Jeannette division in Ak- 
ron, O., and Jeannette, Pa., which 
makes rubber sponge, rug under- 
lay and fatigue mats, rubber ath- 
letic goods and vinyl film and 
sheeting. 


s Of the non-advertising division 
the most important is Aerojet- 
General Corp., Azusa, Cal., which 
does research, development and 
production on rockets, missile en- 
gines, explosives and a number of 
other products for the govern- 
ment. 

Other divisions are the Atkin 
manufacturing division, Toledo, 
which does perforating for vinyl, 
metal and cloth fiber and fiber- 
board materials; A. M. Byers Co. 
division, Pittsburgh, which makes 
wrought and  flat-rolled iron, 
wrought iron pipes and electric 
furnace steel; the general metal 
products division, Cuyahoga Falls, 
O., which makes aircraft wheels, 
brakes and related mechanisms, 
and the industrial products divi- 
sion which makes mechanical 
rubber goods. 

Still other divisions are the spe- 
cial products division, Marion, 
Ind., which makes polyurethane 
foam products and glass lami- 
nates; the Respro division, Crans- 
ton, R. I., which makes vinyl ma- 
terials for luggage, handbags and 
upholstery, and the Stokes, divi- 
sion, Welland, Ontario, Canada, 
which makes supported vinyl fab- 
rics and pryoxylin coated materi- 


| als. 


s Notable new products General 


Tire marketed last year are (1) | 


the Dual 90 tire for passenger cars 


|—a tire with two separate adja- 


cent treds designed for greater 
safety, (2) the Aircat light-weight 
tire for supersonic aircraft and 


sprirg for passenger cars, trucks 
and busses. 

Foreign subsidiaries of General 
Tire are Pneus “General” S. A., 
Rio de Janeiro, Brazil (tires, 
tubes, repair materials, téxtiles 
and cord fabrics); General Tire & 
Rubber Co. of Canada Ltd., Wel- 
land, Ontario, Canada _ (tires, 
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tubes, repair materials); Indus- 
tria Nacional de Neumaticos S. A., 
Maipu, Chile (tires, tubes, batter- 
ies, belting and flooring), and 
General Tire & Rubber Co. “Hol- 
land” N. V., Amsterdam, Holland 
(tires, tubes and repair materi- 
als). 

Other foreign companies are 
General Tire & Rubber Co. (Is- 
rael) Ltd., Tel Aviv, Israel (tires 
and tubes); Compania Hulera “E]) 
Popo” S. A., Mexico City, Mexico 
(tires, tubes, batteries); Manu- 
factura Nacional de _ Borracha 
S.A.R.L., Lousado, Portugal (tires, 
tubes and repair materials), and 
“General” Fabrica Espanola del 
Caucho S. A., Torrelavega, Spain 
(tires, tubes, molded and mechan- 
ical rubber goods). 

Still other subsidiaries are Gen- 
eral Tyre & Rubber Co. (South 
Africa) Ltd., Port Elizabeth, 
South Africa (tires, tubes and re- 
pair materials); Compania Anoni- 
ma Nacional Manufacturera de 
Caucho y “Neumaticos General,” 
Caracas, Venezuela, and General 
Productos S. A., Valencia, Vene- 
zuela (rubber goods, plastics, til- 
ing). 


® The following breakdown of 
General Tire’s advertising expen- 
ditures includes $23,130 spent on 
employment advertising in» spot 
tv. 


GENERAL TIRE & RUBBER CO. 
(Akron) 
ADVERTISING EXPENDITURES 
1955 1956 
NOWSPBPETS .......000cceeee $ 46,701 $ 306,718 
Magazi 1,121,225 1,808,188 
Business Publications 150,100 172,900 
Network Television .. 67,151 186,168 
Spot Television 496,020 
DUtdOOE ooceceecccee . 1,319,600 1,308,416 
Total Measured ...... 2,704,786 4,278,410 
Estimated Un- 
measured _.......... 1,895,214 1,121,500 
Estimated Total 
Expenditure ........ 4,600,000 5,400,000 


MARKETING PE 
Sales 
L. A. MeQueen, sales vp 
Advertising 
Ralph H. Harrington, director of adver- 
tising 
John T. Ragsdale, advertising manager 
ADVERTISING AGENCY 
D’Arcy Advertising Co., Cleveland—ai! 
products (except RKO Radio Pictures— 
see below)—S. P. Seward, account super- 
visor; James Bourke and D. J. O'Neill, 
account executives. 


SONNEL 


TUBE AND TIRE DIVISION 
(Akron) 
MARKETING PERSONNEL 
A. Ray Carr, auto tire sales manager 
K. A. Dalsky, truck tire sales manager 
L. L. Higbee, trade sales manager (re- 
placement tires) 
Kenneth W. Dight, sales promotion man- 


ager 
ADVERTISING EXPENDITURES 


Newspapers $ 125,770 
Magazines ~ 1,145,149 
Business Publications ...................... 86,500 
Network Television .. 186,168 
Spot Television .. 404,920 

i 1,948,507 


RKO RADIO PICTURES INC. 


DIVISION 
(New York) 
MARKETING PERSONNEL 
Sales 
Herbert H. Greenblatt, western sales man- 
ager 
Nat Levy, eastern sales manager 
Advertising 
Ben H. Grimm, advertising manager 
Al Stern, promotion director 
ADVERTISING AGENCY 
J. Walter Thompson Co., New York. 
ADVERTISING EXPENDITURES 


1956 

SRCTVOROND  ccscccnccepeesscscerccsenencnaseccneeeanil $ 176,768 
Magazines ................. 416,074 
Spot Television 67,970 
BEE: cadtdtestendncnbecensseasisvesenninescnciantttan 660,812 


| BOLTA PRODUCTS DIVISION 
| (Lawrence, Mass.) 
MARKETING PERSONNEL 
Sales 
Sumner Trilling, sales manager 
Advertising . 
David Simonds, advertising manager 


ADVERTISING EXPENDITURES 


1956 
SE ee $ 2,232 
Magazines .... . 212,760 
| Business Publications 86,400 
SE . cencietieniagviitiencntineseintign 301,392 


TEXTILEATHER DIVISION 
(Toledo) 
MARKETING PERSONNEL 
Sales 
|G. H. McGreevy, sales manager 
| Advertising 
| Lee Mara, advertising manager 
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This is a giant molecule—the way it looks to the 
man in the lab. It’s an extraordinary structure. 
Slight changes in composition can transform it into a 
vinyl or a virus. A protein or a plastic. It’s the sub- 
ject of Scientific American’s issue for September.* 

“Giant Molecules” will do more than simply fasci- 
nate Scientific American’s audience of ‘engineers, 


technical executives and research scientists. It will 
give these men of Technical Management ideas that 
may inspire an important industrial or scientific 
breakthrough. 

This is why Scientific American appeals to Techni- 
cal Management. It fills their need for information in 
every field of science and engineering. It informs and 


*All advertising pages for this once-a-year single topic issue have been sold. 215 advertisers . . . 188 pages. 


THE MAGAZINE READ BY TECHNICAL MANAGEMENT 


entertains the man in charge of progress. The man 
who, more than anyone else, makes or influences 
today’s industrial purchasing pattern. 

Scientific American’s audience gives you a special 
opportunity . . . a way to get the attention of Techni- 
cal Management in one magazine. 

SCIENTIFIC AMERICAN, INC., 415 MADISON AVE., NEW YORK 17, 


SCIENTIFIC 
AMERICAN 
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ADVERTISING EXPENDITURES 


1956 
Magazines Ss 24,160 
a 24,160 


JEANETTE DIVISION 
(Akron) 
MARKETING PERSONNEL 
Sales 
John Reese, sales manager 
Thomas Walsh, sales promotion manager 
ADVERTISING EXPENDITURES 


1956 
BERGOTEMOS nsec cscccrserecccorecosonnessneesessvoseed 5 7,260 
Total : 7,260 


Gillette Co. 


Gillette Co., Boston, is the coun- 
try’s 15th largest advertiser, with 
expenditures estimated at $29,000,- 
000 in 1956, of which $21,155,079 
was in measured media. 


Gillette Safety Razor Co.’s share 


|holding its share of the market— 


|of the measured media budget was| and reduced earnings from abroad. 


| $7,408,280. The rest—$1,278,216— 
went to Paper Mate Co. 


® Gillette enjoyed its most suc- 
cessful year in 1956, with net sales 
rising to $200,714,707, compared 
with $176,928,594 in 1955 for an 
increase of 13%. Net after taxes in 
1956 was $31,544,304 or $3.40 per 
|share of common stock, against 
|1955 earnings of $29,031,290 or 
| $3.13 per share. 

The picture for the first half of 
1957 was not so rosy. Some 200 
workers were laid off in July, 
when razor blade inventories piled 
up. Net sales for the first half of 
1957 hit $93,803,194, against $102,- 


Biggest chunk of the measured | 933,000 for the corresponding pe- 


media funds went to the Toni di- 
vision, which spent $12,467,383 in 


riod in 1956. Earnings for the first 
six months of 1957 were $13,008,- 


television, magazines and news- 359, compared with $16,209,877 for 
papers. Tv took the biggest play, the first six months of 1956. 


with gross network time expendi- | 
tures of more than $8,000,000, cou- 
pled with a spot time outlay of 
$1,461,870. 


The head of Gillette blamed the 
57 decline on lower razor blade 
sales, a shrinking home perma- 
nent market—he said Toni was 


® In mid-1956 Gillette Safety Ra- 
zor Co. proved how important it 
thinks sports sponsorship is by 
agreeing to pay $16,500,000 to cov- 
er radio-tv rights to the baseball 
All-Star game and World Series 
for the next five years. At that 
time, A. Craig Smith, advertising 
vp for Gillette, explained that Gil- 
lette was able to renew the base- 
ball classic at a big price hike 
because the Toni division and the 
Paper Mate subsidiary would share 
the promotion and pay part of the 
bill. 

Paper Mate gave its biggest ad- 
vertising push to the new Piggy- 
Back Capri, the pen with the built- 
in spare refill. During the season, 
Paper Mate shared such tv shows 
as “Godfrey’s Talent Scouts” with 
Toni. 

Like the other cosmetics mak- 
ers, Toni kept a steady flow of 
new products rolling off the as- 
sembly line to keep the gals in- 


terested. Hush, a cream deodorant, 
joined the family in the spring of 
this year at about the same time 
Crystal Clear White Rain, a com- 
panion to White Rain shampoo, 
hit the market. Soft’ning, a new 
skin conditioning lotion, was an- 
nounced late in 1956. 

The Toni division’s No. 1 prod- 
uct is Toni itself. In the home 
wave field (a $100,000,000 market) 
Toni products (Toni, Tip Toni, 
Silver Curl, Tonette, Curlers, 
|Prom) have about two-thirds of 
| the market. 

In the lotion shampoo field (a 
$120,000,000 market) Toni’s White 
Rain is the leader. Deep Magic is 
considered one of the leaders in 
the facial cleansing field (a $75,- 
000,000 market). 

Toni leaders also include Toni 
separate neutralizer and Prom in 
the self neutralizer field. Bobbi is 
the leading pin curl permanent. 
Adorn hair spray is just entering 
this highly competitive market. 

Toni’s heavy advertising also 
made good capital out of a succes- 
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Enter Chicago’s charmed circle 
for sales...WGN-radio 


You’re in good company wher you join the nation’s smartest 
time-buyers who confidently select WGN to sell millions of 
dollars worth of goods for top-drawer clients. 


Consistent high program quality, at the lowest cost, makes 
WGN a good buy—your smartest buy today in Chicagoland! 


Advertising Age, August 19, 1957 
sion of product improvements, all 


simpler and more efficient. 

Not yet on the market are Twirl, 
self neutralizing home permanent 
for children, to be handled by 
North Advertising, Chicago, and 
Bright’ning, hair color rinse, to be 
handled by Clinton E. Frank Inc., 
Chicago. 

Over-all the company’s advertis- 
ing expenditures for 1956 and 1955 
looked like this: 


1955 1956 

Newspapers oss $2,097,957 $2,800,071 
ara 2,617,057 1,205,277 
Rosi Publicati 100,000 
Farm Publications .. 72,846 
Network Television .15,740,246 15,257,871 
Spot Television 1,782,869 
Network Radic . 
OE tienen 

Total Measured ....23,351,887 21,155,079 

Total Unmeasured 4,500,000 7,844,921 

Estimated Total 

Expenditure .......... 27,851,887 29,000,000 


Executives on the division level 
are responsible for marketing, 
sales and advertising responsibili- 
ties at this increasingly diversified 
company. The parent group oper- 
ates primarily as a holding com- 
pany though some of the divi- 
sional executives are also vps in 
the parent company. 


GILLETTE SAFETY RAZOR CO. 
(Boston) 
MARKETING PERSONNEL 
Robert S. Perry, vp for marketing re- 
search 
Sales 
Vincent C. Ziegler, sales vp 
Advertising 
A. Craig Smith, vp in charge of adver- 
tising 
J. J. Lambert, assistant advertising man- 
ager 
ADVERTISING AGENCY 
Maxon, Inc., Detroit—all products— 
Lou R. Maxon, account executive. 


ADVERTISING EXPENDITURES* 


1956 
Newspapers $ 679,561 
_ SRE 87,002 
Business Publications ............ 100,000 
Network television .................. 6,471,717 
i EEE 70,000 
Total Measured .................... 7,408,280 
TONI DIVISION 
(Chicago) 
MARKETING PERSONNEL 
Sales 
Walter G. Willie, sales vp 
Advertising 


M. N. Sandler, vp in charge of adver- 
tising, brand promotion and market 
research 


ADVERTISING AGENCY 

North Advertising, Chicago—Toni, Tip 
Toni, Silver Curl, Tonette, Curlers, Prom, 
Deep Magic, Adorn—Charles P. Hirth, in 
charge of account services; B. W. Cooper 
(Toni and Tip Toni), Austin D'Alton 
(Silver Curl, Adorn, Tonette), Kerry F. 
Sheeran (Prom), James Mackin (Curlers) 
and James Green (Deep Magic), account 
directors. 

Tatham-Laird, Chicago—White 
Bobbi, Hush—Guy Mercer, 
pervisor. 

Clinton E. Frank Inc., Chicago—Pam- 
per shampoo, Tame hair rinse—Hill 
Blackett Jr., account supervisor. 


Rain, 
account su- 


ADVERTISING EXPENDITURES* 


1956 
SED: sneennnienntionntnenson $1,758,196 
SIRT... cxrnesetadenignntiennccnects 1,088,830 
Network Television .................. 8,158,487 
Spot Television ......... 1,461,870 
Total Measured ooo. 12,467 383 


PAPER MATE CO. 
(Chicage) 
MARKETING PERSONNEL 
Thomas Casey, vp in charge of sales 
Advertising 
E. Ettinger, vp 
ADVERTISING AGENCY 
Foote, Cone & Belding, Chicago—all 
products—Milton Schwartz, account ex- 


ecutive. 
ADVERTISING EXPENDITURES* 
1956 

NOWSPAPOTS —oireccccssesens $ 371314 
Magazines minenpienauateonten 29,445 
| Network Television _.......... 627,567 
| Spot Television wavoconqnosasece 249,990 

Total Measured ................... 1,278,316 


|. Figures for 1955 were not broken down 
| separately for this division. 
| 


B. F. Goodrich Co. 


The B. F. Goodrich Co., Akron, 
‘the nation’s 66th largest advertis- 
‘er, chalked up total expenditures 
in 1956 of $11,500,000, of which 
$5,144,413 was in measured me- 
\dia. The company invested about 
‘the same amount of money in 
/1955 but AA underestimated total 
ad expenditures in that year by 
|several million. Goodrich invested 


designed to make home waving 
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FWG SEPTEMBER ADV. LINAGE 


AND REVENUE UP FOR THE 
FOURTH CONSECUTIVE YEAR. 
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FAWCETT WOMEN’S GROUP 
TRUE CONFESSIONS ¢ MOTION PICTURE ‘ 
67 WEST 44TH ST.. NEW YORK 36. N.Y. 
cricaco MIAM! LOS ANGELES SAN FRANCISCO 
win’ stele. 


FOR THE FIRST NINE 
MONTHS OF 1957, REVENUE UP 16.3%... 


LINAGE UP 13.1% 


2: 
Th, 
i 
x 
7 . 
ra 
i : 
; Ps 
a 
- J 
” 
J 
Pi ail 
Pel OPM Somer 7s 
nee n 
tas 
", 
%, 
. , 
ad 
, 
a 
err" 


| al iho i Z RAR ON ys ear gsr. Umi th el ce a Ta on Sagem oP" 2g SG Se) ae ec i, RP Dams Se Se na Rs Tce ache ten  S  S sal ari ee Fe ae eS en oe 
eer ~ = ; 4 b ap orien thon) REPT eth Sen aan Mle, “18% Ree ig | oh 0 2 hy Ae 4 OT ng ea oe ey SOE eth I A tee eat aaa sn pies a he pe 2 ey ae". ee 
ig {aaa ; Se ee BAe MR ae mE eee Se gic ee Pas ee i a ai a We. Piatee ails Vo ay) ee a a ee pie Bim eRe 3 cm ee re, re hi ta ee : ~~ bet 4 
ge eis eke ame ye i are <a a ea Bae os 0 heey Aa ee Sgt le a mae ace So ee eS ee enter are ki Pig ase es Se See * a aoe me 
ts ‘ ay “ue meaner 4 Sante Ni ai : “el ee an we oleeareg ys ORs ee ne tema Demat «tose ea esas ae ae Sh eee % ey Py cn ew ea ey Smet h, coicietncie A le ts 3 vn ERS ooh aan "St 
Bae pe 1... rigid fot: he 2: “SOREN Rey at aa Wistar  eneg reat netr oer are ae CR: See ag REE so PS es). ot er ee ea ae o- ga | MMR re US eg aes Ne 
ee Sa 2 eee SH Net iene (ee ; ; ais ed Caett au. : ee eae ae Tee okra ain : pee cc eh ws -— ce ee Se ate ga aes a Mer aera “pS caae anime as Feeley a a ae Stele oe 
; at: 
; ae 
eo a oe 
} Be E 
: Pie dues *! 
Lie 
| ae ; 
} Pele 
i hie ae 
- ea 
| ies i 
| F Read 
. aan 
j ina 
| Se Sas 
| “2 ae 
. . Piss 
} sage on 
oy eae 
: ae | 
eee 
pai AO 
| an eats 
= a a - eae * 
© e——_ 42> see 
ee 
Sipe sat 
. A a. eee 
5. aes 
5 7 
he » 
Po a id 
| pee” 
» 
- ee 
all ae 
i , aia 
; ' 
| 2 
apts 
|| 
; Ri 
» E | : a ae 4 
a: isa 
{) %2: ee 
Bee SN 
- Xe an 
7 POAT yy ” as on “4 
“Me... eae 
o: i nade 
* + sebeaaetee 
| ee ene ees 
: - ey ee 
« I pe 
' Tae 
7; eas 2 
a i ess 
: pr eas 
3 ; Be a Ee 
. ' ee aan. 
| Poire, ae 
ie 
; ? 
; eae, 
1S iecle Aee 
a ss 
f ie ee 
f us : : i 
‘ : eae 
$3 a 
: Omen w ©, 
" 3) ee 
f : he 
oie 
im ee aie. 
i eet yi 
Pats oe 
\ i eae te, 
: aan ¢ 
e] ies Keg 
3 eee 
%y Peg sine 
te , 1! hema! eg 
' eee: 
ew 
y : ei. ¥ arn 
ed in 2 
: | Bee © 
me , 
: } aa. ere 
% pe eas 
: 
& a roe 
1 igs aa 
; ; Reg i. 
: Bee re 
‘ + eens 
x ta ee See 
ANS es Pa 
E os See 
‘ tes RE 
Bs at ie rere 
% a a eo 
a 2 cay Ne 
é %. 
; : 
‘ , 
' 16s ce 
me: i ace ve 
i 
- 
i 
: | or 
a 
ris 
ae 
: ae 
“Mg : ae 
igh £ eee © on . “ . : 4 tai ' ‘mgt nae 
ee. , * * \ ea yee 
Y see a ai : a) cg oa ARC as Se ar hee, i ee a Te 
ieee x Soha miei ane ee i peo ae 
sig ng set isis Se ro ssepieacnias aes ie ra) 
Bete | ig: 2 aie pea ¥ Ci Nig a.) ee ea ee ee ay Se eee ea a ae, Segue eer 7 & z Sees Ses See i ~ see tors nc a 
€ Cw’ tT owe Sen 2 rer ee ne ge 8 ‘ Wein <a =k ene ah. gs PS gr Ae See oe ee A a “| eae ai ae Eo ie, a ae ee RM GS ele TT lh Sik madi gu Mince Cae fee ere), «hg ae 


re 


112 


$4,462,058 in measured media in 
1955. Many of the company’s ad 
dollars go into co-op advertising 
with its dealers, and are impossi- 
ble to measure. 

The company’s net sales and 
net income last year were below 
the record totals recorded in 1955, 
but 1956 still turned out to be the 
second best year in Goodrich’s 
history. Sales in 1956 amounted 
to $724,168,401, down 4.1% from 
55 sales of $755,016,879. Net in- 
come last year hit $43,765,431, as 
compared with $46,662,127 in 
1955. Goodrich attributed the dip 
in income and sales to the reduc- 
tion in passenger car production, 
and the reduced selling prices 
of “Geon” vinyl resins and other 
products. 

Estimated first quarter sales 
this year were $183,684,493, com- 
pared with $180,295,218 for the 
first three months of 1956, a 1.9% 
increase. Estimated net income 
hit $10,160,824 for the first quar- 
ter this year, a slight increase 
over the $10,082,972 reported for 
the same period last year. 


® Goodrich produced a new line 
of 14” and 15” passenger tires last 
year. This spring, the company 
introduced the mew Goodrich 
Life-Saver nylon tubeless tire 
with “puncture sealing” and an 
improved safety thread. 

A broad new field for B. F. 
Goodrich Chemical Co. will be 
opened with the completion of a 
new plant in October at Calvert 
City, Ky., for the manufacture of 
a completely new line of specialty 
acrylic polymers which will per- 
form the function of thickening 
agents. 


Uses include textile sizes, bind-| m 


ers for foundry, core sand, floc- 
culating agents and additives for 
pharmaceutical, cosmetic and la- 
tex paint formulations. The prod- 
ucts will be marketed under the 


trade names “Carbopol” and 
“Good-rite.” 
® Goodrich, the fourth largest 


rubber company in the world, 
completed additions to its Los 
Angeles plant last year. A major 
addition to the Miami, Okla., 
plant, which makes “off-the- 
road” type tires for earth movers 
and other heavy construction 
equipment, will be completed this 
summer. 

Among other new products in- 
troduced by the company last 
year were “Plastilock,” a bonding 
material used for the first time 
in aviation history to replace 
rivets in many of the primary 
structures of the new B-58 super- 
sonic bomber, “The Hustler,” a 
new type of airplane disc brake; 
a new line of Texfoam latex mat- 
tresses, and Omni-environmental 
full pressure suits (produced for 
the Navy). ‘ 

In May of this year, the com- 
pany promoted D. W. Gates, mer- 
chandising manager, Associated 
Lines of B. F. Goodrich Tire Co., 
to the new post of manager of 
automotive chain store sales of 
the associated tires and acces- 
sories division. Mr. Gates was 
succeeded by Grover C. Clark, 
formerly advertising and _ sales 
promotion manager, Associated 
Lines. Robert O. Howard, former- 
ly a member of the merchandis- 
ing department, moved into Mr. 
Clark’s former job. 

The only change in the agency 
setup occurred in July, 1957, 
when Goodrich International 
named Gotham-Vladimir Adver- 
tising, San Juan, to handle pro- 
motion of its Safe Driver’s League 
in Puerto Rico. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers ......8 TI7286 § 743,741 
Magasines ....... 1,627,764 1,748,473 
Farm Publications 178,895 200 B80 
Basi Publicati 911,300 1,058 900 
Netwerk Television 066,903 1,064,679 
Network Radie ..... 60 000 a 
Spet Television ...... — 318,746 
Tetal Measured 4,462,058 5,144,413 
Total Unmeasured 6,537,942 6,355,587 
Estimated Total 
Expenditure . 11,600,000° 11,500,000 


*AA’s estimates for Goodrich total ad 
expenditures for 1955 and 1954 apparent- 
ly were low. AA reported in its market- 
ing profile last Dee. 24 that Goodrich in- 
vested an estimated $9,000,000 in 1954 and 
$8,500,000 in 1955. Actually, the totals 
probably were about $12,000,000 in 1954 
and $11,500,000 in 1955. AA learned that 
Goodrich invested about as much money 
in advertising last year as in 1955. 


PARENT COMPANY 
MARKETING PERSONNEL 
(all located in Akren) 
Sales 
J. A. Hoban, marketing vp 
Public Relations 
H. W. Maxson, director of public rela- 
tions 


B. F. GOODRICH TIRE Co. 
(Akren) 


MARKETING PERSONNEL 
E. F. Tomlinson, president 
Guy Gundaker Jr., vp of replacement 
sales 
J. T. Callahan, vp of equipment sales 
C. T. Morledge, general manager, special 
brand sales 
D. W. Gates, » ti tive chain 
store sales, Associated tires and acces- 
sories division 
Advertising 
Glenn E. Martin, advertising manager 
Grover C. Clark, merchandising manager, 
Associated Lines 
E. C. Bartlett, national advertising man- 
ager 
C. E. Copp, retail advertising manager 
R. O. Howard, advertising and sales pro- 
motion manager, Associated Lines 
ADVERTISING AGENCIES 
Batten, Barton, Durstine & Osborn, 
d—P. rf car tires—Charles 
Metzger, account supervisor; E. L. Wei- 
brecht, account executive, BBDO, New 
York and Hollywood, handles tv. 
Griswold-Eshleman Co., Cleveland— 
Associated Lines, truck, farm and indus- 
trial tires—R. L. Baumgardner, account 
executive; B. O. Shaffer, assistant ac- 
count executive, Associated Lines; 
Charles Farran, account executive; J. H. 
Gerber, assistant account executive, 
truck, farm and industrial tires. 


ADVERTISING EXPENDITURES 
1956 


Cleveland—F 


Newspapers $ 646,927 
agazi 828,690 
Network Television 0.00.06 1,064,679 
Spot Tele viabe mr oicccccccccccccceccccecseeeee 95,970 
Farm Publicati 126,110 
Total Memsered once ccccccccceeeen 2,762,376 


B. F. GOODRICH FOOTWEAR & 
FLOORING CO. 
(Watertown, Mass.) 

MARKETING PERSONNEL 
R. H. Blanchard, president 
J. S. Barrie, vp of distribution 
Advertising 
P. N. Swaffield, advertising manager 
ADVERTISING AGENCY 
McCann-Erickson, New York—F. Stan- 
ley Newbery Jr., account supervisor, 
footwear; William M. Ennis Jr., account 
supervisor, flooring. 
ADVERTISING EXPENDITURES 
1956 


Newspapers . s 71,404 
Magazines 262 985 
Spot Televishe ........ccccccveecsesssseee 222,770 

Total Measured 557,159 


B. F. GOODRICH SPONGE 
PRODUCTS 
(Shelten, Conn.) 
MARKETING PERSONNEL 
W. R. Todd, vp and treasurer 
F. M. Daley, president 
Advertising 
John J. Corrigan, advertising manager 
ADVERTISING AGENCY 
Cunningham & Walsh, New York—Wil- 
liam Bunn, account supervisor; Roy Gor- 
ski, account executive. 


ADVERTISING EXPENDITURES 
1956 


Magazines ... s 
Total Measured 


B. F. GOODRICH AVIATION 


PRODUCTS 
MARKETING PERSONNEL 
P. W. Perdriau, general manager 
E. H. Fitch, general manager, sales 
Advertising 
M. W. Martin, advertising and sales pro- 
motion manager 
ADVERTISING AGENCY 
Batten, Barton, Durstine & Osborn, 
Cleveland—Charles Metzger, account su- 
pervisor; E. L. Weilbrecht, account ex- 
ecutive, BBDO, New York and Holly- 
wood, handles tv. 


B. F. GOODRICH INDUSTRIAL 
PRODUCTS CO. 
(Akren) 
MARKETING PERSONNEL 
Cc. O. DeLong, president 
R. V. Yohe, vp of sales 
R. D. Hager, vp of manufacturing 
Advertising 
H. E. VanPetten, advertising manager 
J. W. Misamore, advertising and sales 
promotion manager, plastics products 
(Marietta, Ohio) 
Mrs. Rubie C. Gross, sales promotion 
manager 
Harold Gramley, sales promotion manag- 
er, sundries 
ADVERTISING AGENCY 
Griswold-Eshleman Co., 


L. Baumgardner, group head; K. W. 
Akers, account supervisor; Mary Eliza- 
beth Landers, account executive; R. F. 
Leetch, account executive (Koroseal). 


ADVERTISING EXPENDITURES 


1956 
Newspapers $ 25,410 
Magazines 340,283 
Tota) M d 365,693 


B. F. GOODRICH CHEMICAL CO. 
(Cleveland) 
MARKETING PERSONNEL 
J. R. Hoover, president 
J. C. Richards, sales vp 
H. B. Warner, research vp 
Advertising 
George B. Koch, advertising manager 
ADVERTISING AGENCY 
Griswold-Eshleman Co., Cleveland—R. 
L. Baumgardner, group head; B. O. Shaf- 
fer, account executive. (Griswold-Eshle- 
man also handles International B. F. 
Goodrich Co.) 


ADVERTISING EXPENDITURES 


1956 
Magazines $ 178,905 
ee CS ee 178,905 


Goodyear Tire & Rubber Co., 
Akron. The nation’s 27th biggest 
advertiser, with total expenditures 
in 1956 estimated by AA at about 
$21,000,000, of which $10,564,884 
was in measured media. This is a 
gain over total advertising expen- 
ditures in 1955 of $20,440,680, of 
which $10,440,680 was in measured 
media. 

Last year, Goodyear’s net in- 
come hit a record high of $62,456,- 
130—a 4.7% gain over 1955’s pre- 
vious record total of $59,665,845. 
The company’s sales in 1956 
amounted to $1.35 billion—down 
slightly from the alltime record 
of $1.37 billion set in 1955. It was 
the sixth year in succession that 
sales topped the billion dollar 
mark. 

Sales and earnings for the first 
quarter this year set new highs 
for any three month period in the 
company’s history. Sales hit $353,- 
178,571, up 5.3% from $335,270,426 
in 1955. Earnings recorded a 28.7% 
gain, reaching $17,265,055, as com- 
pared to $13,418,897 for the same 
period in 1956. 


= Goodyear conducted an exten- 
sive expansion and improvement 
program last year, investing $88,- 
850,592, as compared with $70,- 
079,033 in 1955. New tire plants 
were completed in Colombia, Ven- 
ezuela and the Philippines, and a 
new plant was acquired in North 
Chicago for hose manufacture. A 
new distribution center at Cleve- 
land, with 15 acres under roof, 
also was finished last year. Sub- 
stantial improvements and addi- 
tions were made in producing and 
distributing facilities for tires, in- 
dustrial goods, films, Airfoam, 
flooring, steel products, chemicals, 
plastics and aviation products. 


® The company’s synthetic rubber 
plants at Akron and Houston cur- 
rently have been increased by at 
least 50%, which will bring capa- 
cities up to 241,000 long tons an- 
nually. These plants will take care 
of the company’s own needs plus 
substantial sales to other users. 
The company also is part-owner 
of a synthetic plant now under 
construction in England. 

Goodyear also is building a larg- 
er pilot plant in Akron for the pro- 
duction of a new synthetic rubber 
product called Natsyn. The new 
product is expected to more nearly 
duplicate the properties of natural 
rubber for all uses. 

The company last year consoli- 
dated 12 of its wholly-owned U.S. 
subsidiaries and four fabric mills 
in Alabama and Georgia. Not in- 
cluded in the move were the Kelly- 
Springfield Tire Co., Cumberland, 
Md., and the Goodyear Aircraft 
Corp., Akron. 


® Goodyear is the largest manu- 
facturer of rubber products in the 
world. Tires represent about 60% 


of the company’s sales volume, 
with the other 40% coming from 
the sales of new products devel- 
oped for home and industry. By 
the end of last year, the company 
had produced more than 700,000,- 
000 units of motor vehicle tires, 
which Goodyear claims is a rec- 
ord output. 

Last year, the company brought 
out Captive-Air Safety tires; Nylon 
Custom Super Cushion tires; the 
Custom Suburbanite winter tire, 
new lines of nylon and rayon tires 
for the new lower 14” diameter car 
wheels, and a Terra-tire, a low- 
pressure tire which is designed to 
help vehicles, particularly military, 
to travel over rough terrain. 


ADVERTISING EXPENDITURES 


1955 1956 
NOWSPAPers oo... $2,110,507 $2,206,072 
agazi 4,768,411 4,854,614 
Farm Publications . 450,173 409 045 
Business Papers ........ 726,700 775,000 
Network television . 2,195,411 2,281,203 
Network radie .......... 189,478 
Spet television ......... 38,950 
Total Measured 10,440,680 10,564,884 
Total Unmeasured 10,000,000 10,435,116 
Estimated Total 
Expenditure ........20,440,680 21,000,000 


MARKETING PERSONNEL 
(All located in Akron) 
Sales 

R. S. Wilson, exec vp in charge of all 
domestic sales, advertising and business 
research 

Victor Holt Jr., vp in charge of tire re- 
newal sales 

Cc. C. Gibson, vp in charge of manufac- 
turers sales 

Sam DuPree, vp of general products 

J. S. Bruskin, general manager films and 
flooring 

R. E. Pauley, 
products 

E. M. Eickmann, general manager avia- 
tion products 

R. B. Warren, general manager industrial 
products 

F. R. Evans, general manager shoe prod- 


general manager foam 


H. R. Thies, general manager chemical 
division 

W. A. Kemmel, 
ments 

O. E. Miles, sales manager tire division 

R. W. Fitzgerald, general merchandising 
manager, tire division 

L. W. Moore, general manager, 
stores division 

Advertising 

K. C. Zonsius, director of advertising 

D. T. Buchanan, advertising and sales 
promotion manager 

Bruce W. Wert, asst. mgr., advertising and 
sales promotion 

H. F. Cook, advertising manager, tire 
departments 

G. G. Cartwright, advertising 
general products 

Public Relations 
L. E. Judd, director of public relations 


KELLY-SPRINGFIELD TIRE CO. 
CUMBERLAND, MD. 
E. S. Burke, president 
M. T. Powers, vp and sales manager 
L. J. Auker, manager of advertising and 
sales promotion 


ADVERTISING EXPENDITURES 
1956 


manager, tire depart- 


retail 


manager, 


Magazi $ 389,230 
Farm Publications 000000000... 46,610 
Newspapers 8,578 

Total Measared? ......ccccccccccccccccncne 444,418 


GOODYEAR AIRCRAFT CORP. 
AKRON 
T. A. Knowles, president 
R. W. Richardson, vp and sales manager 
K. C. Zonsius, director of advertising 
Advertising handied by parent company 
advertising department. 


ADVERTISING EXPENDITURES 


1956 
Magazines $ 259,380 
Total MeasUred oooccccccccccccnemnne 259,380 


ADVERTISING AGENCIES 

Young & Rubicam Inc., New York—Au- 
to tires, “Television Playhouse’—Walter 
K. Nield, account executive. 

Compion Advertising Inc., New York— 
Shoe products—Jack P. Rees, account ex- 
ecutive. 

Kudner Agency Inc., New York—All 
other national advertising including truck, 
off-the-road, industrial, cycle and farm 
tires; industrial rubber goods; airfoam; 
films and flooring; chemical products; 
aviation products; metal products; air- 
craft and radio show, “The Greatest 
Story Ever Told.”—Edward J. Owens, ac- 
count executive. 


Grove Laboratories 
Inc. 


Grove Laboratories Inc., St. 
Louis, a leading maker of propri- 
etary drugs, with total sales ex- 
ceeding $13,000,000 last year, was 
the 100th largest advertiser in 1956. 
This company, whose list of ad- 
vertised products includes Bromo 
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Quinine, NoDoz Awakeners, Cit- 
roid Compound, 4 Way Cold Tab- 
lets, Pazo ointment and supposi- 
tories, Fitch shampoo and other 
Fitch products, enters ADVERTISING 
AGe’s list of the 100 leading adver- 
tisers for the first time this year. 
This can be attributed, in part at 
least, to the fact that Grove is a 
heavy user of spot television, 
which was not measured in 1955. 
Also, during 1956 Grove launched 
a new product, Citroid Compound, 
and acquired NoDoz Awakeners. 


= Grove spent $1,696,100 on spot 
tv alone during 1956. Its second 
greatest expenditure was in news- 
papers—$1,213,458. : 

AA estimates Grove invested a 
total of more than $5,000,000 in 
advertising last year, $4,074,292 in 
measured media. Its expenditure 
in measured media during 1955 
was $1,810,553. However, as point- 
ed out, this excludes spot televi- 
sion, which probably would raise 
the figure to more than $3,000,000 
if included. 


= During 1956 Grove introduced 
Citroid Compound cold capsules, 
whose main ingredient is citrus bi- 
oflavonoids, which is extracted 
from citrus fruit peels. Grove im- 
mediately found itself embroiled 
in a battle with the American 
Medical Assn., which published an 
article in its Journal of the AMA 
saying the citrus  bioflavonoids 
were ineffective against colds. 
Grove cried foul, pointing out that 
research for the article was sup- 
ported in part by Nepera Chem- 
ical Co., parent company of Ana- 
hist Co., a Grove competitor, which 
makes an antihistamine cold rem- 
edy. The effectiveness of citrus 
bioflavonoids was also publicly 
questioned by Dr. Albert H. Hol- 
land Jr., medical director, bureau 
of medicine, Food & Drug Admin- 
istration. 

Grove in turn points out that of 
15 published medical articles on 
citrus bioflavonoids in the treat- 
ment of cold symptoms, 13 have 
been highly favorable and that 
these reports come from nine sep- 
arate geographical areas. 


® Toward the end of 1956, Grove 
revised the copy on its Citroid 
Compound ads but said that this 
was not the result of any specific 
requests of any government agen- 
cy. “We just think it’s wise to 
make it,” the agency, Dowd, Red- 
field & Johnstone, said. 

It set a $2,000,000 ad budget for 
Citroid Compound last summer, 
and scheduled newspaper ads to 
follow the weather; newspapers 
were instructed to run the ads 
when cold weather was forecast. 

At the end of 1956, Grove pur- 
chased NoDoz Awakeners from 
Harrison Products Co., San Fran- 
cisco, and announced that it was 
increasing the advertising for these 
cafeine tablets. 


s During the year, Grove reor- 
ganized its marketing division 
from the product-manager system 
to an advertising-merchandising- 
sales manager setup. It also reor- 
ganized its entire field sales, ap- 
pointing three additional district 
sales managers and revising its 
territories completely. 

Grove has four agencies: Gard- 
ner Advertising Co., Sidney Gar- 
field & Associates, Dowd, Redfield 
& Johnstone and Cohen & Aleshire. 
Gardner was named to replace 
Benton & Bowles on the Bromo 
Quinine account, which bills about 
$1,000,000 a year, during 1956. Sid- 
ney Garfield & Associates was in- 
herited with the acquisition of 
NoDoz. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers ............8 779,237 $1,218,458 
Magazi 449,561 491,366 
Farm Publications . 14,460 18,291 
Netwerk Television 567,115 655,077 


1,810,558 
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The Comic Weekly 
welcomes the 


FORT WORTH 
STAR-TELEGRAM 


to its star-studded 


SUNDAY COMICS 
FAMILY! 


¥%& We've always been proud to 
be so BIG in the country’s biggest 
State. 

And now our Stetson’s fitting 
tighter than ever .. . for here to 
join us on September Ist is the 
famed Sunday comics section of 
Amon Carter’s Fort Worth Star- 
Telegram ... to join the Sunday 
comic sections of the Houston 
Post, the Dallas Times Herald and 
the San Antonio Light . . . giving 
Puck the most extensive national 
newspaper supplement coverage 
of Texas! 

A resounding welcome to the 
230,000 homes where the Star- 
Telegram goes every Sunday! 
We're glad to have the eyes of 


% 7 
ny 


Me 


THE COMIC WEEKLY 


The Only NATIONAL Comic Weekly 
63 Vesey St., N. Y., Hearst Bidg., Chicago 
1207 Hearst Bidg.. Sen Francisco 


ALBANY —Times-Union » BALTIMORE —American » BOSTON —Advertiser » CHICAGO —American » DALLAS— Times Herald » DETROIT— Times» FORT WORTH—Star-Telegram » HOUSTON—Post + LOS ANGELES—Examiner 
MILWAUKEE — Sentinel » NEWARK — Star Ledger (optional) - NEW YORK — Journal-American — N.Y. (Sunday) Mirror « LONG ISLAND — Press (optional) « PHILADELPHIA — Bulletin » PITTSBURGH — Sun-Telegraph 
PORTLAND — Oregonian « SAN ANTONIO — Light » SAN FRANCISCO — Examiner - SEATTLE — Post- Intelligencer + ST. LOUIS — Globe-Democrat » SYRACUSE — Herald-American « WASHINGTON — Post-Times-Herald 
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Total Unmeasured 2,000,000° 
Total Estimated 
Expenditere§ ..... 3,610,558 5,074,292 
*This estimate includes spot tv, which 
was not measured in 1955. 


1,000,000 


MARKETING PERSONNEL 
(Marketing) 

Gene K. Foss, marketing vp 

Lawrence A. Dunn, assistant to market- 
ing vp 

John P. Farrell, assistant to marketing vp 

Advertising 

Reginald Testement, advertising manager 

Charles Howell, assistant to advertising 
manager 

Ernest Kurtz, assistant to advertising 
manager 

Sales 

James Blair, merchandising manager 

Max C. Sisk, sales manager 

Don Cheswick, assistant to sales manager 

Harold Wurtele, assistant to sales manager 

Walter Coffman, Cleveland district sales 
manager 

Fred Greene, Atlanta district sales man- 
ager 

Richard Jarzemsky, Chicago district sales 
manager 

Ernest Lavender, Dallas district 
manager 

Burke Robison, New York City district 
sales manager 

James Russell, Los Angeles district sales 
manager 


ADVERTISING AGENCIES 


Gardner Advertising Co., St. Louis— 
Bromo Quinine—Dave Ferris, account su- 
pervisor. 

Sidney Garfield & Associates, San 
Francisco—NoDoz Awakeners—John Lev- 
inson, account supervisor. 

Dowd, Redfield & Johnstone, New 
York—Citroid Compound—Ed Johnst 


sales 


Wolfe became account executive 
at Calkins & Holden. At Ketchum, 
MacLeod & Grove, C. E. Van Voor- 
his became account supervisor, re- 
placing Edwin Laing. 
ADVERTISING EXPENDITURES 
Newspapers 


Magazines ....... 
Farm Publication 


| Business Publications 365,100 298,800 
| Network Television 2,162,585 2,268,375 
| Spot Television ........ —_ 89,980 
Network Radice ......... 37,502 
ee 1,878,113 1,778,975 
Total Measured ... 7,411,223 7,018,151 
Total Unmeasured 2,588,777 4,981,849 
Estimated Total 
Expenditure ........ 10,008,000 12,000,000 
MARKETING PERSONNEL 
es 
Cc. J. Guzzo, marketing vp 
Robert A. Hunter, coordinator—market- 


ing 

E. L. Hemming, retail and jobber sales co- 
ordinator 

G. L. Benjamin, direct sales coordinator 

E. F. Jacobs, merchandising manager 

Advertising 

Benton W. S. Dodge, director of adver- 
tising and sales promotion 

J. A. Burgess, direct market advertising 
manager 

L. H. Smith, retail and jobber advertising 
manager 


ADVERTISING AGENCIES 

Young & Rubicam, New York—all cor- 
sumer advertising—Frank Fagan, account 
supervisor; Thomas Hubbard, Haps Kem- 
per and Robert Sullivan, account execu- 
tives. 

Calkins & Holden, New York—out- 
loor advertising—Walter B. Geoghegan 


account supervisor; Gene McMasters, ac- 
ceunt executive. 

Cohen & Aleshire, New York—4 Way 
Cold Tablets, Pazo ointment and supposi- 
tories, Fitch products—Edward Aleshire, 
account supervisor; Henry Slamin, ac- 
count executive. 


Gulf Oil Corp. 


Gulf Oil Corp., Pittsburgh, is 
the nation’s 63rd largest adver- 
tiser, with total expenditures in 


t supervisor; Robert Wolfe, account 

»xecutive. 

Ketchum, MacLeod & Grove, Pitts- 
burgh—industrial advertising—C. E. Van 
Voorhis, account supervisor; Donald A 
Colvin, account executive. 


H. J. Heinz Co. 


H. J. Heinz Co., Pittsburgh, is 
he nation’s 78th largest adver- 
tiser, with total expenditures in 
1956 estimated by ADVERTISING 


1956 estimated at $12,000,000, of| 


which $7,018,151 was in measured 
media. The previous year’s ex- 
penditures for advertising were 
estimated at $10,000,000, of which 
$7,411,223 was in measured mecia. 

Net sales, continuing uninter- 
rupted gains of recent years, rose 
23% to a record $2,339,715,000 in 
1956, compared with $1,895,670,- 
000 in 1955. Rising even more 
sharply, net profits increased 29% 
from $218,064,000 in 1955 to $282,- 
658,000 in 1956. Net sales and 
profits both have more than dou- 
bled since 1950, when Gulf earned 
$111,140,000 on $1,150,094,000 sales. 


= Gulf, second largest oil company 
in the country, markets gasoline 
(Gulf Crest, Super No-Nox and 
Good Gulf), motor oils (Gulfpride 
H. D. Select, Gulfpride, Gulflube 
and Supreme), lubricating oils and 
greases, natural gas and petro- 
chemicals. The 56-year-old com- 
pany markets its products in 36 
states through domestic market- 
ing divisions. 

New products added in 1956 in- 
included Gulf Crest gasoline and, 
in the industrial field, a Gulf- 
crown line of lithium-based greas- 
es. 


s Among various changes in the 
marketing structure, C. J. Guzzo, 
former domestic marketing vp, 
became marketing vp, and Robert 
A. Hunter, former general mana- 
ger of retail and jobber sales, 
became 
E. L. Hemming and G. L. Benjamin 
took new posts as retail and jobber 
sales coordinator and direct sales 
coordinator respectively. 

In the advertising department, 
L. H. Smith assumed a new post 


coordinator—marketing. | 


AGE at $8,500,000, of which $5,- 
896,399 was in measured media. 
Expenditures in 1955 are estimat- 
ed at $7,000,000, of which $4,854,- 
115 was in measured media. Ad 
2xpenditures in 1957 are expected 
to reach a new high for the com- 
oany, well over $9,000,000, as 
Heinz is embarked on a year-long 
promotion of the happy coinci- 
dence of its “57” trademark and 
the 57th year of the century. 

The company’s consolidated 
sales have increased steadily dur- 
ing the past 10 years to reach a 
new high of $278,852,384 for the 
fiscal year ended last May 1, a 6% 
gain over sales of $262,425,046 in 
the previous year and nearly dou- 
ble sales of $144,245,863 in 1947. 
Sales for the year ended April 27, 
1955, were $234,179,207. Consoli- 
dated net earnings for the year 
ended last May 1 were $10,626,252, 
slightly higher than the 1956 record 
high results of $10,583,944 earned 
the previous year. In fiscal 1955 
(ended April 27, 1955) the compa- 
ny’s net earnings were $8,782,324. 

The company, a leading proc- 
essor and packer of food products 
marketed under the 57 Varieties 
trademark, has four foreign sub- 
sidiaries operating in Canada, 
Britain, Australia and Spain. H. J. 
Heinz II, president, reported 
last year that Heinz gets 44% of 
total sales from outside the U. S. 
He also said the British company, 
| which operated 20 years without a 
| profit, has doubled its sales every 
four years since World War II. 
The volume of the three British 
Commonwealth subsidiaries is 
still growing and currently ac- 
| counts for close to 50% of the 
|}company’s total sales. In its U. S. 
| operations, Heinz had a 1957 sales 
volume slightly higher than in 
1956 and a net income less than in 


of retail and jobber advertising |the previous year, because of 
manager, and J. A. Burgess, former | «)arge, planned, non-recurring ex- 


assistant director of advertising | penses,” Mr. Heinz reported last 
and sales promotion, became direct month. 


market advertising manager. 


Personnel changes occurred in|} s Heinz and its foreign subsidi- 
all three of Gulf’s agencies. At) aries have scheduled a $100,000,- 


Young & Rubicam, Thomas Hub- 
bard replaced Edwin F. Lewis as 
an account executive for Gulf. 


| 


000 plant expansion budget for 
the 1946-1961 period. Next year, 
Heinz of Britain will begin op- 


Walter B. Geoghegan moved up to | erating its third factory, a $17,- 
account supervisor and Robert | 600,000 plant at Kitt Green, Lan- 


cashire; the Australian subsidiary 
is making new sales records with 
output of its new Dandenong fac- 
tory; additions are being built to 
the Canadian plant at Leaming- 
ton, Ont. In late 1957, construc- 
tion is scheduled for completion 
on a new research center at the 
Heinz Pittsburgh headquarters. 
Principal products of the com- 
pany, which says it uses more 
than 200 recipes for its U. S. prod- 
jucts, are ketchup and other to- 
mato products, pickles, soups, ba- 
by foods, beans, vinegar, spaghetti 
and macaroni, chili con carne, 
puddings, mince meat and condi- 
ments. Ketchup, baby foods and 
soup account for 60% of the com- 
pany’s business. Heinz ketchup is 
first in a market where the three 
leaders (Heinz, Del Monte and 
Hunt’s) account for 50% of the 
market. The growing U. S. appetite 
for ketchup is a source of satisfac- 
tion to Heinz, which reports that in 
the 1930s, persons five years and 
older consumed less than two bot- 
tles annually per capita, compared 
with close to four bottles annually 
today. The company also says it 
made a new one-day record Sept. 
14, 1956, when its six U. S. plants 
packed a total of 5,158,088 bottles. 
Heinz, also the world’s largest 
pickle processor, sells 21 different 


are now about one-third larger 
than five years ago, and currently 


‘lamount to about $200,000,000 a 


year. Heinz feels it remains first 
in this market by meeting changes 
‘n the market. Heinz also is the 
third largest vinegar producer and 
is third in the baby foods market, 
vying with Gerber and Clapp for 
this growing market. Heinz has 
about 10% of the soup market, a 
small second to the 80% enjoyed 
oy Campbell Soup Co. 


s Biggest Heinz new product 
1ews in 1956 was the introduction 
early in December of Campside 
beans, named for its smoky, 
woodsy flavor. Launched with a 
somprehensive promotion pro- 
gram, Campside beans achieved 
aational distribution within 90 
days. Other new products devel- 
oped during the year include six 
new baby foods. 

Heinz’s promotion of the coin- 
cidence of the 57th year of the 
century and the 57 Varieties (a 
12-month campaign) began on 
last New Year’s Eve and continued 
throughout the next day with 
special spots on 86 major televi- 
sion stations. These spots wished 
viewers “Our best to you in ’57— 
from the 57 Varieties.” During the 
year, Heinz is giving away 1,000,- 
000 copies of a cookbook “57 Prize 
Winning Recipes,” all using 
ketchup as an ingredient. In sup- 
port of the restaurant industry, 
Heinz is using humorous cartoon 
ads, consumer magazines, with 
the slogan “Eat Out for Variety in 
57.” Other promotions on the 
1957-57 Varieties theme also are 
being exploited. 

In the past few years, a major 
|change has been going on in the 
Heinz distribution setup. For 85 
years, Heinz products were dis- 
tributed exclusively through com- 
pany-operated warehouses. A few 
|years ago, Heinz began modifying 
its system to reduce costs, and to- 
|day about 70% of its sales to in- 
| dependent grocers are being han- 
dled through cooperatives, volun- 
tary chain groups, or wholesaler 
groups. 

Heinz this year created a new 
position in its own advertising 
department with the appoint- 
ment of Ralph B. Johnson as as- 
sistant to the vp in charge of mar- 
keting, B. Dent Graham. Mr. John- 
son will leave his present post 


American Wholesale Grocers Assn. 


personnel changes, Heinz 


kinds of pickles. U. S. pickle sales | ® 


from a sales branch manager to 
manager of sales promotion for 
grocery products. Mr. Collier suc- 
ceeded Robert P. Raylor, who was 
named regional manager of the 
company’s middle Atlantic sales 
region. 


ADVERTISING EXPENDITURES 


1956 

Newspapers $1,264,076 
Magazines ... 1,425,012 
Business Pub ns 95,800 
Network Television 2,008,569 1,673,820 
Spot Television _....... 1,334,260 | 
DORRSEP  cnnttttimane 305,295 108,431 

Total Measured ... 4,854,115 5,896 399 

Total Unmeasured 2,145,885 2,603,601 

Estimated Total 

Expenditure ...... 7,000,000 8500, 000 


MARKETING PERSONNEL 

B. Dent Graham, vp in charge of mar- 
keting 

Ralph B. Johnson, assistant to vp—mar- 
keting 

J. M. Ashcraft, manager of sales pro- 
motion, hotel & restaurant products 

L. A. Collier, manager of sales pro- 
motion, grocery products 

Db. G. Fluharty, manager of marketing 
research 

W. H. Parshall, manager of product man- 
agers 

A. R. Sheppard, manager—cost and pric- 
ing 


Advertising 
Arthur Dimond, manager of advertising 
A. J. Adams, department head—media 
and copy 
Oo. C. Roesemeier, department head— 
trade ard public relations 


Schnelibacher, department head— 
photography 
Lila Jones, department head—home 
economics 
Sales 


John D. Scott, vp of sales 

C. E. Gossard, manager of chain store 
sales 

D. R. James, manager, eastern area sales 

F. G. Barnum, manager, western area 
sales 

W. H. Lohr, manager of distributor sales 

H. F. Moffat, manager of hotel and res- 
taurant sales 

ADVERTISING AGENCIES 


Maxon Inc., Detroit. Consumer adver- 
tising—Hunter Hendee, account super- 
visor. 

Ketchum, MacLeod & Grove Inc., Pitts- 
burgh, Hotel & restaurant advertising— 
William Genge, account supervisor. Wil- 
liam Allison, account supervisor. 

Joshua Epstein Co., New York, Kosher 
market advertising—Joshua Epstein, ac- 
count supervisor. 


Hunt Foods & 
Industries 


Hunt Foods & Industries, Ful- 
lerton, Cal. The nat.on’s 99th larg- 
est advertiser, with total! expen- 
ditures in 1956 estimated Uy Ap- 
VERTISING AGE at about $5,124,°2 
of which $4,084,534 was in meas- 
ured media. Hunt’s 1956 expendi- 
ture was some $1,000,000 less than 
its 1955 ad investment of an esti- 
mated $6,250,000, of which $5,039,- 
567 was in measured media. The 
1956 expenditure, however, was 
more than double the 1954 total 
expenditure of $2,200,000. 

Hunt Foods became a subsidiary 
of Ohio Match Co., Wadsworth, O., 
through an exchange of stock in 
May, 1956. Hunt continued to mar- 
ket its products under the brand 
names, Hunt’s, Snider’s and Pride 
of the Farm, as an Ohio Match 
subsidiary. In April this year, the 
company changed its name from 
Ohio Match Co. to Hunt Foods & 
Industries to reflect its “diversifi- 
ration of interests and identify it 
with its major products.” The par- 
ent company, Hunt Foods & In- 
dustries, as it now is constituted, 
operates Hunt Foods Inc., a sub- 
sidiary; the Ohio Match division, 
the Ohio Match lumber division, 
and the container and can-making 
machinery division, comprised of 
United Can & Glass Co. and Glass 
Containers Corp., both subsidiar- 
ies of Hunt Foods Inc. 

The company’s net sales for the 
11 months ended last Nov. 30 were 
$109,810,147. Net income was $4,- 
244,614. For purposes of compari- 


|son, the company in its annual re- 


Sept. 1 as exec vp of the National- |port combined figures of Ohio 


Match Co, and its subsidiaries for 
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1955, to show sales of $107,398,260 
and net income of $4,247,234 in 
1955. Sales of Hunt Foods Inc. in 
1955 were $85,558,310, an increase 
of 28% from 1954, and earnings 
were $2,403,175. Ohio Match ’55 
sales were $22,282,031, and earn- 
ings were $1,865,206. The parent 
company’s sales for the quarter 
ended Feb. 28, 1957, were $23,671,- 
400, and earnings for the same 
period were $877,900. Sales for the 
six months ended May 31 this 
year were $52,427,105. 


s In addition to featured Hunt’s 
tomato products, peaches and oth- 
er fruits, vegetables and condi- 
ments, the company also markets 
Snider catsup, chili sauce and 
cocktail sauce and Pride of the 
Farm catsup. Hunt Foods & In- 
dustries also manufactures and 
markets Ohio Blue Tip matches, 
a product of the Ohio Match divi- 
sion, and conducts a national lum- 
ber business through the Ohio 
Match Lumber division. The com- 
pany makes a complete line of 
cans and glass containers which 
are supplied to Hunt canneries and 
sold to other customers through 
United Can & Glass Co. and Glass 
Containers Corp., and United also 
sells can-making machinery and 
makes and leases peach-pitting 
machinery. 

Hunt says it is the world’s larg- 
est processor of tomatoes; that its 
tomato sauce is first in sales with 
a volume greater than that of all 
other brands combined, and that 
its tomato paste is one of two lead- 
ing national brands. Hunt’s catsup 
is third in the catsup market, 
where the three leaders (Heinz, 
first, and Del Monte, second), ac- 
count for 50% of the market. In- 
dustry sources estimate the tomato 
sauce market is about one-eighth 
n dollar volume of the catsup mar- 
cet. 

Of the total match market, Ohio 
Match is a close second to Diamond 
Match Co., the largest match mak- 
er. Since no single match manu- 
facturer has as much as 25% of 
he total match market, the Ohio 
match share is probably under 
20%. 


s Hunt Foods & Industries has 
given national advertising support 
to its featured tomato products, 
peaches and matches, which ac- 
count for the major portion of the 
company’s consumer business. A 
new “hotter” Snider’s catsup was 
-neluded in the company’s national 
ad schedule in 1957. Spearheading 
the schedule during 1957 is an 
American Weekly series of four- 
color pages appearing every week 
for 52 weeks. This continues an 
every-week schedule in [»e Amer- 
ican Weekly begun in January, 
1956. Hunt began a “prestige” 
drive for catsup last year in fash- 
ion magazines, which is being con- 
tinued in 1957 in Harper’s Bazaar 
and Vogue. Aga:n in 1956 as in 
1955, advertising was c. ncentrated 
in magazines, newspapers (largely 
supplements) and outdoor, but the 
company continued to use such 
unmeasured media as point of sale, 
local tv and radio in certuin areas, 
merchandising materials and 
matchbook advertising. 

Ohio Match advertising is con- 
centrated in magazines, and last 
year a program begun late in 1954 
was continued, using color maga- 
zine pages for king-size book 
matches, the newest addition to 
the Blue Tip line. Ohio Match, 
which finds its predominant busi- 
ness through the grocery trade, 
is the first match manufacturer to 
use a sustained campaign to con- 
sumers via magazines. However, 
the match division’s mid-1957 ad 
plans are being held somewhat in 
check until the company reorgani- 
zation is complete. At the present 
time the match division does 
not have an ad manager. Match 


to join Heinz. In other marketing the year ended Dec. 31, 1955, and|and lumber advertising plans go 
last | of Hunt Foods Inc. and its subsidi-| through a central sales and mer- 


month promoted Louis A. Collier|aries for the year ended Nov. 30, | chandising conimittee comprised of 
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Hans Erlanger, parent company vp;|pared with $44,642,000 in 1955, 
Whitney Drayton, Hunt vp of ad- while the net for foreign opera- 
vertising, several board members tions was off some $10,000 to $2,- 
and others. 649,000 


|established in Germany, 


turing facility J&J established 
was in Canada in 1919. During 
1956, affiliated companies were 
Venezu- 


According to Hunt, its sustained 
policy of national advertising 
paying off in the “growing and 


is | Johnson 


Now in its 71st year, Johnson &|ela and the Philippines. 
(including its subsidi-| J&J allows its member compa- 
‘aries and affiliates) is the world’s|nies considerable autonomy in 


the parent company, prints no 
policy manuals but presents each 
of its operating heads with a cre- 
do which is contained on a single 
sheet of paper. 


s J&J this year introduced a new 
medicated powder, which was 


stronger brand position of the | largest manufacturer and distrib-|their management. Basically, it is 


Hunt label.” The two basic objec- | 
tives of its advertising, Hunt says, | 
are “immediate sales and long| 
range prestige and reputation for | 


utor of surgical dressings and an 
extensive line of related products. 
The 1,200 items or more on the 
company’s 


a matter of establishing “associ- 
ate companies” and allowing them 
to operate as legally-independent 


manufacturing roster | profit-and-loss entities. This has 


the company and its brand name.” |run the gamut of gauze bandages, | been described by the company as 


Except for the introduction of | 
the new “hotter” Snider’s catsup, 
Hunt has made no significant 
changes in its products, merchan- 
dising policies or agencies during 
the past year. Young & Rubicam 
continues to handle both Hunt and 
Ohio Match advertising. Since the 
merger and subsequent reorgani- 
zation, a number of the marketing 
executives have shifted responsi- 
bilities and titles, and this reor- 
ganization program still is not yet 
completed. 


ADVERTISING EXPENDITURES 


Magazines (Ohie Match) 
Magazines (Ohio Match lumber) 
Total Measured .................. 
Total Unmeasured 
Estimated Total 

EXPeOMGMtare 2.0... cece 288,490 
"Ohio Match Co. ad expenditures in 
1955 were approximately the same as the 
"36 figures for the Ohio Match division. 


HUNT FOODS & INDUSTRIES 
INC. 

MARKETING PERSONNEL 
Hans Erlanger, vp 

ADVERTISING AGENCIES 
Young & Rubicam, Los Angeles—all 
products, both Hunt and Ohio match— 
Thomas Burch, account supervisor; Rol 
Rider, account executive, canned foods; 
Joseph Chamberline, account executive, 
Ohio Match. 

ADVERTISING EXPENDITURES 


1956* 

Newspapers .$ 1,705,759 j 
Magazines as Fo) Sy] 
I  setenrtincereseceiatealietiimndtane 303,600 
Total Measured ...... 4,084,534 
Total Unmeasured ..................... 1,040,000 


Estimated Total 
Expen@itares o.oo $5,194,504 
"Because these figures include both Ohic 
Match Ce. and Hunt Foods Inc. which 
were separate companies in 1955, figures 
for that year are not compared. 


HUNT FOODS INC. 
MARKETING PERSONNEL 

Hans Erlanger, vp 
S. Lee Miller Jr., general sales manager 
James Groom, assistant general sales 

manager 

Advertising 

Whitney Drayton, vp of advertising 
Robert Glickman, assistant to the vp of 

advertising 


ADVERTISING EXPENDITURES 
1955 


Newspapers ................ $2,645,666 $1,705,759 
Magazines covsoveessese SOO RED 1,826,685 
Outdoor a 303,600 
Total Measured .... 5,039,657 3,836,044 
Total Unmeasured 1,210,343 1,000,000 — 
Estimated Total 
Expenditure .......... 6,250,000 


4,836,044 


OHIO MATCH DIVISION } 
MARKETING PERSONNEL | 
Hans Erlanger, vp in charge of sales 
L. A. Clark, product manager 


Johnson & Johnson 


Johnson & Johnson, New Bruns- 
wick, N. J. The 41st largest ad-| 
vertiser in the U. S., Johnson & 
Johnson spent an estimated $17,-| 
000,000 in advertising in 1956, of | 
which about $7,100,000 was in| 
measured media. This was up| 
slightly from J&J’s 1955 expendi- 
ture, which was estimated at $16,- 
000,000, of which about $6,800,000 
was in measured media. During 
1957, J&J’s advertising outlay is 
not expected to exceed $17,500,- 
000. 

J&J’s sales picture has been 
progressively upward ever since! 
the end of World War II. For the 
calendar year 1955, J&J’s sales 
jumped 9.6% from $224,928,000 
in 1955 to $246,517,000 in 1956. 
Sales during 1956 were almost. 
three times greater than in 1945, 
while far outdistancing 1950’s fig- 
ure of $164,701,000. In 1956, net. 
profit after taxes was $12,947,000, | 
up 14.5% from the previous year’s 
$11,312,000, but not matching the 
peak profit year of 1950, when the | 
net was $13,281,000. Sales by in-| 
ternational affiliates during 1956 
were up to $49,480,000 as com- 


adhesives, baby powder, cream 
oil, adhesive tapes, tooth brushes, 
baby diapers, etc. 


s Johnson & Johnson by modern 
standards is not a large company 
—just medium-size. It employs 
18,000 people, 12,000 in the U. S. 
and 6,000 overseas. In the J&J 


|network there are 11 domestic 


companies and 23 foreign compa- 
nies. The first foreign manufac- 


so many ships at sea, each with a 
separate captain in full control, 
deciding not only on cargo but 
ports of call. 

Operating companies do report 
to New Brunswick, submitting 
annual forecasts. J&J has policies 
governing such areas as labor- 
management relations, financing, 
capital investment, etc., but indi- 
vidual managers are allowed a 
wide degree of latitude. J&J, as 


highlighted by an extensive mag- 
azine campaign. Other products 
| which the parent company has re- 
|cently introduced include a medi- 
cated relief lotion, 


115 


linn institutional mop and cloth. 

e Orthe-Pharmaceutical Corp., 
Raritan, N. J., gynecic pharma- 
ceuticals and therapeutic and di- 
agnostic agents. Last year, the 
company introduced Aminitro- 
zole tablets. 

e Personal Products Corp., New 
Brunswick, N. J., whose principal 
products include Modess sanitary 
napkins, Meds tampons, Coets 


|Cotton Squares and “Jonny” Mop. 
Band-Aid | The subsidiary introduced Modess 


|Stars ’n Stripes and First Aid|“Feminine Fabric” Napkins last 


Cream. 

J&J’s more important manu- 
facturing subsidiaries are: 
e Chicopee Mfg. Co., New York, 
cotton gauze, Masslinn non- 
woven fabric and Lumite screen 
and fabrics woven from plastic 
filaments. During 1956, Chicopee 
introduced three new products: 
Lum-Puf fashion fabrics, Redi- 
Fol Reinforced diapers and Mass- 


year, as well as Modess Filexi- 
ble Tampons. Modess Tampons, 
launched in June, 1956, were re- 
gionally introduced in the Balti- 
more-Washington market in May 
of this year and in July on the 
West Coast. The product, which 


‘has been assigned to Young & 


Rubicam, is moving rapidly to- 
ward national distribution. 
Tape Corp., 


e Permacel New 


BATON ROUGE. .America’s 


~ 


No. 1 of a series 


— U. $. RUBBER CO. 

—— FOSTER GRANT CO., INC. 
— KAN JAX CHEMICAL CO. 
— STAUFFER CHEMICAL CO. 
—— IDEAL CEMENT CO. 


ESSO STANDARD OIL CO. 
—— ETHYL CORP. 


COPOLYMER CORP. 
DOW CHEMICAL CoO. 


ORMET METALS CORP. 


KAISER ALUMINUM 


for example... 


Kaiser Aluminum produces 


30% of America’s ‘alumina 


; 
in Baton Rouge 

2,350 workers share a $13 million payroll at Kaiser’s Baton I high. 
Rouge and Gramercy plants, which represent an invest- | 


ment of $140,000,000! products . . 


Many of the greatest names in American industry have 
invested hundreds of millions for new plants in this “‘empire 
area’’ and others are moving in . . . with $254,800,000 in 
additional plants already scheduled. ? 


Twelve oil refineries and chemical plants in the 
city of Baton Rouge alone provide a payroll of 
more than $100 million a year! 


great new industrial empire! f 


—— CROWN ZELLERBACH CORP. 
—=—W.R. GRACE & CO. (polyethylene) 


KAISER ALUMINUM & CHEM. CO. 
—— ALLIED CHEMICAL & DYE CORP. 
WYANDOTTE CHEMICALS CORP. 


NATIONAL SUGAR REFINING CO. 


IVERLANDS — 
WEBB & KNAPP, 
E. |. du PONT de NEMOURS 


INC. 


Spend more—where 
there's more to spend 


The banks of the Mississippi, above and 
below Baton Rouge, are the center of to- 
day’s fabulous petroleum and petrochemi- 
cal industries. Payrolls are at an all-time 


Here is spendable income for advertised 
. and WBRZ is the key to 
more sales at lower cost because... . 


1 at 
“Onty =) Sunshine reaches more homes 
in this BILLION DOLLAR MARKETI" 


WBRZ~2 0 


BATONM ROUGE, 
Tower: 1001 ft. 


LOUISIANA 
Power: 100,000 watts 
NBC -ABC 
Represented by Hollingbery 
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Brunswick, manufacturer of Tex- 
cel and Permacel adhesive tapes | 
for industrial, commercial and) 
household use, introduced to na- 
tional distribution in June, Texel 
Metallic gift tape, and Moby Dick 
ceramic tape dispenser. Young & 
Rubicam is handling the adver- 
tising. On the industrial front, 
Permacel this year has brought 
out extruded sintered Teflon 
Film, Glass Cloth Electrical tape, 
black cloth electrical tape, and 
Epoxy resin autobody repair kit. 
Aitkin-Kynett Co., Philadelphia, 
handles Permacel’s industrial ad- 
vertising. 


e Autograph Brush & Plastics 
Corp., Watervliet, N. Y., manu- 
facturer for the Tek Hughes divi- 
sion of Johnson & Johnson of Tek 


tooth brushes, Hughes hair) 
brushes and other personal 
brushes. 


e Ethicon Inc., Raritan, N. J., 
manufacturer of surgical sutures, 
needles and allied products, intro- 
duced a new product for use in 
heart surgery, Ethigraft. 


e LePage’s Inc., Gloucester, Mass., 
maker of glues, pastes, mucilages 
and other adhesive products, was 
acquired in June, 1956, by Perma- 
cel Tape Corp. Sales and adver- 
tising for LePage products are 
handled by Permacel. Advertising 
for LePage, previously handled 
by Harry M. Frost Co., Boston, is 
now handled by Permacel’s con- 
sumer product agency, Young & 
Rubicam. 


® Following the Permacel setup, 
LePage now has a product man- 
ager system. John L, Callahan, di- 
rector of advertising and consum- 
er products for Permacel, is also 
director of merchandising for Le- 
Page, while Franklin W. Bartle, 
ad manager for Permacel, also 
handles the same responsibilities 
for LePage. LePage has recently 
introduced Polystyrene cement, a 
consumer product for use in 
building such things as model air- 
planes and so on, and this month 
has launched new squeeze bottle 
packaging for its glue. 

Yes tissues, which moved out 
of Personal Products, to Cellulose 
Products Corp., Milltown, N. J.,| 
this last April, has dropped | 
Compton Advertising as its agen-| 
cy. Yes tissues for the present are | 
not being advertised. Compton re- 
mains as one of Personal Products | 
agencies, handling new specialty | 
products. 

The major moves on the per-| 
sonnel front saw Edward G. Ger- | 
bic resign last spring as vp in| 
charge of advertising and mer-| 
chandising for J&J. James E. 
Burke, director of new products, 
has been named acting director of 
merchandising and advertising. 
Mr. Gerbic, a veteran of more 
than 20 years with J&J, joined 
Heublein Inc., Hartford, Conn., 
this month, as vp and general 
manager of its food division. For- | 
merly a salesman and brand man- 
ager for Procter & Gamble, Mr.| 
Burke joined J&J in 1953 as a} 
product director. Three years ago | 
he was named director of the 
company’s new products division. 


es R. D. Hardesty joined J&J late 
last year as director of market de- 
velopment in its new products di- 
vision. At one time director of 
merchandising research for the 
Kroger Co., Mr. Hardesty 
leaving the supermarket chain 
was @*consultant to A. C. Nielsen 
Co., Scott Paper Co., the National 
Assn. of Food Chains and Bal! 
Bros. Co. 

Philip B. Hofmann was elected | 
chairman of the executive com- 
mittee, replacing Robert W. John- 
son, who continues as board chair- 
man. Mr. Hofmann formerly head- 
ed up the Ortho-Pharmaceutical 
and Ethicon operatiens of the com- 
pany. 

Johnson & Johnson this past! 


|. E. Burke, 


after | 


June opened a new surgical dress- 
ings and medicated products plant 
in North Brunswick Township, 
N. J. It covers 630,000 square feet 
of floor space in the center of 300 
acres. 


® While Johnson & Johnson spent 
in excess of $7,000,000 in meas- 
ured media during 1956, about 
$2,500,000 of this was spent by 
J&J’s affiliated companies. By far 
the largest chunk of the budget 
was in magazines, with slightly 
more than half of the entire 
measured media budget spent in 
general magazines. Network tele- 
vision accounted for just short of 
$1,500,000, with newspapers ac- 
counting for some $700,000. Other 
than the parent company, Person- 
al Products, Permacel Tape, and 
Chicopee Manufacturing Co. are 
the largest advertisers in the J&J 
complex. 

An indication of what these 
companies are spending may be 
gotten from a look at what they 
are shelling out for media on 
some of their principal products: 
J&J’s baby products and surgical 
dressings, $1,297,770 in network 
television; J&J’s baby prepara- 
tions, $562,431 in general maga- 
zines, $89,050 in farm magazines, 
$69,829 im newspapers; Modess 
Sanitary Napkins (Personal Prod- 
ucts Corp.), $706,460 in general 
magazines, Sunday magazine sec- 
tions, $61,840, and newspapers 
(half of the newspaper budget) 
$369,011; Chicopee Manufactur- 
ing’s Chix and Chux baby prod- 
ucts, magazines, $157,862; Perma- 
cel’s industrial tape, magazines, 


|$112,370; Texcel Cellophane tape, 


$93,135 in magazines; Autograf’s 
Tek tooth brushes, magazines, 
$87,538, newspapers, $28,787, and 
J&J’s Band-Aids, magazines, $559,- 
879, farm magazines, $73,465. 

The 1956 spot television expen- 
diture was $117,330. Between J&J 
and its affiliated companies, it is 
estimated that upwards of $3,- 
000,000 is spent on its educational 
program. 

The only agency change was 
the naming of Young & Rubicam 
to handle advertising for LePage’s 
Inc. Before being bought out by 
Permacel Tape, LePage’s agency 
was Harry M. Frost Co., Boston. 


ADVERTISING EXPENDITURES 
(Entire Company) 


1955 1956 
Newspapers _.......... $1,714,839 § 693,550 
Magazines oon 3,214,680 3,755,992 
Farm Pubiications 220,361 323,436 
Resi Publicati 500,000 766,000 
Network Television 1,133,907 1,471,867 
Spot Television .......... 117,330 
Total Measured ....... 6,783,787 7,128,175 
Total Unmeasured 9,200,000 10,000,000* 
Total Estimated 
Expenditure ......... 15,983,787 17,128,175 
*This figure includes production and 
television talent costs, and J&J and its 
affiliated companies’ educational pro- 


gram. J&J and affiliates conduct one of 
the most extensive educational programs 
in the count7vy. This figure also includes 
direct mail and sales promotion. 


JOHNSON & JOHNSON 
MARKETING PERSONNEL 
Robert W. Johnson Jr., exec vp in charge 

of marketing 
Sales 
H. M. Poole, Jr., vp in charge of general 
sales line 
Merchandising and Advertising 
acting director of 
chandising and advertising 
I. A. Quackenboss, product group di- 
rector 
R. A. Dahl, product 
buds, baby gift boxes 
H. L. Farlow, product director, elastic 
bandages supporters, suspensories 
A. L. Gardner, product director, 
shampoo and soap, test product 
A. C. Hofmann, product director, den- 
tal goods elastic stockings 
R. G. Schoel, product director, 
powder, baby oil, test product 
F. L. Wideman, product director, baby 
cream, baby lotion, medicated pow- 
der and prickly heat powder 
P. Burchfield, product group director 


mer- 


cotton 


director, 


baby 


baby 


Ww 


| R. H. Johnson, product director, First | 


Aid Kits, Red Cross adhesive tape, 
Band-Aid plastic tape 

I. M. Kisseberth, product director, Red 

Cross improved bandage, Red Cross 
regular bandage, Red Cross Steri-Pad 
(sterile gauze pads), Red Cross gauze 

A. R. Meares, product director, dental 
floss, Red Cross cotton, Red Cross 
cotton balls, rolled cotton, test prod- 
uct 


W. L. Olesen, product director, medi- 
cated plaster, first aid cream, test 
product 

R. J. Shaw, product group director 

Cc. T. Coyle, product director, Band-Aid 
elastic dressings 

K. B. Hawthorne, 
promotions 

W. E. Sawyer, director of merchandising 
services 

M. D. Schackner, director of education 


director of general 


NEW PRODUCTS 
J. E. Burke, director of new products 
R. B. Thompson, assistant director of 
new products 
R. D. Hardesty, director of market de- 
velopment, new products 
E. B. Poole, director, Test-IN-Use 


Hospital Division 
J. D. Lierman, director of hospital divi- 

sion 

W. R. Blaikie, product director, 
hesive products, K-Y Jelly 

H. F. Fleischer, product director, pads, 
masks, caps 

T. M. Lane, product director, 
Chix and Chux 

R. G. Litchfield, product director of 
orthopedic products 

A. D. Prentiss, product’ director, 
sponges, bulk gauze, bandage rolls 


ad- 


Pads, 


ADVERTISING AGENCIES 

Young & Rubicam, New York—Milford 
Baker, account supervisor; Baby Powder, 
Baby Oil, gift boxes, cotton buds, Baby 
lotion, Baby cream, prickly heat powder 
—George Fitch, account executive; Baby 
shampoo, Baby soap, Baby lanolin, Baby 
freshner, medicated powder—Arthur 
Menadier, account executive; general line 
promotions, grocery and syndicate mer- 
chandise, cotton balls, first aid kits, new 
surgical products, first aid cream, medi- 
cated relief lotion—Edward Kelly, ac- 
count executive; sterile absorbent, Kling 
bandages, Red Cross cotton, Red Cross 
gauze, Red Cross bandages, bicycle and 
safety campaign, educational projects, 
merchandising services, adhesive tape, 
plastic tape Steri-Pads—John Lamb, ac- 
count executive; Band-Aid Stars 'n Strips 
Band-Aid bandage—Clifford Smith, ac- 
count executive. 

N. W. Ayer & Sons, New York—elastic 


goods and stockings—Charles R. Hogen, 
account supervisor; Thomas Sweitzer, | 
account executive; dental floss and ath- 
| lete’s foot treatment—Robert C. Alexan- | 
der, account supervisor; William Bortree, | 
account executive; medicated plasters— 
Charles R. Hogen, account supervisor, | 
Thomas Sweitzer, account. executive; | 
utility tape—-Thomas Watson, account su- 
pervisor; Tristrom Dunn, account execu- | 
tive; Baby lotion—Robert .C. Alexander, 
account executive, and Thomas Sweitzer, | 
account supervisor. / 

Cummins & Associates, Inc., New 
Brunswick, N. J.—hospital division, bulk | 
sales of surgical dressings—George Mac- 
Fail, account executive. | 

Wesley Aves & Associates Inc., Grand | 
Rapids, Mich.—filter products—K. C. 
Ring, account executive. 


| 

PERMACEL TAPE CORP. 
(New Brunswick) 

| 

MARKETING PERSONNEL 

| Sales 

G. C. Riegger, president 

Jack F. Cullen, stationary products man- 


ager 

Robert R. Sieger, syndicate products 
|} manager 

|James Jones, hardware products man- 
| ager 


Advertising 
John L. Callahan, director of advertising 
and consumer products 
Franklin W. Bartle, advertising manager 


ADVERTISING AGENCY | 
Young & Rubicam, New York—consum- | 
er advertising for Permacel tapes, Texcel | 
Cellophane tape, Bondex heat sealing | 
tape, Texel Metallic gift tape, Moby Dick | 
ceramic tape dispenser—Edward Kelly, | 
account executive. j 
Aitkin-Kynett Co., Philadelphia—indus- | 
trial advertising for Permacel tapes—M. | 
E. Goldman, account supervisor; William 
Thacher Longstreth, account executive. 


LE PAGE’S INC. 
(Sales office in New Brunswick, 
plant in Gloucester, Mass.) 
Sales 

John L. Callahan, director of merchan- 

dising 
Jack F. Cullen, glue products manager 
Stanley C. Jensen, paste and mucilage 

products manager | 
| Theodore A. Zdzienicki, assistant prod- 

ucts manager, specialty products | 

Advertising | 

Franklin W. Bartle, advertising manager 


ADVERTISING AGENCY | 

Young & Rubicam, New York—LePage’s | 

| Products, including glue, Gripspreader 

jand Miracle Mender—Luis Weil, account 
supervisor. 


} 


CHICOPEE MILLS 
Sales Division of Chicopee Mfg. Co. 
(New York) 


MARKETING PERSONNEL 
Bart H. Bossidy, vp and general man- 
| ager of the synthetics division 
| Thomas O. Boucher, vp and general 
| manager of the general line division 
| Winston L. May Jr., vp and general man- 
ager of the baby products division 
J. Ferrell Nicholl, vp and general man- 
ager of the Lumite division 


John J. Smith, vp and general manager 
of the non-woven fabrics division 


Sales 

John Falkenholm, vp and sales manager 
of the general line division 

Kenneth J. Osgood, sales manager of the 
baby products division 

J. Frank Pratte, sales 
woven products division 

George B. Birt, sales manager, Lumite 
division, fabrics 

Harold W. Brown, sales manager, Lumite 
division, automotive fabrics 

William Volk, sales manager, Lumite di- 
vision, insect screening 


manager, non- 


Advertising 
Albert C. Van Roden Jr., 
coordinator, Lumite division 
Robert R. Poggi, product director, woven 
baby fabrics 
A. M. Kidder, product manager 
Esther Bradish, sales promotion manager, 
baby products division 


advertising 


ADVERTISING AGENCY 

Lennen & Newell Inc., New York— 
Baby Products division—Chix gauze dia- 
pers, Chux gauze diapers, 
sheets, Redi-Fol diapers, 
liners, pillow cases, disposal diaper pads, 
and panties, Swan-Soft diapers, sheets, 
Baby Best sheets and diapers; Lumite di- 
vision—Lum-Puf fashion fabrics, indoor 
and td Pp y furniture fab- 
rics, fiberglass, screencloth, Saran insect 
screening, woven industrial fabrics, Chix- 
on rayon fabrics, Chic-Spun multi-fibre 
fabrics, woven Saran seat cover fabrics, 
woven synthetic spun fabrics; Masslinn 
division—Masslinn towels, napkins, table 
cloths, Dottie Dustin, Miracloth, drapery 
fabrics, industrial fabrics, casket linings, 
Flairform interfacing; General line divi- 
sion—Shapewell linings, plant bed covers, 
Chix cheese cloth, nylon nets, Bouffan- 
ette petit coat fabrics, Crinolast, plain 
and printed fabrics—Jackson Taylor, ac- 
count supervisor, Shirly W. Estey, ac- 
count executive. 


PERSONAL PRODUCTS CORP. 
(Milltown, N. J.) 


MARKETING PERSONNEL 
Frank D. Callahan, vp, marketing 


Sales 

Thomas E. Batey, sales manager 

Clyde A. Brown, divisional merchandis- 
ing manager, specialty products 

Maurice Healy, divisional merchandising 
manager, sanitary products 
Earl G. Tyree, product director, Modess 
Margaret C. Frampton, product direc- 
tor, Modess Belts, Meds Tampons 

Leo J. Lent, product director, 
Tampons 

George C. Wilder, product director, Coets 
Cotton squares 
Michael W. Slagada, product director, 

“Jonny” Mop 

Irene M. Sabo, product director, new 
products 

Patricia G. Morrison, director of educa- 
tion 


Modess 


Advertising 
J. Jay Hodupp, vp, merchandising and 
advertising 


ADVERTISING AGENCIES 

Young & Rubicam, New York—Modess 
napkins, Modess belts, Coets Cotton 
squares, Modess Tampons, educational 
program—Walter Hield, account supervis- 
or; George Goodlett, account executive. 

Compton Advertising, New York—new 
specialty products—Arthur Mountrey, ac- 
count supervisor. 

Geare-Marston Inc., Philadelphia, divi- 
sion of Ruthrauff & Ryan—‘‘Jonny” Mop 
—Grant Worrell, account supervisor; 
James B. Briggs, account executive. 


AUTOGRAPH BRUSH & 
PLASTICS CO. 
TEK HUGHES DIVISION 


(New Brunswick) 


MARKETING PERSONNEL 
C. J. Wibbelsman, president 
Vincent J. Robinson, marketing vp 
Robert McCaffrey, assistant to the mar- 
keting vp 
William Tiefenwerth, product director 


ADVERTISING AGENCY 
Young & Rubicam, New York—Tek 
tooth brushes, Hughes hair brushes, and 
Tek nylon combs—Milford Baker, account 
supervisor; John Lamb, account execu- 
tive. 


ETHICON INC. 


(New Brunswick) 
MARKETING PERSONNEL 


Sales 
vp 


Advertising 
Edward Henrys, advertising manager 


George A. Kellogg, 


ADVERTISING AGENCY 
L. W. Frohlich & Co., New York— 
ethical and medical advertising for su- 
tures, surgical powder, surgical soap, 
Ethigraft—Charles Lewis, account super- 
visor; B. J. H Z t tive. 


ORTHO-PHARMACEUTICAL 
CORP. 
(Raritan, N. J.) 


MARKETING PERSONNEL 
Foster B. Whitlock, president and general 
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manager 
B. J. Todd, director of research 


Sales 
DuPont Murphey, sales manager 


Advertising 
John Meyer, director of advertising and 
sales promotion 


ADVERTISING AGENCY 

L. W. Frohlich & Co., New York— 
ethical and medical advertising for con- 
traceptive and therapeutic products in- 
cluding Ortho-Gynol, Ortho-Creme, Ortho 
White Kit, Aci-Jel, Nidoxital, Triple Sulfa 
Cream, Dienestrol Cream, Nutri-Discs, 
Hexital, Masse, Diffusin, Rarical, Genter- 
sal, Salpix, diagnostic products, Ortho- 
Preceptin—Julian Farren, account super- 
visor; F. D. Moorman, account executive. 

Wildrick & Miller Inc., New York— 
veterinary products division, including 
Dinovex, bovine semen diluter and spe- 
cial promotions—S. Donald Wildrick, ac- 
count executive. 


S. C. Johnson & Son 


S. C. Johnson & Son, Racine, 
Wis. The nation’s 63rd biggest ad- 
vertiser, with total expenditures in 
1956 estimated by ADVERTISING AGE 
at about $12,000,000, of which $5,- 
743,130 was in measured media. 
The total, which increased over 
AA’s estimate of $11,000,000 for 
1955, is very likely to rise again 
in 1957 because of the company’s 
continuing program of diversifica- 
tion and new product development. 

Sales of the company, which is 
privately owned and releases no 
official figures, are estimated by 
AA to have increased from about 
$60,000,000 in 1955 to more than 
$64,000,000 in 1956. Indications of 
the company’s earning power were 
the payment of a $12,500,000 stock 
dividend out of surplus at the end 
of 1952, and the reported increase 
of tangible net worth from $18,- 
000,000 to $23,000,000 from June, 
1953, to June, 1955. 


® Johnson, which has been a lead- 
er in the wax business for the past 
71 years, continued to make news 
in that field and outside it with 
successful new products in 1956 
and 1957. Last year the company 
invaded the insecticide field with 
Raid in both liquid and aerosol 
form with such striking results that 
it ended the year as the No. 1 aero- 
sol bug killer in sales volume and 
is boosting sales further this year, 
while the liquid insecticide is chal- 
lenging for first place. This year 
the company launched “Off!” in- 
sect repellant, which is trying to 
expand the market extensively in- 
to lawn-party and back-door use, 
in comparison with outdoor and 
sports use which others in the field 
have stressed. Johnson’s big com- 
petitor in this field is 6-12, a prod- 
uct of Carbide & Carbon Chemical 
Co., division of Union Carbide & 
Carbon Corp. Another development 
in 1957 was the addition of Raid 
to the company’s maintenance 
products, or institutional line. 

Johnson’s entry into the insecti- 
cide field is the first by a really 
big-time operator in marketing 
methods and expenditures, and the 
results are showing. Indicating how 
fast this market is growing, aerosol 
insecticide sales rose from 10,000,- 
000 units in 1948 to 35,000,000 in 
1952 and 60,000,000 in 1954. Sec- 
tional leaders have been Standard 
Oil of New Jersey’s Flit and Gulf 
Oil Co.’s Gulf Spray, but no na- 
tional brand has had as much as 
10% of the market. This contrasts 
with the self-polishing wax busi- 
ness where the four leading brands 
—Beacon, Simoniz, Aerowax and 
Johnson’s—do over 80% of the vol- 
ume. 

Another new non-wax product 
of Johnson's is Glad air freshener, 
which bowed with test promotion 
last fall. 


8 In Johnson’s major field—floor 
waxes—the company’s No. 1 prod- 
uct is Glo-Coat, which dominates 
with about 50% of the market’s 
dollar volume, compared with 


about 15% each for the two nearest 
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competitors. Early this year the, 
company engaged in an extensive | 
test market operation for Klear, a 
new self-polishing wax for floor- 
ings. 

In 1956 Johnson furniture waxes 
were estimated to have more than 
50% of the market, with the near- 
est competitor in the 10% area. In 
automobile waxes, Johnson’s dollar | 
share was closer to 30%—not too | 
far from Simoniz, with about 25%, | 
while Turtle Wax (a relative new- 
comer) is in third position and 
Du Pont in fourth. 

Only changes in the company’s 
marketing personnel this year were | 
the addition of R. W. Solon and L. | 
R. Peterson as assistant product 
managers, A. R. Menzies as sales | 
promotion manager and R. E. Da-| 
vies Jr. as production manager | 
in the advertising department’s | 


household products section and R.| back Kellogg emphasized that it| American Flyer catalog, all for) this year. 


A. Holmes as industrial products | 
sales promotion manager. No agen- 
cy changes were made. 


ADVERTISING EXPENDITURES 
1955 


1956 

Newspapers ...................8 872,729 1,129,473 
M i 1,564,766 1,057,813 
Business publications 39,500 
Farm publications .... 720 720 
Network television . 3,524,450 3,412,804 
Spot Television ........ 142,320 
QORSOED . seicttretinccnitieites 39,000 

Total Measured ... 6,041,165 5,743,130 
Merchandising 

material, peint 

CB GEER, GBB. cecrececcceee 1,100,000 1,100,000 
Total Unmeasured 4,958,835 5,156,870 
Estimated Total | 

Expenditure ............. 11,000,000 12,000,000 | 


MARKETING PERSONNEL 
R. W. Carlson, marketing vp 


Public Relations 
W. N. Connolly, public relations vp 


Advertising & Merchandising 
(Household Preducts) 

Douglas L. Smith, director 

William M. Schmick, product manager 
for automotive products, Glade, self- 
polishing wax, Glo-Coat 

R. H. Deihl, product manager, furniture 
polishes, Pride, Stride and Jubilee 

H. D. Wakefield, product manager, self 
polishing waxes, Raid 

J. B. Rasmussen, assistant product man- 
ager 

R. W. Solon, assistant product manager 

L. R. Peterson, assistant product manager 

Robert Dobson, product manager, polish- 
er, scrubber, polishing waxes 

H. L. Tubman, sales planning manager 

C. A. Stangby, media manager 

A. R. Menzies, sales promotion manager 

R. E. Davies Jr., production manager 


(Maintenance, Industrial Products) 
W. P. Sawyer, maintenance products sales 
promotion manager 
R. A. Holmes, industrial products sales 
promotion manager 


ADVERTISING AGENCIES 

Benton & Bowles, New York—Electric 
polisher and scrubber, Beautifloor, John- 
son's paste wax, Jubilee kitchen wax, 
Glade—E. W. Murtfeldt, account supervi- 
sor; Fred Parnell, John Weaver, Wm. 
Bryant, account executives. 

Foote, Cone & Belding, Chicago—All 
automotive products, Raid insecticide 
line, Off! insect repellent, Klear Self- 
Polishing Wax, Glade—George Belsey Jr., 
account supervisor; Duane Bogie, Edward 
Ratliff, account executives. 

Needham, Louis & Brorby, Chicago— 
Glo-Coat, Pride furniture polish, Stride 
floor wax, all industrial and maintenance 
products—James L. Isham, account super- 
visor; John J. Louis Jr. and Daniel E 
Welch, account executives. 


Kellogg Co. 


Kellogg Co., Battle Creek, the 


country’s 38th largest advertiser, | 


invested an estimated $18,000,000 
in advertising during 1956, of 
which $14,211,806 was in meas- 
ured media. Kellogg’s heaviest ad 
expenditures were in network tv 


($6,101,919) and spot tv ($4,810,-| 


530), which represent almost two- 
thirds of the big cereal maker’s 
entire ad budget. 

In 1955 Kellogg ad expenditures 
were an estimated $17,000,000, of 
which about $9,000,000 went into 
tv. Measured media expenditures 
for 55 were $8,551,412 (spot tv 
was not measured in 1955). 

For many years Kellogg has been 
one of the heaviest users of prem- 
iums in the ready-to-eat cereal 
field. But Kellogg made news last 
month (AA, July 8) by announc- 
ing that it was halving its budget 
for in-pack premiums. At that time 
the company said it was not drop- 
ping in-pack premiums entirely, 
but was making a “drastic cutback” 


in their use for the following rea- 
sons: 

1. In-pack premiums have lost 
a great deal of their selling power 
among kids because there are so 
many premiums in so many cereal 
products. 

2. Benefits are short lived. 

3. Premiums are costly. 

4. A new premium will boost 
sales sharply for a time, but chil- 
dren are fickle and will readily 
turn to another cereal with a 


newer and more intriguing gim-| 


mick enclosed. 


® Kellogg said it also was influ- 
enced in its decision by finding 
out that “there was a tremendous 


They were going to many persons, 
such as adults, for example, who 
had no use for them.” 

In announcing its premium cut- 


would not decrease its over-all 
budget for advertising and promo- 
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tion, but would simply switch the, reals to carry the books, because operations for the first six months 
money normally used for pre- the company has found that they of 1957,” Kellogg reports. “It is 


miums into other advertising| appeal most to the 14-and-under|expected that the remaining 
channels. | age group that Gilbert is pitching! months of the current fiscal year 
j=. ‘will show improvement over the 


® Prior to its recent cut-back de- | ‘comparable months of last year 
cision Kellogg is estimated by|® The year 1956 was Kellogg’s and that sales and profits for the 
trade sources to have invested ap- golden anniversary year, and it) ful) year 1957 will be up moderat- 
proximately $3,000,000 annually in | also was its most successful year, ly over the preceding year,” the 
premiums and premium promo- | with sales hitting $201,674,678 and |eompany says. 
tion. Less than a year ago the | met earnings soaring to $15,079,- The golden anniversary year 
company launched the biggest | 734. In 1955 sales were $182,094,- was also to be the last year in 
premium promotion in its history | 188 and net earnings were $13,782,-| wnich Kellogg’s fortunes would be 
(AA, Sept. 24, 56) when it joined 205. ‘guided by Watson Vanderploeg, 
The Kellogg sales picture for) who died this past May. Mr. Van- 


hands with A. C. Gilbert Co. The| 
deal called for distribution of more | 1957 looks good, despite a 39-day | derploeg had been president of the 
than 9,000,000 railroad adventure | strike that started June 4 and end- company since 1939, joining Kel- 
comic books as in-pack premiums./|ed July 13. Sales through June 30\logg after a career in banking. 
The comics included a soft-sell | totaled $104,498,891, compared with | The company produced seven ce- 


| 


‘waste in the use of premiums, | commercial for Gilbert's American | $104,312,188 for the first six months| reals at that time and had sales 


|Flyer trains, plus a coupon on the|of 1956. However, earnings were | totaling $33,000,000; it now makes 


back page offering two books— | off slightly, dropping from $7,841,-|13 cereals and boasts sales in ex- 

|\“How to Build and Operate a 131 in the first half of '56 to $7,-| cess of $200,000,000. 

|Model Railroad” and a 52-page | 839,948 in the first six months of} Elected to succeed Mr. Vander- 
'ploeg was Lyle C. Roll, who has 

| 25¢. Kellogg selected Sugar Pops The major part of the cost of the | been with the company since 1927 


|and Sugar Smacks as the two ce-| 39-day shutdown “is reflected in| and had been exec vp since 1953. 


| 


BATTEN, BARTON, 


the introduction of the new Philco Bantam 12 air conditioner. 
The world’s first take-home air conditioner, the Bantam 12 
called for an entirely new advertising approach. Campaign 
theme: “Take it home today, be cool tonight!” After announce- 
ments in The Saturday Evening Post and Life, dramatic news- 
paper ads like this helped spur sales all across the country. 


“Out of the lush fairy-tale splendor of the Orient .. .” So 
begar Revlon’s live TV commercial to introduce its new lip- 
| stick and nail-enamel shade, “Persian Melon.” Complete with 

music, summer fashion news and soft picture-making words, 
the commercial was broadcast the night of June 11 on “The 
$64,000 Question.” Stores country-wide felt the impact of this 
new shade promotion, and sales took off like a magic carpet. 
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producer of dairy products, makes luscious reading in The 
Saturday Evening Post, Parents’ Magazine, Good Housekeeping 
and Sunset. This campaign introduces new dairy products and 
shows new ways to enjoy such familiar items as buttermilk. 
Cool food and beverage ideas from Foremost also appear in 
newspapers in over 200 major markets. BBDO San Francisco. 
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Better-ness, says the Timken Roller-Bearing Company, means 
a more daring, imaginative and efficient way of doing things. 
It’s the heart of their success. Through BBDO Cleveland, their 
national magazine and business-paper campaign is winning a 
crusade to sell railroads on the advantages of Timken bearings 
for freight cars. This year, they're pioneering again with a net- 
work TV show—to sell their Better-ness to all industry. 


DURSTINE & OSBORN, INC., ADVERTISING 


NEW YORK - ATLANTA + BOSTON «+ BUFFALO + CHICAGO + CLEVELAND + DALLAS + DETROIT +» HOLLYWOOD « LOS ANCELES + MINNEAPOLIS « FITTSHUROCH + SAN FRANCISCO + SEATTLE + TORONTO 
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Near the end of 1956 Kellogg 
completed plans for manufactur- 
ing its products in New Zealand. 
Its new plant is located in Auck- 
land and is under the direction of 
Kellogg’s Sydney, Australia, man- 
agement. As for other non-U. S. 
operational changes during 
Kellogg announced early in the 
year that its interests in the bak- 
ing mix business of Kellogg- 
Pillsbury in Canada had been sold 
to Pillsbury of Canada. 


« Kellogg is by far the nation’s 
largest manufacturer of packaged 
dry cereals, with approximately 
45% of the total market—and Kel- 
logg corn flakes account for about 
one-third of the company’s total 
dry cereal sales. (General Foods is 
the second largest marketer of dry 
cereals, with about one-quarter of 
the market; General Mills, with 
19%, is third, and National Bis- 
cuit’s cereals hold down 4th place 
with about 7% of the market.) 

Next to corn flakes, the biggest 
seller in the Kellogg dry cereal 
stable is Rice Krispies. The three 
brands of pre-sweetened cereals 
marketed by Kellogg are Sugar 
Corn Pops, Sugar Smacks and Su- 
gar Frosted Flakes. Although no 
estimates on Kellogg’s share of the 
pre-sweetened market are avail- 
able, pre-sweets of all dry cereal 
makers combined have carved out 
about 15% of the total dry cereal 
market. 


s Cereals account for the big bulk 
of Kellogg’s business, but the com- 
pany also makes several other 
products, including Ribbon dog 
food, dog meal and Gold Medal 
macaroni and spaghetti products. 

Kellogg diversified its product 
line still further in June, 1956, 
when it brought out a new soft 
drink in tablet form and started 
testing it in Los Angeles. Called 
Fizz-Ade, it comes in eight flavors. 

Some of Kellogg’s heaviest pro- 
motion during the past three years 
has gone into pushing Special “K,” 
a dry cereal which has a high pro- 
tein content. Introduced in seven 
states early in 1955, Special “K” 
achieved national distribution in 
March, 1956. It was introduced in 
Canada last January and received 
“an enthusiastic reception,” Kel- 
logg reports. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers ne $1,355,155 $1,685,515 
M i ” 1,255,373 1,439,855 
Farm Publications . 55,585 54,567 
Busi Pub ti 103,500 133,000 
Network Television 4,660,369 6,101,919 
Spot Television ....... 5,000,000* 4,810,530 
GeeReee —cecersseseene — 36,420 
Total Measured ....12,439,482 14,211,806 
Network Radio** .... 1,111,920 
Total Unmeasured 4,560,518 3,788,194 
Estimated Total 
Expenditure 17,000,000 = 18,000,000 
* Spot tv expenditure of $5,000,000 in 


1955 is estimated; 1056 figure of $4,810,- 


"56, | « 


mour (All Bran, 40% Bran Flakes, Raisin 
Bran), Tom Connolly (Variety, Snack- 
Pak, Handi-Pak Pep, Gold Médal spa- 
ghetti and macaroni), Dan Scully (res- 


tion, joining as a sponsor of, 
“Playhouse 90” (CBS). Kleenex | 
tissues, Delsey bathroom tissue) 


taurant, institutional and test products|and Kleenex table napkins will 
{like Fizz-Ade), Gro-Pup, Shredded > 
Wheat, Corn Soya, Krumbles), account be featured on these — 


executives. Also, Ted Hudson (all Kel- i } 
logg in Canada) and George Turner, mer-| 8 The company continues its ac- | 
handising m (both in Toronto). (tive sales promotion with a na- 
tionwide couponing program for 
Delsey bathroom tissue and Klee- 
Kimberly-Clark Corp. | 0 iuie napkins in addition to 
Kimberly-Clark Corp., Neenah, | special trade incentives and pre-| 
Wis., is the nation’s 91st largest|mium offers. 
advertiser, with a total 1956 ex-| The organization of a new 
penditure estimated by Apvertis- | “Service Products Sales Section 
Inc AGE at $7,300,000, of which |has been announced. It will mar- 
$5,903,409 was spent in measured |ket Professional Kleenex tissue:, 
media. This is a marked drop| table napkins, Pocket Pack, Delsey 
from the 1955 budget, which AA‘ bathroom tissue, Kimberly-Clark 
estimates was $8,500,000, of which | service wipers and Sanek towels, 
$7,005,430 was in measured media. folded tissue strips and beauty 
The corporation’s sales for the | pads to institutional and industrial 


Farm Publications ................. ; 
R . P hbileati i 269,200 


Outdoor 
Total 


Lever Bros. Co. 
Lever Bros. Co., New York, is 


| the nation’s 7th largest advertis- 


er. Its advertising expenditures in 
1956 were estimated at $60,100,000, 
of which $25,347,556 was spent in 
measured media. In 1955, the com- 
pany’s advertising investment was 
an estimated $52,500,000. 

The market-by-market intro- 
duction of new products called for 
nereased advertising outlays, par- 
ticularly at the local level. Ex- 
penditures in spot television were 
in excess of $5,000,000. Newspa- 
pers got $1,500,000 more of Lever’s 
ad money than they did in 1955. 


| figure of $24,120,001. 


fiscal year ending April 30, 1957, 
were $310,733,968 and its earnings 
for the year $24,820,590. The 1957 
sales figure is well above 1956 sales 
|ot $282,167.742. but the profits 
'were only slightly above 1956's 


The 1957 and 1956 sales and 
profit figures here include Peter 
J. Schweitzer Inc., New York, 
which was merged into Kimberly- 
Clark early this year. 

The corporation’s Cellucotton 
division makes Klieenex tissues, 
table napkins and towels, Kotex 
and Fibs sanitary products and 
Delsey bathroom tissues. 


= Kleenex tissues hold the lead 
in its market, followed by Scott 
tissues. Kleenex napkins just re- 
cently went into national distri- 
bution and a company spokesman 
says it is gaining a solid foothold. 
Kleenex towels are not yet na- 
tionally distributed. Kotex holds 
a solid lead in its market; Modess 
is second. Fibs Tampons are in 
third place, behind Tampax and 
Modess. 

Delsey toilet tissues breaks about 
even with Soft-Weave in leader- 
ship of the two-ply toilet tissue 
field. (Scott is leader in the entire 
toilet tissue field.) 

Kimberly-Clark’s industrial and 
specialty products division makes 
printing and writing papers, busi- 
ness papers, technical papers, Mar- 
valon shelf and drawer lining and 
adhesive veneer, Duo-Dustin dust- 
ing paper, Silver Sheets polishing 
paper, Sanek towels, Sanek folded 
tissue strips, Sanek beauty pads, 
Mat Pak matrix backing, Kimpak 
interior packaging, Kimsul insula- 
tion, Kimwipes industrial wipers, 
Lithowipes plate processing tow- 
els, Kimpreg plastic surfacing, 
Texoprint plastic printing paper 
and meat and poultry pads. 


® Kimberly-Clark is planning a 


530 is measured. 

**Measured expenditure figures fer net- 
work radio have not been available 
since July, 1955. The figure shown is 
based on PIB measurement of expen- 
ditures from January through July plus 
a projected estimate for the remainder 
ef that year. 


MARKETING PERSONNEL 

E. M. (Mard) Leaver, president of Kel- 
logg Sales Co. and vp in charge of 
marketing of Kellogg Co. 

Sales 

Cc. A. Tornabene, assistant sales manager 

L. G. Buchanan, national sales coordina- 
tor and vp of Kellogg Sales Co. 

W. F. Ehrhardt, assistant to sales man- 
ager 

H. L. Green, assistant to sales manager 

H. O. Kuhl, assistant to sales manager 

W. E. La Mothe, assistant to sales man- 
ager 

Harold F. Muntz, vp in charge of export 
sales 

H. G. Crosby, manager of sales market 
research 

Advertising 

Ralph P. Olmstead, vp in charge of ad- 
vertising 

Howard M. List, ad manager and vp of 
Kellogg Sales Co. 

D. F. Brown, assistant to ad manager 

A. J. Finley, assistant to ad manager 

W. M. Pierce, istant to ad 


ADVERTISING AGENCIES 
Leo Burnett Co., Chicago—All products 
in U. S. and Canada—Roy S. Lang, ac- 
count supervisor; Paul Harper (Special 
“K", Rice Krispies), Dale Nolan (corn 
flakes, Canadian coordinator), Bill Sey- 


fall introduction for a new con- 
|sumer product with a new brand | 
name, but it has not revealed the | 
|type of product to be marketed. | 
| Doherty, Clifford, Steers & Shen- 
field, New York, advertisiug agen -| 
cy, has been retained for the new | 
product. Foote, Cone & Belding | 
continues to handle advertising on | 
all other products. 

Major corporate developments 
have included the acquisition of 
Peter J. Schweitzer Inc., manu- 
facturer of cigaret, condenser and 
carbonizing papers, as a wholly- 
|owned subsidiary; and acquisition 
of Neenah Paper Co., manufac- | 
turer of cotton fiber content writ- 
}ing papers, as a division of Kim- 
berly-Clark. The corporation also 
began production of Kleenex tis- 
sues and Delsey bathroom tissue 
at a new plant in Fullerton, Cal., 
| and started construction of a new 
plant at New Milford, Conn., to 
manufacture Kleenex tissues, Del- 
jsey bathroom tissue and Kleenex 
table napkins. 


Kimberly-Clark is a major in- | 


vestor in magazine advertising 
and network television, renewing 
this fall as a sponsor of “Perry 
|\Como Show” (NBC) and in addi- 


users. 

The corporation’s advertising 
expenditures listed below inclucc 
$972 in newspapers and $123,79 
in magazines for general corpora- 
tion advertising. The total e-- 


timated unmeasured includes 
$40,000 in transportation advertis- 
ing. 


KIMBERLY-CLARK CORP. 
(Neenah, Wis.) 
ADVERTISING EXPENDITURES 


1955 1956 
Newspapers $2,077,914 $1,066,250 
Magazines (occu 3,377,469 2,012,916 
Farm Publications .... 6,900 4,140 
Busi Publicati 389,900 449,200 
Network Television 914,648 1,273,706 
Spot Television ..... 966,700 
es 238,599 100,452 
Total Measured 7,005,430 5,903,409 
Estimated Total 
Unmeasured . 1,494,570 1,396,799" 
Estimated Total 
Expenditure . 8,500,000 7,300 00° 
ADVERTISING AGENCIES 
Foote, Cone & Belding, Chicago—~! 


Kimberly-Clark products now on th« 
market. 

Doherty, Clifford, Steers & Shenfic 
New York—new product not yet iden. 
fied by Kimberly-Clark—D. K. Clifforr 
management representative; H. M. Ic 
land, account sup:rvisor; R. E. Timme 
man, account executive. 


CELLUCOTTON SALES 


DIVISION 
(Neenah, Wis.) 
MARKETING PERSONNEL 
Sales 
C. E. Souders, genefal sales manager 
Marketing and Advertising 
E. A. Olson, marketing manager 
H. J. Sheerin, products manager 
Cc. E. Noble, Kotex brand manager 
J. B. Williams, Kleenex tissues bron 
manager 
R. W. Ebert, Delsey bathroom 
brand manager 
J. S. Sensenbrenner, Kotex produ.t 
brand manager 
P. A. Leekley, 
brand manager 
J. W. Arnold, division sales promotior 
manager 


ADVERTISING AGENCY 
Foote, Cone & Belding, Chicago—-ohr 
J. Hussey, account supervisor; Robe:t . 
Koretz, management representative; Do: 


tiesvc 


Kleenex table napkir: 


|Cunningham (Kotex products an? De» 


\sey tissues), Walter Heymann (Kleenex | 534,187 for Colgate-Palmolive and 
(Kleenex t ble | 


towels), George DeBeer 
napkins and tissues). 


ADVERTISING EXPENDITURES 


19°6 

SETTRCTD —ccccessssnssnsantrcseescssine $1,065 27 
GD == csenniectsidienniien 1,769.78 
Basimess POPS oem 180,004 
Network Television . 1,272 7M 
Spot Televistom ooccccccccccccceens 996,700 
Ge eresececermapsiieenciinteenene 90 OOF 

TEE =—_s(ccnecennsecteciiitinnebecseniapindiinn 5,375,464 


INDUSTRIAL AND SPECIALTY 


SALES DIVISION 
(Neenah, Wis.) 
MARKETING PERSONNEL 
Sales 

A. G. Sharp, vp and general sales magr., 
printing and writing papers 

W. W. Cross, general sales manager, speci- 
alty products 

Marketing and Advertising 

R. A. Brabbee, advertising and 
Promotion manager 

R. B. Sawtell, manager, market reserved 
and product planning 

H. U. Hoffman, brand manager for 
business papers and Texo-print 

H. J. Hackbarth, brand manager for 
household and building products 

L. I. Landrum, brand manager for print- 
ing papers 

S. L. Swenson, industrial wadding prod- 
ucts brand manager 


sales 


|R. L. Mayotte, service products brand 


manager 


ADVERTISING AGENCY 
Foote, Cone & Belding, Chicago—J. S 


products. 
ADVERTISING EXPENDITURES 
1 


Magazines 


$ 119,386 i 


The magazine schedule was about 
| the same, but network tv spending 
was up by 25%. 

Lever’s budget, broken down by 
divisions, looks like this: Lever di- 


| vision, $35,000,000; food division, 
| $15,000,000; Pepsodent division, 
$10,000,000; industrial division, 
$100,000. 


Lever’s promotional outlays in 
1955-56 were extraordinarily high 
»ecause of the introduction of new 
»roducts. The company has had the 
‘ormidable task of introducing na- 
tionally three new mass-consumer 
xroducts (Wisk, Dove and Imperi- 
11) and has also been engaged in 
testing other products prior te 
aunching them on the nationa! 
narketing scene. 


s Lever Bros. is an offshoot of the 
world’s largest soap and marga- 
rine company, Unilever Ltd., An- 
|glo-Dutch giant which reported 
sales of $4.6 billion in 1956. (Only 
three other companies in the world 
have a higher volume.) Lever 
Bros. has never issued any figures 
on its sales or profits, but AA esti- 
mates its 1956 volume at $27 5.000,- 
000, compared to $250,000,000 in 
1955. Unilever reported a 1956 
volume of $500,000,000 for its 
North and South American opera- 
tions (which include Thos. J. Lip- 
ton Inc., largest tea company in 
he U.S.). 

From al! indications, 1956 was 
the second successive profitable 
| year for Lever Bros., following 
losses in 1954 and 1953. Financial 
| information filed by the company 
with the Massachusetts Commis- 
sioner of Corporations showed an 
| earned surplus of $18,087,712 in 
| 1956, an increase of $3,319,775 over 
| the previous year. (At the end of 
|1956 Lever had total assets of 
$149,815,000, compared with $184,- 


$554,116,086 for Procter & Gam- 
ble.) 


e Lever Division—Wisk, a heavy- 
duty liquid laundry detergent, be- 


_|came the most heavily-advertised 
,| Lever brand in 1956. Tested first 


in 1955, Wisk was introduced mar- 
ket-by-market last year with a 
$12,000,000 ad budget. It will be 
in national distribution by the end 
of 1957. 

Wisk is important to Lever, 
which has never developed a 
powdered detergent to compete ef- 
fectively against the top-selling 
| brands of Procter & Gamble (Tide 
and Cheer). With a head start in 
the heavy-duty liquid field, Lever 
has increased its share of the 
|washing agent market. 
| Lever also has the top-selling 
| light-duty liquid detergent in Lux 


liquid, which increased its sales| 


lin 1956. It continues to outsell 
|P&G’s Joy by a comfortable mar- 
| 

® (In a further move to offer a 
/more complete line of washing 


ical Co. in May, 1957.) 
Lever’s powdered synthetics— 
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Breeze, Silver Dust, Rinso Blue 
and Surf—maintained their sales 
in 1956. 

All of the Lux products—Lux 
toilet soap, Lux liquid detergent 
and Lux flakes—receive strong 
promotional backing on the com- 
pany’s network television shows. 
Lever spent some $10,000,000 in 
network time purchases in 1956 
and more than half of this time 
was allocated to the Lux brands. 


= Lux toilet soap, a perennial 
leader in the toilet soap field, came 
out in four pastel colors in 1956 
and these are now being sold na- 
tionally. Lever says the addition 
of color gave a fillip to sales. 

Lifebuoy returned to the nation- 
al advertising scene in a big way 
last year. Recently repackaged and 
reodorized, Lifebuoy was repack- 
aged again in 1956 and got in- 
creased advertising support. Lever 
spent more than $2,500,000 pro- 
moting this brand, primarily in 
magazines, Sunday supplements 
and newspapers. 

The division currently has three 
products in the test stage: Hum, a 
controlled-suds liquid detergent 
for automatic washers; Gayla, a 
green, translucent, complexion 
soap bar; and Praise, a deodorant 
bar. 


e Food Division—Imperial, a mar- 
garine with 10% butter content, 
was introduced market-by-market 
n 1956 with a heavy promotion 
budget. Lever spent $1,300,000 in 
spot tv and $1,000,000 in newspa- 
pers to introduce the new brand. 
National distribution was com- 
pleted early in 1957. 

The latest store audits indica‘e 
that Imperial holds fifth place in 
margarine sales. Lever’s Good 
Luck brand is the No. 4 margarine. 
With Imperial and Good Luck to- 
gether, Lever now probably sells 
more margarine in this country 
than any other manufacturer, a 
situation no doubt gratifying to the 
parent company, which dominates 
sales in the rest of the world. 

Spry, Lever’s shortening, got 
heavy advertising support in 1956 
—$1,000,000 in newspapers alone— 
but continued to run a poor second 
‘to P&G’s Crisco. 

The division currently has three 
products in test markets: Instant 
liquid Spry, Lucky Whip (a des- 
sert dressing) and Spreez (a 
cheese spread). 


e Pepsodent Division—Dove, an- 
other new Lever product, was in- 
troduced market-by-market in 
1956 with a strong ad budget. 
Packaged in aluminum foil, Dove 
is a detergent toilet bar shaped to 
fit the hand. It has a 25% com- 
position of cleansing cream. Lever 
spent $500,000 in spot television 
and $350,000 in newspapers to p o- 
mote the brand. National distribu- 
tion will be achieved by the end of 
1957. 

Pepsodent, which formerly had 
about 10% of the toothpaste busi- 
ness, is believed to have increased 
its share of market in 1956 on the 
wings of its new campaign, “I 
Wonder Where the Yellow Went.” 
Spot radio was used extensively 
and Pepsodent also got network 
tv support. Some $500,000 was 
spent in newspapers. 

Still in the test stage is Stripe, 
a toothpaste which comes out of 
the tube striped like a peppermint 
stick. 

Michael J. Roche, general man- 
ager of Lever’s corporate adver- 
tising services division, died on 
Dec. 13, 1956. He had been with 
Lever for 36 years and played an 
important part in the development 
of the company’s advertising poli- 
cies. 

In 1956, Lever moved the Spry 


Doyle, account executive for all division products, Lever acquired the All| account from Foote, Cone & Beld- 


| product line from Monsanto Chem- ing to Kenyon & Eckhardt. This 


was K&E’s first Lever assignment 
and the agency later got the nod 
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for Praise also. This year Lever 
shifted Breeze from Batten, Bar- 
ton, Durstine & Osborn to Sulli- 
van, Stauffer, Colwell & Bayles. 


ADVERTISING EXPENDITURES 
955 


1 1956 

Newspapers .............. $6,408,154 $7,904,683 
a 1,443,664 1,424,372 
Network Television .... 8,001,167 9,980,071 
Spet Television ............ os 5,528,480 
Outdeor ........ 624,308 510,000 
Total Measured ........ 16,477,203 25,347,556 
Total Unmeasured .36,022,707 34,752,444 


Estimated Total 


Expenditure ........ 52,500,000 60,100,000 


MARKETING PERSONNEL 

Henry Schachte, advertising vp 

Ambrose J. Addis, assistant to the adver- 
tising vp 

Robert Prentice, manager of advertising 
policy development 

Raymond F. Underwood, director of sales 
development 

Jack Doran, promotion services director 

Samuel Thurm, media director 

Anton W. Bondy, media manager, print 

Howard Eaton Jr., media manager, radio 
and television 

George J. Zachary, radio and television 
pregram manager 


LEVER DIVISION 


W. N. Burding, marketing vp 

Hugh R. Conklin, general sales manager 

William W. Prout, merchandising mana- 
ger, packaged soaps and detergents 

George Beyer Jr., product manager, Wisk 

Fred A. Flatten, staff assistant to W. N. 
Burding 

John P. Anderson, product manager, Lux 
toilet soap 

Peter M. Soutter, product manager, Rinso 
Blue and Rinse soap. 

David Bland, product manager, 
Dust and Breeze 

Stanley Lewis, product manager, Hum 

James R. Edmiston, product manager, Surf 

Richard E. Baiter, merchandising manager, 
tollet soaps 

James H. Dickey, product manager, Lux 
liquid, Lux flakes 

Robert J. Buck, product manager, Gayla 
and Swan 

J. K. Verden, product manager, Lifebuoy 

William H. Scully, product manager, 
Praise 


Silver 


FOOD DIVISION 


Robert G. Spears, marketing vp 

Robert McDonald, merchandising manager 

Hugh M. Tibbetts, product group manager, 
Good Luck, Imperial, Spreez, Lucky 
Whip 

Fred J. Nabkey, product manager, Good 
Luck and Lucky Whip 

Robert Kelly, product manager, Imperial 
and Spreez 

Charlies J. McCann, product group mana- 
ger, Spry and instant Spry 

Charies C. MeNaull, product manager, 
Spry 

Thomas E. Drohan, product manager, in- 
stant Spry 


PEPSODENT DIVISION 


T. E. Hicks, marketing vp 

William K. Eastham, merchandising mana- 
ger 

Bobb M. Slattery, product manager, Dove 

Elwood F. Ramsey, product manager, Pep- 
sodent products 

Edmund W. Morris, product manager, 
Stripe, Pepsodent Antiseptic 

David Burge, product manager, tooth- 
brushes 


INDUSTRIAL DIVISION 
John L. Parry, general manager 


Public Relations 
J. E. Drew, director 


ADVERTISING AGENCIES 

J. Walter Thompson Co., New York— 
Rinso, Rinso Blue, Lux flakes, Lux liquid, 
Lux toilet soap, Chilorodent, Stripe—Ken- 
neth W. Hinks, management supervisor; 
Standish W. Marsh, Philip Mygatt, George 
Richardson and Everett Bradley, account 
representatives. 

Batten, Barton, Durstine & Osborn, New 
York—Surf, Swan, Wisk, Gayla—Ed Cash- 
in, group supervisor; group heads, Stephen 
Bell (Surf, Gayla, Swan and Lever trade 
advertising) and Roland Cramer (Wisk). 
Account executives, D. G. Partington 
(Surf, Gayla, Swan and trade) and Donald 
Porter (Wisk); John Hoagland, radio-tv 
account executive (Wisk); Frank Ennis, 
H. E. Reinheimer, E. D. Glass, J. C. Clif- 
ford and Tate Brown, assistant account 
executives. 

Sullivan, Stauffer, Colwell & Bayles— 
Sfiver Dust, Breeze, Lifebuoy, Hum—S. H. 
Bayles, management supervisor; A. E. 
Hanser, account supervisor; J. D. Thomp- 
son, J. P. Hardie, R. E. Marsh, account 
executives. 

Foote, Cone & Belding—Pepsodent, Im- 
perial, Spreez—Rolland Taylor, manage- 
ment supervisor; William E. Chambers 
Jr. and A. J. Becker, account supervisors; 
George Milliken and W,.H. Bambrick, ac- 
count executives. 

Ogilvy, Benson & Mather—Gooc Luck, 
Dove, Lucky Whip—Estey Stowell, man- 
agement supervisor; James Heekin and 
Edward Gardner, account supervisors; 
Charles Fredericks and Robert Higgons, 
account executives. 

Kenyon & Eckhardt—Spry products, 
Praise—Anderson Hewitt, management su- 
pervisor; Dickson Griffith, account super- 
visor; Siebrand Niewenhous and Lawrence 


Liebmann Breweries 


Liebmann Breweries, Brooklyn, 
N. Y., the 89th largest national 
advertiser, spent an _ estimated 
$7,500,000 in advertising during 
1956, of which $4,031,176 was in 
measured media. This was about 
20% over 1955, when the company 
had an estimated expenditure of 
some $6,700,000. The brewery’s 
estimated budget for 1957 will 
run about $9,000,000. 

The privately-held company, 
established in 1837 and which is 
still controlled by descendants of 
the founder, S. Liebmann, has not 
recently published a financial 
statement, but the company told 
ADVERTISING AGE that sales in 1956 
exceeded $100,000,000, well above 
1955’s_ estimate of $75,000,000. 
While Liebmann’s production for 
1956 has been estimated at 3,000,- 
000 barrels by the Research Co. of 
America, a drop of about 150,000 
barrels below its 1955 figure, a 
spokesman for Liebmann said that 
1956 production exceeded 3,100,- 
000 barrels. Liebmann’s peak year, 
according to brewer sources, was 
1954, when production was esti- 
mated at 3,400,000 barrels. 


s Though its product distribution 
centers in the New York metro- 
politan area, fanning out into the 
Middle Atlantic States and into 
western Massachusetts (as well 
as distribution in California), the 
regional brewery places seventh 
among all breweries in produc- 
tion. It is outranked only by the 
national breweries. Liebmann’s 
Rheingold Extra Dry Lager Beer, 
continues to rank as the No. 1 
seller in the New York metropoli- 
tan area. Liebmann ranked sixth 
in the nation in 1955, while a year 
earlier, it placed fifth. It still 
markets McSorley’s Ale in the 
East. Liebmann pushes it with a 
small budget, limited primarily to 
point-of-sale advertising. 
Liebmann, while continuing to 
operate on the West Coast through 
the facilities of the California 
Brewing Co., San Francisco, last 
month sold its brewing facilities 
in the Los Angeles area to Theo- 
dore Hamm Brewing Co., St. Paul, 
Minn. Formerly known as the 
Rheingold Brewing Co. of Vernon 
California, the plant has an esti- 
mated brewing capacity of 500,000 
barrels. Hamm will reopen the 
plant in the spring of next year, 
after a $4,000,000 remodeling and 
building job. The purchase price 
was not disclosed. 

While the sale of the Los An- 
geles plant does not mean Lieb- 
mann is retreating from the West 
Coast (it still has brewing facili- 
ties in San Francisco), it is not a 
closely held secret that the brew- 
ery has been somewhat unhappy 
with sales there. Operations in 
California during 1956 were re- 
portedly on a barely break-even 
basis, as opposed to 1955, when 
the West Coast operation sup- 
posedly lost money. The sale of 
the Los Angeles property is ex- 
pected to considerably strengthen 
operating economies. In 1956 
Liebmann spent its entire spot 
television budget, a little over 
$1,000,000, to bolster its West 
Coast market. The total budget 
for the West Coast was up about 
10% in 1956 to $1,100,000. 


® Liebmann during 1956 contin- 
ued a heavy user of newspaper, 
outdoor and spot radio media. 
Newspapers accounted for just 
over $2,000,000; outdoor about $1; 
000,000 and spot radio about 
$500,000. Local television shows 
accounted for an additional $450,- 
000 in time during the year. As 
part of its “Rheingold Theater” 
presentations, the company this 
fall will continue with “Code 
Three” in six eastern markets. 
The brewery is looking for a sec- 
ond show to replace “Douglas 
Fairbanks Presents,” which it 
dropped last spring after four 


Varvarro, account executives. 


which ran out last spring. 

The brewery is currently using| 
the New York Daily News and the) 
New York Daily Mirror in a con-| 
tinuing campaign in four colors in| 
the Sunday supplements of both| 
newspapers. Display continues as 
a strong part of Liebmann adver- 
tising, running about $2,000,000) 
last year. Liebmann’s 40,000 deal-| 
ers have monthly changes of ad- 
vertising displays. 

Liebmann’s agency is Foote, 
Cone & Belding, New York, which 
has handled the account since 1947. | 


® With the sale of the Los Angeles 
brewery, Liebmann is expected to 
make a change in its marketing, 
advertising and sales lineup on its 
remaining West Coast property, 
but at press time Liebmann had) 
not yet made any announcement) 
regarding the management roster | 
in San Francisco. 

The following shifts have been 
made of personnel formerly in the) 
Los Angeles operation of Lieb-| 
mann: Paul Weinschenk, a vp, 


but remains unassigned; responsi- 


bilities of the sales promotion de- | 


partment have been split, wit 
Wayne Dotson continuing as sales 
promotion manager and Alfred 
Grau becoming display manager. 


| 


ADVERTISING EXPENDITURES 
1955 1956 
Newspapers ............ $ 2,029,431 § 2,085,240 
Magazines .............. 185,673 267,614 
Spot Television ‘ 768,660 
(not measured in 1955) 
Outdoor —e 1,490,976 909,662 
Total Measured 3,706,080 4,031,176 


Total Unmeasured 3,000,000 3,468,824 
(includes spot radic, display and talent) 
Estimated Total 

Expenditure 6,706,080 

Sales 

John E. Finneran, sales vp 
Thomas Liebmann, vp 
Theodore Grunek, assistant to the sales 


7,500,000 


vp 
John Liebmann, assistant sales manager 
James Jackier, assistant sales manager 
Al Moore, assistant sales manager 
Walter Huelster, agsistant sales manager 
Advertising 
Philip Lieb presid 
William Dye, advertising manager 
Walter Liebmann III, assistant advertis- 
ing manager 
Alfred Grau, display manager 
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sored “The Star & The Story,” |has been transferred to New York | Wayne Dotson, sales promotion manager 


ADVERTISING AGENCY 
Foote, Cone & Belding, New York— 


h| Rheingold Extra Dry Lager Beer—Frank 


E. Delano, account supervisor; William C. 
Matthews, account executive; Robert 
Weenolsen, tv account executive; Wil- 
liam Belancio, assistant account execu- 
tive; Peter Bardach, assistant television 
account executive; William Scollon, ac- 
count executive, San Francisco. 


Liggett & Myers 
Tobacco Co. 


Liggett & Myers Tobacco Co., 
the nation’s 26th largest adver- 
tiser, chalked up total expendi- 
tures in 1956 estimated at more 
than $22,000,000, of which $16,- 
115,843 was in measured media. 
The previous year’s expenditure 
totaled an estimated $20,000,000 
of which $12,602,421 was in meas- 
ured media. Advertising expendi- 
tures for 1957 are believed to be 
about $25,000,000. 

The company’s sales climbed to 
$564,965,808 in 1956 for a net 
after taxes of $26,450,750. This 


years. Liebmann had also spon- 


REPRESENTED NATIONALLY BY @ THE BRANHAM 
OFFICES IN THE PRINCIPAL CITIES IN THE USA — 


323,50 


(1957 Sales Management Survey of Buying Power) 


IS NOW 


4,‘ 


Beautiful, bustling Tulsa . . . Oil Capital of 
the World, and fast gaining new fame as the 
Water City of the Southwest . . . is perched 
right in the center of the billion-dollar Magic 
Empire. Tulsa's water supply is geared to twice 
its present population; in fact, the source of 
supply will meet the demands of a million pop- 


ulation. 


Metropolitan Tulsa's 323,500 residents also 
share an effective buying income of $610 mil- 


Empire. 
*1956 ABC Audit Report 


lion dollars; Get YOUR share of this rich market 
by advertising in the Tulsa World and the Tulsa 
Tribune . . . preferred reading of *181,320 
subscribers in the fabulous, billion dollar Magic 


TULSA Tribun 


a 
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compares with lower sales of 
$546,964,616 in 1955, but a higher 
net of $26,720,972. 

Liggett & Myers attributed the 
major portion of its 1956 sales 
gain to the growing popularity of 
L&M filter cigarets. Filter-tip 
cigarets account for more than 


30% of the cigaret market, ac- | 
to Benjamin F. Few, | 


cording 
president of the company. 


s Big news at Liggett & Myers 
included: the creation of “The 
King” trademark to personify 
Chesterfield king-size cigarets, 
introduction of Oasis mentholated 
cigarets, and the distribution of 
L&M cigarets in a new crush- 
proof box. 

“The King” promotion broke 
around the beginning of 1957 in 
newspapers, spot radio and net- 
work television. The trademark 
consisted of “The King,” a Mr. 
Average American type wearing 
crown and ermine cloak, Harold 
the Herald and Bushy the Lion. 
Words such as “smokingdom,” 
“majestic length,” and “regal 
pleasure” put across the Chester- 
field message. 


= Late last spring, Oasis followed 
rivals Salem, Spud and Newport 
into the mentholated cigaret mar- 
ket. The new cigaret is filtered 
and is sold in a blue and white 
box. National distribution on the 
brand was completed in July. 
Copy theme stresses “pure white 
filters,” “a light menthol-mist” 
flavor and the “flavor-tight” box. 
National distribution of L&M 
filter cigarets in a crush-proof 
box began in February. Introduc- 
tory advertising included Life, 
Look, The Saturday Evening Post, 
TV Guide, some 250 newspapers 
and nationwide radio and tv ad- 
vertising. About 100 newspapers 
were used in regional introduc- 
tion of the package. Theme was 
“Pick the pack that suits you 
best’ ... get full exciting flavor 
... plus the L&M miracle tip.” 


# Last October the Federal Trade 
Commission charged Liggett & 
Myers with paying $1,426,000 in 
advertising allowances in 1955, 
arbitrarily by individual negotia- 
tion without proportionate treat- 
ment of outlets that sell in com- 
petition. 

The commission charged that 
the tobacco company paid some 
retailers for displaying Liggett & 
Myers point of sale material, 
made payments to owners of 
500,000 cigaret vending machines 
handling Chesterfield and L&M 
cigarets and paid the Union News 
Co. in 1954 for using Liggett & 
Myers counter display material. 
The retailers, the majority of ma- 
chine owners and the newsstand 
company competed with other 
Liggett & Myers dealers not re- 
ceiving allowances. 

In reply to the complaint, the 
tobacco company denied that its 
promotional payments had the ef- 
fect of substantially lessening 
competition or would tend to cre- 
ate a monopoly. The company 
said its payments to vendors 
to imsure representation of its 
brands were justified, since most 
machines have a limited number 
of dispensing columns. 


® The company said it acted in 
good faith and that the Robinson- 
Patman Act must be regarded as 
unconstitutional if it can be con- 
strued as making the company’s 
promotional practices unlawful in 
the absence of proof that compe- 
tition was damaged. The case is 
still pending. 

Liggett & Myers had approxi- 
mately 14.8% of the cigaret mar- 
ket in 1956, down from 15.6% in 
the previous year, but enough to 
put the company in third place. 
A 54.2% increase in sales of L&M 
regular and king cigarets offset a 
16.8% drop in Chesterfield regular 
and king sales. 

Of the two brands, Liggett & 


| Myers advertising expenditures 
leaned toward the L&M side in 
1956: 


Chesterfield 
1956 
Newspapers . $ 566,622 
0 SE 1,254,976 
Network Television . 461,274 


| Spet Television 


Total Measured... 
LaM 

TROGIR cee cectcrsencescsocsscssesnsvennensed $ 1,189,150 
ED ctteccecenne 872,481 
Network Television . 1,130,302 
Spot Television ......... 3,294,310 

Total Measured .... 6,486,243 

Both L&M and Chesterfield 

a 5 45,600 | 
Network Television suse | 

Total Measured 


ADVERTISING EXPENDITURES 
1955 


Newspapers vel 1,569,970 § 1,755,772 
Magazines 1,927,360 2,173,057 
Network Television 7,430,797 7,786,114 
Network Radio 1,674,204 

Spot Television ... 4,400,900 
Total Measured 12,602,421 16,115,843 
Total Unmeasured 7,397,579 5,884,157 


Estimated Total 
Expenditure ... 26,000,000 22 
MARKETING PERSONNEL 
W. B. Lewis Jr., sales vp 
Advertising 
L. W. Bruff, advertising director 
E. W. Kyritz, division assistant 
H. C. Robinson Jr., divisional assistant 
ADVERTISING AGENCIES 
McCann-Erickson, New York—Chester- 
field—C. Terence Clyne, account super- 
visor; James E. Kleid, account executive. 
Dancer-Fitzgerald-Sample, New York— 
L&M filters—Clifford L. Fitzgerald, ac- 
count supervisor; F. T. Leighty, account 
executive. 


P. Lorillard Co. 


P. Lorillard Co., New York, the 
nation’s oldest tobacco manufac- 
turer, was the 49th largest adver- 
tiser in 1956 with a reported ex- 
penditure of $14,800,000—down 
$1,000,000 from 1955. Magazine ad- 
vertising was cut back sharply in 
1956 to $792,000, compared with 
$2,780,000 in 1954 and $2,628,000 
in 1955. Television time purchases 
accounted for half of the Loril- 
lard budget. Old Gold was a spon- 
sor of the “Jackie Gleason Show” 
and Kent co-sponsored the “$64,- 
000 Challenge.” 

Lorillard sales declined for the | 
third successive year in 1956, al- 
though this partially reflected the 
sale of its cigar division to Con- 
solidated Cigar Corp. Net sales to- 
taled $203,280,417, compared to 
$228,268,392 in 1955. Net earnings 
—at $4,519,758—were the lowest 
in ten years. The 1955 net was 
$6,596,000. 

The company’s share of the cig- 
aret business decreased from 6.5% 
in 1954 to 5.9% in 1955 and to 5% 
in 1956. 


® In July, 1956, a major manage- 
ment reorganization took place. 
Lewis Gruber, formerly vp and 
sales director, succeeded William 
J. Halley as president. Alden 
James resigned as advertising 
manager and was replaced by 
Manuel Yellen, formerly West 
Coast sales manager. George 
Whitmore, formerly Kent brand 
manager, replaced Fred G. Robbe 
as advertising manager. Brand 
manager positions were abolished. 

The new management instituted 
a number of changes designed to 
put the company on the comeback 
trail. The first move was to cut 
the price of Kent cigarets, making 
it fully competitive with the other 
filters. Promotional emphasis was 
also shifted from the older, de- 
clining brands (Old Gold regular 
and Old Gold king-size) to the 
filters (Old Gold filter and Kent). 

In 1957, more changes have fol- 
lowed. Newport, a _ mentholated 
cigaret with “hint of mint,” was 
introduced. Old Gold filter ap- 
peared in a new red, white and 
gold pack, the first major package 
change in Old Gold in 30 years. 
And Kent was given a new “high 
filtration” filter, as well as a new 
crush-proof box. 


® Lorillard’s advertising has been 
stepped up in 1957, and expendi- 
tures for the year may hit a new 
high of $20,000,000. 


The company reports that the 


new management team has al- 
ready effected a revival in sales. 
In the 1956 January-through- 
August period, sales of Kent and 
Old Gold filters were off 11% and 
1%, respectively; however, Mr. 


|Gruber reported that the company 


closed the year with a 19% sales 
gain on Kents and a 9% increase 
on Old Gold filters. 

For the first half of 1957, Mr. 
Gruber reported sales of $104,- 
641,649, a 9% gain over the cor- 
responding 1956 period, and earn- 
ings of $2,721,492, an increase of 
20% over the 1956 first half. Sig- 
nificantly, Mr. Gruber said Loril- 
lard’s filter-tip brands now ac- 
count for 54% of the company’s 
cigarct sales. 


s Other Lorillard brands receive 
little or no advertising. They in- 
clude Embassy, Helmar and Mu- 
rad cigarets (the latter two are 
Turkish cigarets), Briggs, India 


—- House, Union Leader and Friends 


smoking tobacco, and Beech-Nut, 
Bagpipe and Havana Blossom 
chewing tobacco. 

Lorillard has two advertising 
agencies—Young & Rubicam and 
Lennen & Newell. Y&R got the 
nod for the Newport introduction. 


ADVERTISING EXPENDITURES 


1955 1956 
NOWSPEPOTS  oocccccecccees $ 727,000 $1,607,500 
Magazines -» 2,628,000 792,000 
Network Television 6,446,000 5,325,000 
Spot Television ........ 2,148,500 
GED cannttinvasivien 28,000 
Total Measured .... 9,829, 9,873,000 
Total Unmeasured 6,000,000 5,000,000 
Estimated Total 
Expenditure _ ......15,820,000 14,873,000 


MARKETING PERSONNEL 


Sales 

Harold F. Temple, vp and director of 
sales 

William A. Jordan, regional sales man- 
ager, northern states 

Arthur I. Corby, regional sales manager, 
eastern states 

Frank P. Russell, regional sales manager, 
western states 

John E. Murray, regional sales manag- 
er, midwestern states 

F. W. Storm, director of sales promotion 

Advertising 

Manual Yellen, vp and director of adver- 
tising and marketing 

George Whitmore, advertising manager 

ADVERTISING AGENCIES 

Lennen & Newell, New York—Old Gold 
and Embassy cigarets and tobacco brands 
—Dale Anderson, account supervisor; 
Frank Cambria, account executive; and 
Thomas K. Murdock. 

Young & Rubicam, New York—Kent 
and Newport cigarets and export adver- 
tising on all brands—William Thompson, 
account supervisor. 


Miles Laboratories 
Inc. 


Miles Laboratories Inc., Elk- 
hart, Ind., is the nation’s 47th 
largest advertiser, with total ex- 
penditures in 1956 estimated by 
ADVERTISING Ace at about $15,- 
100,000. Of this $11,312,989 was in 
measured media. Of the measured 
total, $4,485,467 went to network 
television, and $5,354,730 was al- 
located to spot tv, comprising 65% 
of the entire advertising budget. 
Because spot tv was not measured 
in 1955, Miles’ 1955 total adver- 
tising expenditure estimated by 
AA last year at $8,500,000 is prob- 
ably a little low. Measured media 
in '55 totaled $6,703,676. 

The company re-entered net- 
work tv in 1954 after a three-year 
absence with an approximate ex- 
penditure of $695,872, and has 
been vastly increasing use of both 
network and spot tv each year 
thereafter. At the same time, 
Miles has been decreasing its net- 
work radio budget (no longer 
measured) below the $6,172,592 
spent in 1954. But, network and 
spot radio still get more than $2,- 
000,000 of the company’s approxi- 
mate $3,787,000 unmeasured me- 
dia expenditure. The remainder of 


the unmeasured goes largely to di- | 


rect mail for the company’s 
pharmaceutical and chemical sub- 
sidiaries, and a modest amount 
(about $116,500) is invested in 
transportation advertising. 

Of the 1956 total advertising 
expenditure, the parent company 


accounted for about $14,150,000, 
or 94%. Of the remaining 6%, or 
$950,000, Ames Co., pharmaceuti- 
eal subsidiary, spent about $915,- 
000—$234,900 in business publi- 
cations, about $600,000 in direct 
mail and $80,000 in regional medi- 
cal and drug journals. Miles’ other 
U. S. subsidiaries divided the re- 
maining $35,000, primarily for di- 
rect mail advertising. 


® Miles will increase its 1957 ad- 
vertising to keep pace with sales, 
probably ending up with 1957 ex- 
penditures well over $15,000,000. 

Ames Co. ad expenditures in 
1957 will be about 20% higher, 
with the extra promotion effort 
devoted to a number of new prod- 
ucts introduced last year and ear- 
ly this year. Ames regularly uses 
more than 100 medical journals 
and most of the drug journals for 
its print advertising. 

Miles, which produces and dis- 
tributes chiefly home medicinal 
remedies, also markets a line of 
ethical pharmaceuticals and fine 
organic chemicals through five 
subsidiaries—Ames Co., Bischoff 
Chemical Corp., Ernst Bishoff Co., 
Miles California Co. and Miles 
Laboratories Pan American—and 
two divisions—Sumner Chemical 
Co. and Takamine Laboratory. 
The company also operates 10 for- 
eign subsidiaries and branches. 


® Miles domestic net sales, which 
have more than doubled since 
1949, when they totaled $20,648,- 
000, reached an all-time high of 
$42,435,813 in 1956, up 9.4% from 
the $38,796,623 of 1955. In addi- 
tion, net sales of foreign subsidi- 
aries and branches, which are not 
consolidated with sales of domes- 
tic subsidiaries, also reached an 
all-time high of $5,525,693, an in- 
crease of $1,409,953, or 34%, from 
1955. Miles consolidated world 
gross sales in 1956 totaled $51,- 
700,000, highest in the company’s 
history and the first gross to ex- 
ceed $50,000,000. Net earnings (do- 
mestic) in 1956 were $2,466,752, 
up slightly from the $2,355,433 
earned in 1955. 

Current year sales and earnings 
seem to be heading for a new rec- 
ord, with net sales of $22,385,727 
reported for the first half of 1957, 
ended June 30, a gain of 5% from 
the $21,319,092 in the same period 
last year. Net income for the same 
period in ’57 is $1,321,230, up 13% 
from the $1,165,784 earned in the 
first half of 1956. 

Alka-Seltzer, the company’s ma- 
jor product, contributed 66% of 
1956 total sales; other home reme- 
dies—One-A-Day vitamins, Miles 
Nervine, Bactine and Tabcin—ac- 
counted for 20%. Ethical products 
accounted for 10%, and chemicals, 
4%. This compares with the fol- 
lowing 1955 breakdown: Alka- 
Seltzer, 68%; other home remedies, 
18%; ethical, 11%, and chemicals, 
3%. 


= Miles Labs for the past several 
years has been engaged in a pro- 
gram of diversification both by 
market and by product. The prod- 
uct diversification efforts have in- 
creased the importance of Miles 
products other than Alka-Seltzer, 
as evidenced by the increasing 
percentage other home remedies 
contribute to Miles total sales, 
and the decreasing percentage of 
Alka-Seltzer to total sales. 
However, Alka-Seltzer still is 
the leading product in its field, 
and its sales are continuing to 
grow. Alka-Seltzer, which actual- 
ly competes in two markets—as a 
remedy for headaches and as a 
remedy for stomach upsets—is 
’way out in front as a stomach 
remedy, and is among the top 
three products in dollar volume in 
the headache remedy market, 
with probably a 20% share of that 
market. Of the home remedies, 
which account for 94% of total ad 
budget, Alka-Seltzer gets the 
largest expenditure, followed in 
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order by One-A-Day vitamins, 
Bactine, Nervine and Tabcin. 

The market diversification pro- 
gram has resulted in foreign mar- 
kets accounting for an increasing 
percentage of the company’s world 
gross sales. In 1956, foreign gross 
sales comprised 18% of Miles 
world sales; in 1953, they were 
15%. Miles also reports that sales 
of home remedies in the U. S. mar- 
ket represents 70% of its total 
world gross sales. 


s During 1956, Ames introduced to 
the market four new products: 
Clinistix, a method for determin- 
ing the presence of sugar in urine; 
Dextrotest, a method for estimat- 
ing blood sugar; Nostyn, a calma- 
tive drug for allaying anxiety and 
tension, and Stilphostrol tablets, 
for treatment of prostatic carci- 
noma. Early this year Ames in- 
troduced Albutest and Albustix, 
both for determining albumin in 
urine. Sumner Chemical intro- 
duced 15 new chemicals during 
56, the most important of which 
are isoascorbic acid and sodium 
isoascorbate, used as _ anti-oxi- 
dants in the food industry, and 
two other anti-oxidants - used 
in formulating synthetic rubber 
products. ‘ 
Miles acquired all the outstand- 
ing capital stock of Takamine 
Laboratory, Clifton, N. J., in 
March, 1956, and has since oper- 
ated the company as a division. 
In October, last year, Sumner 
Chemical Co., Zeeland, Mich., a 
Miles subsidiary, was liquidated 
and is now operated as a division. 
The parent company made no 
major marketing changes, product 
innovations or significant changes 
in advertising approach during 
the year. Nor were there any 
changes in agency lineup or ad- 
vertising, marketing and _ sales 


personnel. 
The company’s over-all tota] 
advertising expenditures broke. 


down as follows in 1956 and 1955: 


1955 1956 
Newspapers .............$ 273,771 $§ 326,710 
0 772,268 740,112 
Farm Publications .... 12,382 20,370 
Rn 4 P hii a 307,800 $86,600 
Network Television . 3,039,440 4,485,467 
Spot Television ....... 5,354,730 
Network Radio .......... 2,348,015 
Total Measured ...... 6,703,676 11,312,989 
Total Unmeasured *1,796,324 3,787,011 
Estimated Total 
Expenditure ........°8,500,000 = 15,100,000 


*Because spot tv was not measured in 
1955, and Miles has become a heavy 
user of spot tv, both 1955 estimates of 
Miles unmeasured media and total ad- 
vertising expenditure are low, and proba- 
bly should be at least $2,000,000 higher. 


PARENT COMPANY 
MARKETING PERSONNEL 
Perry L. Shupert, vp, sales and adver- 
tising 
Sales 
Henry Schmidt, sales manager 
Advertising 
Charles W. Tennant Jr., director of ad- 
v 
ADVERTISING AGENCIES 


Geoffrey Wade Advertising, Chicago— 
all consumer products—Robert E. Dwyer, 
account supervisor; Miss Marian Crutcher 
and Wallace Husted, account executives. 

Wade Advertising Agency, Hollywood— 
Miles California Co., a sales subsidiary 
which handles all products in California, 
Washington and Oregon—Forrest Owen 
Jr., account supervisor; Snowden Hunt 
and Isabel Beasley, account executives. 

Robert H. Otto & Co., export—Richard 
J. Daley, account supervisor; Lucien Fel- 
don and Angel Tito, account executives. 


ADVERTISING EXPENDITURES 
1956** 
Ot nn we. TT) 
Magazines poqunevescess 740,112 
Farm Publications ............ oe 20,370 
Rusi Publicati . 151,700 
Network Television .................. - 4,485,467 


Spot Television ................. — 
Total Measured ....... mtacenenpsemmncangiel 11,078,089 


Total Unmeasured ................... 3,071,911 
Estimated Total 
TOTS cesennttnesesecessancssnesreces 14,150,000 


AMES CO. 


MARKETING PERSONNEL 
Edward L. Miles, vp for marketing 
Sales .' 


Cc. V. Owens, field sales manager 

J. A. Work, distribution manager 

J. G. Thomas, sales promotion manager 

J. A. Gibernau, export manager 

C. E. Rhyne, general sales manager— 


Ames of Canada 


Advertising 
Charles J. Kalt, advertising manager 
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ADVERTISING AGENCIES 

L. W. Frohlich & Co., New York, 
domestic and Canadian—Charles Lewis, 
account executive. 

Robert Otto & Co., New York—inter- 
national—Richard J. Daley, account su- 
pervisor; Lucien Feldon, account execu- 
tive. 

ADVERTISING EXPENDITURES 


1956** 


Ro«<i Pp 


= 
Total Measured  .........ccn ” 
Total Unmeasured ................... 
Estimated Total 
ne 915,000 
**Figures for Miles and its Ames sub- 
sidiary were not broken down in 1955— 
the other Miles domestic subsidiaries do 
little advertising and therefore are not 
broken down here. They account for 
about $35,000 of the total expenditure. 
Charlies Palm & Co., Bloomfield, Conn., 
handles Bischoff Chemical Corp.; Robert 
Otte & Co. handles the Takamine divi- 
sion. 


Monsanto Chemical 
Co. 


Monsanto Chemical Co., St. 
Louis. The nation’s 76th largest 
advertiser with a total 1956 ex- 
penditure estimated by Apvertis- 
inc AcE at $9,000,000, of which 
$5,670,796 was spent in measured 
media. Its 1955 budget, AA ex- 
timates, was about $8,000,000, of 
which $4,734,378 was in measured 
media. 

Monsanto’s 1957 ad spending 
was cut sharply by the sale in 
May of all marketing franchises 
and trademark rights of All de- 
tergent, dishwasher All and All 
starch to Lever Bros. (AA, May 
27). Monsanto last year spent 
roughly $3,500,000 of its budget on 
the All products, the absence of 
which will bring Monsanto’s bud- 
get down to about $4,500,000, 
based on a projection of 1956 
spending. 

Monsanto ranked sixth in sales 
among major chemical producers 
in 1956. Its sales totaled $541,- 
883,474, a considerable increase 
over the 1955 sales figure of $522,- 
349,097. The company’s earnings, 
however, took a dip—from $42,- 
168,970 in 1955 to $38,645,533 in 
1956. This, the company says, was 
primarily due to a drop in ammo- 
nia prices and sales by Monsanto’s 
Lion Oil Co. division traceable to 
“drought, crop curtailment and the 
relatively unhappy conditions of 
agriculture...” 


hlicatt 


® Monsanto markets about 500 
chemical and plastic products, plus 
several thousand chemical formu- 
lations for industrial, medicinal 
and agricultural uses. Its major 
divisions are Lion Oil Co. division 
(petroleum products), inorganic 
chemicals division (industrial 
phosphates, food and pharmaceu- 
tical phosphates, wetting agents, 
acids, heavy chemicals and ferti- 
lizers), inorganic chemical divi- 
sion (industrial fluids, petroleum 
chemicals, rubber chemicals, fine 
chemicals, intermediates, paper 
chemicals, placticizers and techni- 
cal agricultural chemicals) and the 
plastics division (plastic film, 
sheets and molding compounds, 
surface coatings, adhesives, indus- 
trial resins and textile and paper 
resins). 

Until sale of All to Lever Bros., 
Monsanto also had a large con- 
sumer products division which 
handled the All products plus Rez 
wood finishing materials. Rez has 
been transferred to the organic 
chemicals division and Monsanto 
(although it continues to manu- 
facture All products for Lever) 
is out of the grocery store sales 
picture. 

Monsanto’s stated purpose in 
selling All was to discontinue 
marketing consumer products nor- 
mally sold in grocery stores. Two 
other factors may also have urged 
the sale: a 9% drop in consumer 
sales due to much heavier com- 
petition for the once unique prod- 
uct, and reported objections by 
other soap companies which buy 
chemicals from Monsanto to com- 
peting with a Monsanto soap at 
retail. 

Monsanto’s subsidiary domain 
includes Monsanto Export Co., 


Monsanto Canada Ltd. and its 
subsidiaries, Monsanto Mexicana 
S.A., Monsanto Overseas S.A. 
(Panama), Monsanto Chemicals 
Ltd. and its British subsidiaries, 
Monsanto Chemicals Ltd., (Austra- 
lia), Monsanto Argentina S.A.I.C., 
Monsanto Chemicals of India Pri- 
vate Ltd. and L-M Oil Co. 
(Canada). 

Other companies in which Mon- 


Monsanto’s advertising expendi- 
tures include $21,874 spent on in- 
stitutional ads in newspapers, 
another $1,176,590 on Monsanto 
generally plus $185,265 on organic 
and inorganic chemicals combined. 
These expenditures are in addition 
to the divisional expense break- 
downs listed below. 


MONSANTO CHEMICAL CO. 


ADVERTISING AGENCIES 

Gardner Advertising, St. Louis—organic 
and inorganic divisions products. 

Needham, Louis & Brorby, Chicago— 
Plastics division products. 

Ridgway Advertising Co., St. 
Lion Oil Co. division products. 

Gotham-Vladimir, New York—interna- 
tional advertising—Irwin A. Viadimir, ac- 
count executive. 


Louis— 


LION OIL CO. DIVISION 


MARKETING PERSONNEL 
Marketing 

R. C. Evans, director of marketing 
R. F. Hansen, market development man- 
ager 


Sales 

R. T. Clark, director of raw material sales 
Cc. L. Jones, director of resin product 
sales 
E. L. Hobson, director of plastic product 
sales 
S. L. King, assistant director of plastic 
product sales (Saflex) 


(St. Lewis) 
— cy oe yy ADVERTISING EXPENDITURES 
“9 1955 1956 
Shawinigan Resins Corp., Mobay ee gy ae omen 
: ; agazines ....... . 1,281, 140, 
(France) and. Monsanto Kasei |Estm Pablicatons . 234509 423.38 
(Japan). Network Television 489,894 723,006 
Sales of the parent company and | SPet Television a 208,208 
of these subsidiaries and compa-|” Toi: Measured” wna 5.070.790 
nies at least 50% owned by Mon-| Total Unmeasured 3,265,622 3,329,204 
santo totaled $653,800,000 in 1956, —— cgeies” etiam 
compared with $630,400,000 in we rene een g 7 on 
1955. These totals include only a haendiine eps 


percentage of sales of the partly 
owned companies, corresponding 


William R. Farrell, director of advertising 
H. C. Holmes, corporate advertising man- 


to the percentage of Monsanto |p/ton Pollard, international advertising 
ownership. manager 


(El Dorado, Ark.) 
MARKETING PERSONNEL 
Sales 
A. F. Reed, vp and general sales manag- 
er 


T. S. Lawton, assistant director of plastic 
product sales (Vuepak, Lustrex mold- 
ing) 

D. S. Piumb, assistant director of plastic 
product sales (Opalon resins and com- 
pounds, polyethylene, Ultron film) 

E. S. Bauer, assistant director of resin 
product sales (textile and paper resins, 
industrial resins) 

Advertising 

E. D. Kennedy, advertising 

promotion manager 


Advertising 

C. R. Olson, advertising manager 
Eugene D. Smith, assistant advertising 

manager 

ADVERTISING AGENCIES 

Ridgway Advertising Co., St. Louis— 

C. 8S. Yost, account supervisor. 
ADVERTISING EXPENDITURES 


and sales 


C. Gross, assistant advertising and 
1956 sales promotion manager 
Newspapers eae mF 
Magazi ie - 4,445 ADVERTISING AGENCIES 
Spet Television ................. - 70,200 Needham, Louis & Brorby, Chicago. 
ated Gagendiere ae ADVERTISING EXPENDITURES 
PLASTICS DIVISION Newspapers $ 115,351 


(Springfield, Mass.) 226,435 


..- More Than 4 Readers Per Copy! 


TRANSPORT TOPICS . .. the publication truck 

operators reach for first .. . should be your first 

choice to reach the rich for-hire truck fleet market! 
. . 7. 

Transport Topics —the only national weekly in 
the truck fleet field — and the only publication in 
this field with paid circulation that reaches all the 
18,000 ICC authorized for-hire carriers—has an 
average readership of more than 4 persons per copy! 

Thus, its 22,088 ABC net-paid average circulation 
for the six months ending June 30, 1957 (sub- 
ject to audit), can be projected to mean that approxi- 
mately 100,000 persons in the trucking field who 
influence buying read this newspaper every week. 

Transport Topics reaches top management and 


Crausport Copics 


In Its Twenty-Second Year 


National Newspaper of the Motor Freight Carriers 


\y its 


% 


ate 
i 


it 


AY EY 


supervisory people. They read it thoroughly — it’s 
a must to keep them abreast of all the news of the 
industry, and they route it through their organiza- 
tions. 


Even after Transport Topics has made the rounds 
in the top for-hire fleets of the nation (a large 
number of big private carriers get and read it, too) 
it exerts influence, for surveys show that most sub- 
scribers carefully file their copies for further reference 
—and they refer to them often! 


So, any way you look at it, Transport Topics 
should be first on your schedule (1) if you're an 
advertising agency with a client who sells anything 
used by the trucking industry or (2) an advertising 
manager for such a company. 


@ 1424 Sixteenth St., N.W., Washington 6, D.C. 
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Spot Televistom oc ccccccmmnee 
Total Expenditure 


ORGANIC CHEMICAL DIVISION 
(St. Lewis) 
MARKETING PERSONNEL 
Marketing 
J. L. Hammer Jr., director of marketing 


Advertising 

W. H. Grosse, advertising manager 

Charles L. Grisham, assistant ad manage: 
(resin materials, fine chemicals) 

Terrill R. Rees, product promotion man- 
ager (formulated chemicals, technical 
agricultural chemicals) 

Martin L. Svehla, product 
manager (intermediates) 

Merlin S. Chiles, product promotion man- 
ager (functional fluids and paper chem- 
icals) 

Arthur D. Andrews, product promotion 
manager (placticizers, pentachlorophe- 
nol) 


promotion 


ADVERTISING AGENCY 
Gardner Advertising Co., St. Louis. 


INORGANIC CHEMICAL 
DIVISION 
(St. Leuls) 
MARKETING PERSONNEL 
Marketing 
T. K. Smith Jr., director of marketing 
Advertising 
William B. Toulouse, advertising manager 
Lyle V. Martin, product promotion man- 
ager ‘agricultural products) 
Robert J. Probst, product 
manager (industrial products) 
ADVERTISING AGENCY 
Gardner Advertising Co., St. 
Eric Lund, account executive. 
ADVERTISING EXPENDITURES 


promotion 


Louis— 


1956 
Farm Publications _........... 8 307,605 
Total Expenditure ......... cn 307,605 


Philip Morris Inc. 

Philip Morris Inc., New York, 
the nation’s 36th largest adver- 
tiser, invested an estimated $19,- 
000,000 in advertising in 1956, of 
which $17,054,197 was in measured 
media. The 1956 advertising out- 
lay outdistanced the 1955 budget 
by more than 25%. The 1955 ap- 
propriation was estimated at $14,- 
750,000, of which $9,485,270 was in 
measured media. 1957 estimates 
call for the company to spend 
about $23,200,000 for advertising. 

Sales for the year ended Dec. 31, 
1956 were $326,815,000, an increase 
of 15% over 1955, when sales hit 
$283,219,000, a postwar record. 
Sales in 1950 were $255,752,000. 
1957 promises to be another peak 
year for the company. Sales in the 
first quarter hit $80,000,000, com- 
pared with $72,000,000 in the 
same period last year. Net after 
taxes in 1956 was 12% ahead of 
1955. Net, 1956: $12,763,000; Net, 
1955: $11,526,000. 

Philip Morris, which last month 
acquired Milprint Inc., the nation’s 
largest manufacturer of flexible 
packaging, estimates that sales of 
the combined operations for the 
first half of 1957 will approximate 
$200,000,000. The Milwaukee com- 
pany, which operates nine plants 
in Wisconsin, Pennsylvania, Cali- 
fornia and Arizona and employs 
some 3,000 people, had an estimat- 
ed $55,000,000 in sales in 1956. Mil- 
print will be operated independ- 
ently of the cigaret operations of 
the company. 


@ Marketing moves and packaging 
changes involving a cash outlay of 
$12,745,000 during the last two 
years are credited with advancing 
Philip Morris's sales. During 1956, 
the Marlboro brand, which was 
introduced in January of 1955 with 
flip-top packaging, was put into 
full national distribution; long size 
Philip Morris was brought out in 
a flip-top box; 
brand, a regular-size filter, came 
out in a new package—a blue, 
white and gold flip-top box, at 2¢ 
above other regular filters. Benson 
& Hedges, featuring a filter mouth- 
piece, is now sold in the flat box 
formerly labeled Parliament. The 
company also started selling long- 
size Spud, a filter-menthol cigaret, 
in new flip-top packaging. Spud 
formerly was cork and plain tip. 

Philip Morris, continuing its ag- 
gressive marketing policy, created 


assistant to the president, was 
named director of marketing, re- 
porting directly to exec vp Joseph 
F. Cullman III. The role of the 
department will be to direct and 
coordinate sales, advertising, pro- 
motion, research and public rela- 
tions for maximum consumer im- 
pact, according to Philip Morris 
president O. Parker McComas. 
Ross R. Millhiser, formerly 
brand manager of Marlboro, is as- 
sisting Mr. Weissman in coordinat- 
ing the new department’s activi- 
ties. Thomas S. Christensen, 
assistant ad director, succeeds Mr. 
Millhiser as Marlboro brand man- 
ager. James C. Bowling takes over 
Mr. Weissman’s public relation’s 
duties, as director of public rela- 
tions. Mr. Bowling, who joined 
Philip Morris in 1952, also has 
worked in advertising and sales 
promotion, and is responsible for 
the company’s “Country Music 
Show” introduced in January. 


# Others who will work on the 
coordinated marketing effort are 
Jetson E. Lincoln, who has been 
appointed director of marketing 
research. He joined the company in 
1947 and has handled statistical 
and financial matters. Clifford H. 
Goldsmith, a special assistant to 
the president, has been named to 
head the company’s pace-setting 
packaging arm as director of pack- 
aging development. An awareness 
of the grewth of supermarket sales 
in cigaret industry marketing has 
been reflected in the appointment 
of Robert S. Larkin to the newly- 
created post of director of chain 
store sales. At one time with 
Compton Advertising, Mr. Larkin 
was formerly director of sales pro- 
motion. 

In the advertising lineup, Roger 
M. Greene, advertising director, 
was named a vp of the company 
last May. 

The Philip Morris brand, reg- 
ular and long, dropped from fifth 
place in 1955 to seventh place in| 
1956, partly reflecting the indus- | 
try-wide trend during the last four 
years in which regulars have been | 
losing their share of the market. 
Sales of regulars were off 9% in 
1956 with Philip Morris brand off | 


Camel were off 16.7%. 


among filters and is the tenth big- 
gest selling cigaret in the nation) 
with sales up 107.7% 
over 1955. It is leading the filter | 
field in New York, Los Angeles} 


ly have been gaining most rapidly 
in their share of the market, cut- 
ting into the share of others. 

The strong sales record of Marl- 
boro follows the company’s move to 


hind it than behind Philip Morris 
this year. 


000 while the Philip Morris ap- 
propriation will run about $7,000,- 
|000. In 1956, the company put an 
almost equal amount of dollars 
|into promotion of both brands. 


the Parliament|® Spud, whose 1957 budget is — 


| pected to remain the same as in 

1956, about $1,500,000, ranks third 
jin the mentholated field. Parlia- 
|ment, which continues to be the 
|leader in the premium-priced fil- 
jter field, is supported with a $2,- 
| 500,000 budget, up about 35% over 
| 1956. The new Benson and Hedges 
| brand will be backed with an esti- 


in The New Yorker and The New 
York Times magazine section. 
| The company has increased its 


a new marketing division in May | use of spot television sharply. 
of this year. George Weissman, vp | Expenditures on spot television 
of the company since 1953 and | rose from an estimated $1,500,000 


in 1955 to $7,369,440 in 1956, main- 
ly for the promotion of Marlboro. 


# While spot tv is continuing in 
1957, Philip Morris moved heavily 
into network television. In Janu- 
ary, 1957, Marlboro started co- 
sponsorship of the “Playhouse 90” 
series over 128 CBS-TV network 
stations. In April, over the same 
network, Philip Morris began co- 
sponsoring the “Baseball Game of 
the Week” in 170 marketing areas. 
About the same time, the Philip 
Morris brand started sponsoring 
“The Mike Wallace Interview” 
over ABC-TV. The Marlboro 
brand this fall will continue to co- 
sponsor the professional football 
network telecasts, to nearly 200 
markets. “The Philip Morris Coun- 
try Music Show,” begun in Janu- 
ary, which will tour through and 
perform daily in the South, will 
broadcast each Friday night over 
a regional Southern radio network. 

There have been no changes in 
agency affiliations for the compa- 
ny’s products in 1956 or 1957. 


ADVERTISING EXPENDITURES 
1955 


9 1956 
NOWSPAPCTS  oveecccceee $4,805,642 $5,975,055 
TEEIEID ccctuipiiavesenctocenn 2,146,111 2,570,967 
Farm Publications ....... 68,580 
Business Publications 45,300 52,200 
Network TV ccc 1,256,250 586,315 
SS) ee a 7,369,440 
(First measured in 1956) 
eee 477,571 500,220 
Total Measured ........ 9,485,270 17,054,197 
(In 1955, spot tv un- 
measured) 
Total Unmeasured .. 5,264,730 1,945,803 
Estimated Total 
Expenditure ........... 14,750,000 = 19,000,000 


MARKETING PERSONNEL 
George Weissman, vp, director of market- 


ing 

Ross Millhiser, assistant director of mar- 
keting 

Thomas S. Christensen, brand manager, 
Marlboro 

John R. Latham, brand manager, Philip 
Morris and Spud 

Hugh Cullman, brand manager, 
ment and Benson & Hedges 

James C. Bowling, director of public re- 
lations 

Jetson Lincoln, director of marketing re- 
search 


Parlia- 


3 billion cigarets. Liggett & Myer’s | °°" J. Karnal, 


J. 
But the company’s Marlboro | lanta 
brand is placing a strong fourth |G. E. Winter, regional seles manager, Los 


| Bree Johnson, regional 


In 1957 Marlboro is being backed | 
by an estimated budget of $12,000,- | 


Clifford Goldsmith, director of packaging 

development 
Sales 

Ray Jones, vp, sales 

John R. O'Connor, national sales manager 

Robert Larkin, director of chain store 
sales 

J. Deilman, regional sales manager, Chi- 
cago 

regional sales man- 


ager, New York 


Chesterfield and R. J. Reynold’s | m. B. Beckwith, regional sales manager, 


Philadelphia 
M. Allen, regional sales manager, At- 


Angeles 


sales manager, 
Houston 


this year |C- E. Lloyd, regional sales manager, Min- 


neapolis 


Advertising 


and New England. Filters general- | Roger M. Greene, vp, advertising 


Robert Twiddy, administrative assistant, 
advertising 

Mike Keith, sales promotion manager 

Jack Landry, brand advertising manager, 
Philip Morris 

Perry Leary, brand advertising manager, 
Marlboro 


put more advertising dollars be- Alan Bick, brand advertising manager, 


Parliament and Benson & Hedges 
Ed Early, brand advertising brand man- 
ager, Spud 


ADVERTISING AGENCIES 
N. W. Ayer & Son, New York—Philip 
Morris regular and long size—Newton 
Cunningham, account supervisor; George 
Reese, account executive, print, and Ed- 
mund Rogers, 

and tv 
Leo Burnett & Co., Chicago—Marlboro— 
Owen Smith, account supervisor; Dick 


account executive, radio 


| Halpin, account executive, radio and tv, 


and John Benson, account executive, print 

Benton & Bowles, New York—Parlia- 
ment and Benson & Hedges—Kenneth Mc- 
Allister and Crawford Bladgen, account 
supervisors; William Apy, account execu- 
tive 

Ogilvy, Benson & Mather, New York— 
Spud—-Charles Fredericks, account super- 
visor 


National Biscuit Co. 


National Biscuit Co., New York. 


mated $200,000 budget, principally |The 31st ranking national adver- 


tiser, Nabisco spent $20,900,000 on 
all advertising in 1956. This figure 
included $13,027,179 which went 


|into measured media. Last year, 
| ADVERTISING AGE estimated Nabis-| 
co’s total advertising expenditure 
at $11,822,328, including $8,072,328 
in measured media. But the total 
1955 figure did not take into ac- 
count a number of expenditures 
such as advertising allowances, 
point of sale, merchandising and 
spot television (which was not 
previously measured). Actually, 
Nabisco’s advertising investment 
in measured media in 1955, in- 
cluding an estimated $2,500,000 for 
spot tv, should have been $10,572,- 
328. Total advertising outlay, for 
all purposes in 1955, came to $20,- 
200,000. 

In 1956, Nabisco sales totaled 
$410,500,000—a gain of $20,900,000, 
or 5.4%, over 1955 sales. Net profit 
last year amounted to $20,300,000 
—up $2,000,000 from the $18,300,- 
000 earned in 1955. Last year’s 
profits equaled $2.90 per common 
share as against $2.59 in 1955. 


® Sales for the first quarter of 
1957 came to $102,075,320—a 1.6% 
gain over the same period of 1956. 
Profits also showed a slight in- 
crease, going from $4,678,974 in 
1956 to $4,766,216 in 1957. 

The company, which markets 
lines of crackers, cookies, cereals, 
dog foods and other products, last 
year introduced the following new 
products: DeLuxe Assortment, Rye 
Thins, Coconut Shortbread, Cow- 
boys & Indians cookies, Striped 
Shortbread cookies and Chocolate 
Pound Cake (a Dromedary cake 
mix). Nabisco’s Ritz Crackers, 
Premium Saltines and Nabisco 
Grahams continued in first place 
on the basis of their respective 
shares of market. 


# Last March, Nile E. Cave, for- 
merly general manager of the 
special products division, was 
named general sales manager of 
the biscuit division. In this post 
he succeeded Lee S. Bickmore, vp 
for sales and advertising, who 
transferred to the Nabisco execu- 
tive department. Coincident with 
Mr. Cave’s appointment, it was 
announced that he would also be 
responsible for advertising and 
marketing in the biscuit division. 
In addition, Frank K. Montgomery 
Jr., who had been special assistant 
to Mr. Cave, was promoted to the 
latter’s former post of general 
manager, special products division. 

Nabisco has continued its spon- 
sorship of “The Adventures of Rin 
Tin Tin” on the ABC Network, 
and of “Sky King” on a nation- 
wide spot basis, which covers more 
than 100 markets. Nabisco last 
year was a multi-million-dollar 
spender in spot tv. A new addition 
to Nabisco’s syndicated film pro- 
gram was “Whirlybirds,” now be- 
ing shown in ten markets. 


ADVERTISING EXPENDITURES 


MARKETING PERSONNEL 
Sales 
Nile E. Cave, general sales manager, bis- 
cuit division 
Arthur N. Duffy, special assistant to the 
general sales manager 
Ted G. Richter, director of sales 
Cecil C. Garey, assistant director 
Robert L. Wheeler, assistant director 
Frank K. Montgomery Jr., general man- 
ager, special products division 
D. Henderson Nevitt, director of market- 


ing 

Raymond L. Romanet, general product 
manager 

Howard W. Wilson, merchandising man- 
ager 

Gerry F. Muller, manager, sales research 


Advertising 
Harry F. Schroeter, advertising director 
Craig S. Carragan, general advertising 


1956 
NOWSPAPOTS — ovecceccees $4,281,819 
Magazines ..... 1,063,513 
Busi Publi 167,500 
Farm Publications 6,508 127,795 
Network Television 2,548,322 1,810,052 
Network Radio 261 862 
Spot Television 2,500,000" 5,536,500 
Outdoor 1,152,345 40,000 
Total 10,572,328 13,027,179 | 
Total Unmeasured 9,627,672 7,872,179 | 
Estimated Total 
Expenditure _......20,200,000 20,900,000 
*Estimated figure; spot tv not measured 


Advertising Age, August 19, 1957 


manager, biscuit division 
Robert G. Criar, advertising manager 
Samuel B. Haines, advertising manager 
Jeffrey S. Milam, advertising manager 
William J. Hecker, advertising manager, 
special products division 
R. R. Weaver, advertising director, Drome- 
dary division 


ADVERTISING AGENCIES 

McCann-Erickson—biscuits and crack- 
ers—Farish A. Jenkins, management ser- 
vice director; A. J. Reby Jr., group 
head; Gilbert W. Harrison, John J. Mc- 
Clean, Peter F. McSpadden, John T. 
Newman and David M. Ricaud, account 
executives. 

Kenyon & Eckhardt—cereals and pet 
foods—William King Jr., account super- 
visor; Donald M. Smith Jr., Sidney B. 
Silleck Jr. and William N. Berech, ac- 
count executives. 

Ted Bates & Co.—Dromedary cake 
mixes—Anson Lowitz, account supervis- 
or; Jack McCarthy, account executive. 

Needham & Grohmann—hotel and in- 
stitutional advertising—H. V. Grohmann 

Lennen & Newell—dates and candied 
fruits for Dromedary division—Leo Kel- 
menson, account supervisor. 


National Dairy 
Products Corp. 


National Dairy Products Corp., 
New York, is the nation’s ninth 
largest advertiser, with total ex- 
penditures in 1956 of $37,470,000 
(2.8% of sales), of which $19,360,- 
287 was in measured media. The 
1955 expenditures totaled $31,112,- 
000 (2.5% of sales), of which $16,- 
636,744 was in measured media. 
ADVERTISING AGE estimates current 
year expenditures will be approx- 
imately $40,000,000, with $20,000,- 
000 in measured media. 

Sales hit a record high of $1,- 
352,878,000 in 1956, up 7.4% over 
1955’s sales of $1,260,230,000. Net 
after taxes was $41,717,000 in '56 
and $40,347,000 in ’55. The com- 
pany’s sales have run well over a 
billion dollars a year for the past 
five years. 

The company showed a 6.5% 
gain in sales for the first half of 
57. Sales rose to $708,961,973, com- 
pared with $665,711,795 for the 
same pericd in '56. Net earnings 
climbed 6%, totaling $22,394,881 in 
the first half of ’57, against $21,- 
103,790 for the like period last 
year. 


8 National Dairy, founded in 1923, 
is the largest company in the dairy 
products field. Its two principal 
divisions are Kraft (which ac- 
counts for about 50% of total sales) 
and Sealtest. Other important di- 
visions are Breakstone Foods, 
Breyer Ice Cream, Humko, Bed- 
ford Products, Metro Glass, Con- 
solidated Products and Sugar 
Creek Creamery. 

National Dairy ranks first in 
sales of cheese, ice cream and salad 
dressings and vie with Borden’s 
as the No. 1 seller of fluid milk. 
Its Parkay margarine alternates 
with Standard Brand’s Blue Bon- 
net as the nation’s top selling mar- 
garine. 

Its Miracle Whip salad dressing 
“sells more than the next 20 com- 
petitors combined,” according to 
the Kraft commercials. Kraft may- 
onnaise is second only to the Best 
Foods products. 


s The company sells hundreds of 
branded products—Kraft alone 
selling from 250 to 300. Principal 
‘contributors to sales are milk, 
cheese, ice cream and salad dress- 
| ings. 

| In 1956, the company began a 
|program of integration and sim- 
plification of its corporate struc- 
ture that will unite the 50-odd do- 
mestic subsidiaries into a “well- 
knit group” of divisions within 
National Dairy, which will become 
a unified operating company. 

The new division structure, to 
be completed this year, will im- 
prove efficiency and effect income 
tax savings. The company, how- 
ever, will continue its policy of 
decentralized operating manage- 
ment. 


® Under the new setup, all of the 
fluid milk and ice cream business 
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_ three clients of N. W. Ayer & Son 
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(involving about 10 divisions) is 
now under the supervision of the 
Sealtest division, which coordinates 
and directs all operations. In each 
market, however, local manage- 
ment has the primary responsi- 
bility for the results of operations. 

In the next five years. the com- 
pany expects to spend more than 
$240,000,000 for capital expendi- 
tures, with $57,000,000 budgeted 
for 1957. The company spends 
about $4,000,000 yearly on re- 
search and product development, 
with particular emphasis on oon- 
venience items. 

To meet the expanded market 
for low-calorie foods, Sealtest dur- 
ing the year developed new uses 
for skim milk and new varieties of 
cottage cheese. It also introduced 
a vitamin-fortified skim milk. 


® The division continues to put 
increased emphasis on large con- 
tainers, and reports that in the 
milk industry as a whole, purchase 
in half-gallon containers increased 
over 50% in the last two years. 
The half-gallon package for ice 
cream is already the leader and 
sales of cottage cheese in one and 
two-pound packages are steadily 
increasing. 

In the past year, Sealtest 
strengthened ‘its ad schedule by 
advertising in Look as well as Life 
and The Saturday Evening Post. 
It also increased its daily news- 
paper linage and continued its use 
of Sunday comic sections, with mi- 
nor expansion into a few addi- 
tional markets. 

In January it dropped its CBS- 
TV show, “Sealtest Big Top,” and 
moved into outdoor in approxi- 
mately 750 markets, with 50 show- 
ings for milk and 50 for ice cream. 
Spot radio and tv are used in se- | 
lected markets only. 

Starting next January, Sealtest 
will return to network tv as one of 


to sponsor the new Shirley Temple 
series on NBC-TV. 


® The Kraft division introduced a 
variety of new products during the 
year, including a bite-size confec- 
tion called Fudgies (in two flavors, 
vanilla and chocolate); two salad 
dressings called Catalina French 
dressing and Blue Cheese dress- | 
ing; a complete line of sliced nat- | 
tural cheeses (Swiss, Cracker Bar- 
rel, Caraway, Brick, Munster, 
Provolone and Mozzarella); and a 
non-carbonated fruit beverage in 
orange, grape and fruit-punch fla- 
vors, packaged in an “economy” 
size of eight servings. 

Kraft also market-tested Kraft 
Dessert Topping in a pressurized 
can; Vita-Wheat, a _ parboiled 
cracked wheat substitute for rice 
or potatoes; and Miracle whipped 
margarine. 

The Breakstone division intro- 
duced Temp-tee cream cheese in 
some eastern markets. 


® Kraft in ’57 also achieved na- 
tional distribution of a number of 
products it had tested during ’56, 
including De Luxe margarine, Par- 
ty Snack cheese spreads, 18 jel- 
lies and preserves, fruit salad, 
Italian salad dressing, miniature 
marshmallows, caramels and re- 
constituted orange juice. 

During the year, Kraft’s maga- 
zine expenditures remained about 
the same as the previous year, but 
its newspaper budget was in- 
creased. It continued its sponsor- 
ship of “Kraft TV Theater” (NBC- 
TV) Wednesday nights for the 
tenth year, and in January bought 
segments of four daytime network 
tv shows—its first major daytime 
participation. 


s The four shows, “Tic Tac 
Dough,” “NBC Matinee Theater,” 
“Modern Romances” and “Comedy 
Time” (all NBC-TV) are all on 
Thursday, so that when the house- 
wife goes to market Thursday she 


On network radio, Kraft con- 
tinued to use Mutual’s “Five-Star 
Newscast,” five 5-minute news- 
casts five days a week. 

In January, Kraft started a 
monthly series of “promotion pre- 
views” in the food trade press. 
These large-space ads contain a 
six-week “tie-in calendar” which 
shows retailers what and where 
Kraft is advertising. 

In August, Chester R. Green, for- 
mer general sales manager, was 
named director of marketing, suc- 
ceeding J. B. McLaughlin, who re- 
signed to join Purex Corp. as 
vp in charge of sales. In fur- 
ther streamlining the department, 
Green appointed four general sales 
managers: H. F. Marston in charge 
of confections and special products; 
C.F. Goetling in charge of all 


cheese products; R. S. Lochridge 
in charge of institutional and in- 
dustrial products; and Kenneth 
Hart, in charge of salad products 
and margarines. 

J. W. Pinter was named to the 
new post of national product sales 
manager for U. S. Government 
sales. In June, John J. Duffy, for- 
merly manager of Kraft’s train- 
ing program, was appointed sales 
promotion manager. 

There were no changes in the 
National Dairy agency lineup dur- 
ing the year. 

The company’s foreign sales for 
1956, excluding Canada, totaled 
$83,000,000, an increase of 30%. 
During the year the company en- 
tered two new foreign markets: It 
began to manufacture process 
cheeses, margarine, salad dressings 


and sandwich spreads in Mexico, , 


and began, through acquisition, 
the manufacture of natural and | 


process cheese in Denmark. It also | 


expanded its facilities in England, 
West Germany and Australia. 
Over-all, 


broke down as follows: 


1955 1956 
NOWSPAPOTS ovens $4,511,426 $7,107,153 
Magazines . oe 8,005,438 3,952,595 
Farm Publications .. 145,827 54,996 | 
Business Publications 160,400 | 
Network Television 5,917,999 5,628,107 
Spot Television 1,584,180 
Network Radio ... 1,850,740 
STII ietacnenencsescacesp 905,314 872,856 
Total Measured 16,636,744 19,360,287 
Total Unmeasured 14,475,256 18,109,713 
Estimated Total 
Expenditures ...31,112,000 37,470,000 


SEALTEST DIVISION 
(All in New York) 


the company’s adver- | 
tising expenditures in '55 and 56 


MARKETING PERSONNEL 
Glenn Gundell, vp 
George C. Lawlis, manager, 
count sales 


national ac- 


Advertising 
James F. Lunn, advertising and sales 
promotion manager 


ADVERTISING AGENCY 
N. W. Ayer & Son, New York, Sealtest 
| products—Tom Watson, account supervis- 
or; Neal O'Connor, account executive. 


ADVERTISING EXPENDIFURES 

| 1956 
| Newspapers $1,366,706 
Magazines ........ 676,226 
Spot tv nienotmiane a 222,000 
Network tv ....... EE 
Total Measured joevamtebeneesnnsiasveniigiig: Sn 
Total Unmeasured .............. 5,986,670 

Estimated Total 

ID cerseniceepeestenmenndecnectiill 10.008 000 


KRAFT FOODS DIVISION 


MARKETING PERSONNEL 
| c. C. Wright, marketing vp 
| Sales 


fs 


Nei “ ae Mroeng Cov rage Study... 


should be well aware of Kraft. 


At night, KCRA.TV reaches 13 mere coun- 
ties then the second Seurmmente station 
which reaches only 10 counties. 

— iMighttime Weekly, 50-100% Pesatration| 


WEEKLY COVERAGE — 
’ hey? (260,450 = meryoaid 3 


_tich Satramento Valley 
.. the Rieeer rated (00 ston in the West! 


DAYTIME DOMINANCE 

In the duytiowe, KCRA-TY ;-uches 10 more 

counties thea the second Se. umente sto- 

tion whieh reaches only 2 counties 
{Deyvime Dally, $0-100% Pens sation’ 


Market in the 


of January |, 


VHF Sets 
population 
households 


retail sales 


food sales 
drug sales 


farm income 


Basic 


Edward 
ea pier 


consumer spendable income 


home furnishings 
general merchandise 
automotive sales 
farm population 


SACRAMENTO, CALIFORNIA 


100,000 Watts Maximum Power 


Represented by 
Petry & Co. i 


Television coverage figures are now up-te- 
date in the Big Sacramento Valley of North- 
ern California, the fourth largest Television 


West. 


This Spring, 1957, Nielsen remeasurement is 
based upon homes in the 31-county area as 


1957. 


These new Nielsen figures show KCRA-TV 
delivers more homes in all categories: 
monthly, weekly and day and night parts. 


31-COUNTY MARKET DATA 


411,700 
1,262,675 
506,200 
$2,252,189,000 
$1,615,710,000 
$ 421,393,000 
$ 45,812,000 
$ 102,503,000 
$ 142,944,000 
$ 278,277,000 
134,215 
$ 624,524,000 


Affiliete 
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Chester R. Greene, director of marketing 

E. J. Schwartz, director of sales distri- 
bution 

H. F. Marston, general sales manager, 
confections and special products 

Cc. F. Goetling, general sales manager, 
cheese products. 

R. 8S. Lochridge, general sales manager, 
institutional and industrial products. 
Kenneth Hart, general sales manager, 

salad products and margarines 
J. W. Pinter, national product sales man- 

ager for U. S. government sales 
John J. Duffy, sales promotion manager 
Public Relations 
Paul E. Chandler, manager 
Advertising 
Tad Jeffrey, general advertising manager 
Robert A. Davis, product advertising 
manager for cheese 
R. P. Hogan, product advertising manager 
for Parkay and salad dressings 
Tom Hough, product advertising manager 
for institutional and industrial foods 
J. R. Bilocki, product advertising man- 
ager for confections and oil 
J. J. Wallner, manager of advertising 
services 
ADVERTISING AGENCIES 

J. Walter Thompson, Chicago—con- 
sumer and institutional advertising for 
cheese, salad dressings and orange juices 
~—Arthur C. Farlow, supervisor; Thomas 
Wason, senior representative; Dean Jones, 
marketing; Paul Lehner (cheese), A. I. 
Camron (orange juice), Thomas O’Connell 
(cheeses), John Anastos (institutional), 
G. M. Baxter (salad dressings), Scott 
Leonard (Miracle Whip), account execu- 
tives. 

Foote, Cone & Belding, Chicago— 
confections—Robert M. Trump, account 
supervisor; Richard B. Bradshaw and Wil- 
liam C. Pool. account executives. 

Needham, Louis & Brorby, Chicago— 
Parkay margarine, Kraft oil, DeLuxe 
margarine, shortening, mustards, jellies, 
and preserves, industrial and institutional 
products—W. R. Fowler, E. C. Dollard, 
account supervisors; William H. Ohle, 
account executive; James Roos, assistant 
account executive. 

ADVERTISING EXPENDITURES 


1956 
Newspapers $5,172,826 
BERGOSIMOE  nnceccrcccroscorcssersnssrssorensssrsvoens 3,276,369 
Network tv 4,114,129 
Spot tv . ; 1,024,530 
Total Memsared onic 12,587,854 
Total U SR 8,412,146 
Estimated Total 
ExpemGeare ooo 22,000,000 


National Distillers 
& Chemical Corp. 


National Distillers & Chemical 
Corp., New York. The nation’s 
25th largest advertiser with total 
expenditures in 1956 estimated at 
$22,100,000, of which $15,853,600 
was in measured media. The pre- 
vious year’s expenditures for ad- 
vertising were reported by the 
company to have totalled $18,- 
450,000, of which $13,450,000 was 
in measured media. 

The company, which is a major 
producer of alcoholic beverages 
and chemicals, had consolidated 
sales in 1956 of $543,100,000, com- 
pared with $500,191,000 in 1955. 
Net after taxes in 1956 was $20,- 
103,816, compared with $15,514,- 
000 in 1955. 

Stockholders of National Distil- 
lers Products Corp. voted last 
April 17 to change the name of 
the corporation to National Dis- 
tillers & Chemical Corp. The two 
divisions of the corporation are 
National Distillers Products Co. 
(beverage division), and U. S. In- 
dustrial Chemicals Co. (chemical 
division) . 


® In 1956 chemical operations 
produced 34% of the company’s 
profits, compared with 12% in 
previous years. This increase rep- 
resented operations of the U. S. 
Industrial Chemical Co. division 
and a 60%-owned subsidiary, Na- 
tional Petro-Chemicals Corp. 

The principal chemicals pro- 
duced and sold by the U.S.I. divi- 
sion are industrial ethyl alcohol 
and related solvents, L.P.G. (liquid 
petroleum gas), Zirconium, Titani- 
um metalic sodium, chlorine, caus- 
tic soda, phosphoric acid, sulphuric 
acid, ammonia and related nitro- 
gen containing chemicals, and 
chemical intermediates. In addi- 
tion, it sells synthetic industrial 
ethy! alcohol and polyethylene pro- 
duced by National Petro-Chemicals 
Corp. 

National is keenly interested in 


research. Its research laboratory at | 
Cincinnati has 200 employes. Here | 
a new process was developed in 
the manufacture of zirconium, a 
metal used among other things in| 


the manufacture of atomic reactors. 
This new process reduces the cost 
of manufacture over the old meth- 
od by 50%. As a result, the Atomic 
Energy Commission recently gave 
National a contract for 5,000,000 
pounds of zirconium over the next 
five years, the largest of three con- 
tracts let for zirconium by the AEC. 
The same general process can be 
applied in the manufacture of 
titanium, an extremely light metal 
of high tensile strength. National is 
constructing a plant using this 
process, capable of producing 10,- 
000,000 pounds per year of titani- 
um, at Ashtabula, O. This will 
be the second largest titanium 
plant in the country. Both the zir- 
conium and titanium operation will 
use large quantities of sodium pro- 
duced at the sodium plant located 
at Ashtabula. 

National, together with nine 
other large corporations, has en- 
tered into a project to construct 
an atomic reactor in New Jersey 
for the purpose of permitting the 
associated companies to experiment 
in the industrial application of nu- 
clear energy. There are tremendous 
possibilities in this field and it is 
another step in the company’s re- 
search program. 

Advertising by the chemical di- 
vision is relatively small—$253,- 
000 a year, largely in business 
papers. For 25 years the “U.S.I. 
Chemical News” has been appear- 
ing monthly in engineering and 
chemical industrial papers, as a 
news-bearing ad, and it continues 
to draw inquiries because of the 
useful news on chemical progress 
that it publishes (AA, July 15). 


® The bulk of the company’s ad- 
vertising is done by the beverage 
division. But it refuses to release 
detailed figures on its brand ad- 
vertising. All published figures on 
brand advertising in the liquor 
field are largely estimates. How- 
ever, the most generally accepted 
as authentic, those published in 
“The Liquor Handbook,” show Na- 
tional’s expenditures on some of 
its major brands break down about 
as follows: 

Old Crow whisky, $1,109,000 in 
newspapers and $956,724 in maga- 
zines; Old Grand Dad bonded bour- 
bon, $580,000 in newspapers and 
$1,278,421 in magazines; Old Tay- 
lor whisky, $558,400 in newspapers 
and $1,046,066 in magazines; Gil- 
bey’s gin, $448,100 in newspapers 
and $458,020 in magazines; Gilbey’s 
vodka, $623,000 in newspapers and 
$218,815 in magazines; Vat 69 
scotch, $109,900 in newspapers and 
$339,430 in magazines. (It should 
be noted that the newspaper fig- 
ures cover 246 newspapers in 120 
top markets only; the magazine 
figures are based on Publishers In- 
formation Bureau data.) 

During 1956, the company be- 
came sole importer and distribu- 
tor of Vat 69 scotch whisky (for- 
merly handled by Park & Tilford) 
and it introduced its new Gilbey’s 
vodka. A number of the company’s 
brands established new sales rec- 
ords during the past year: Old 
Grand Dad bottled-in-bond bour- 
bon is now reportedly the largest- 
selling premium Kentucky bonded 
bourbon in the country; Old Taylor 
86-proof Kentucky straight bour- 
bon is reportedly the largest-selling 
brand in its category; and Old 
Crow 86-proof Kentucky straight 
bourbon is reported to be the 
largest-selling bourbon regardless 
of type or price. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers _............ $ 7,150,000 § 9,367,300 
Magazines ............. 4,670,000 4,352,000 
Busi Publicati 550,000 446,700 
Outdoor = 1,080,000 1,687,600 
Total Measured 13,450,000 15,853,600 
Total Unmeasured 5,000,000 6,246,700 
Estimated Total 
Expenditure . 18,450,000 22,100,300 


NATIONAL DISTILLERS & 
CHEMICAL CORP. 
MARKETING PERSONNEL 
John E. Bierwirth, president 
Roy F. Coppedge, Jr., exec vp 
Paul C. Jameson, secretary-treasurer 


BEVERAGE DIVISION 
NATIONAL DISTILLERS 
PRODUCTS CO. 
(New York) 
MARKETING PERSONNEL 
B. C. Ohlandt, exec. vp in charge of 
sales 
J. W. Clapp, vp in charge of monopoly 
states sales 

Ray R. Herrmann Jr., vp in charge of 
open state sales 

James MclInerney, 
eastern region 

E. J. Fleming, regional director, central 
region 

H. S. Hollander, regional director, west- 
ern region 

Public Relations 

R. E. Joyce, vp and director of public 

relations (both divisions) 
Advertising 

Alynn Shilling, vp and director of ad- 

vertising and sales promotion 
ADVERTISING AGENCIES 

Doremus & Co., New York—institu- 
tional—George A. Erickson and Henry 
L. Brown, account executives. 

Lawrence Fertig & Co., New York— 
Old Crow, Old Sunnybrook, PM, Old 
Hermitage, Old Dover, Old Log Cabin, 
Century Club whiskies, Monnet Cognac, 
Merito Rum, de Kuyper Cordials—Philip 
Lukin, Henry Bretzfield and Robert Wolfe, 
account executives. 

Kudner Agency, New York—Old Grand 
Dad, Old Taylor, Old Overholt, Mount 
Vernon, Crab Orchard, Bellows Partners 
Choice and Bellows Club whiskies—C. 
M. Rohrabough, Rodger Harrison and E. 
E. Spitzer, account executives. 

Lennen & Newell, New York—Hill & 
Hill and Bourbon DeLuxe whiskies— 
Walter Swertfager and E. T. Knauff, ac- 
count executives. 

Fletcher D. Richards Inc., New York— 
Gilbey’s gin, Gilbey’s vodka, Vat 69 and 
King George IV scotch whiskies—Kenneth 
Young, account supervisor. 


regional director, 


CHEMICAL DIVISION 
U. 8. INDUSTRIAL CHEMICALS CO. 
(New York) 
MARKETING PERSONNEL 
Dr. Robert E. Hulse, exec vp in charge of 
chemical operations 
Alden R. Ludlow Jr., vp in charge of 
sales 
Advertising 
Philip Gisser, advertising coordinator 
Advertising Agency 
G. M. Basford Co., New York—P. B 
Slawter, account executive. 


Nestle Co. 


Nestle Co., White Plains, N.Y., 
a subsidiary of Unilac Inc., Pana- 
ma City, Panama. The 65th largest 
national advertiser, Nestle spent 
$9,827,363 in measured media dur- 
ing 1956, compared with $6,518,336 
the previous year. Nestle’s total 
expenditure for 1956 is estimated 
by ADVERTISING AGE at some $11,- 
500,000, for the second consecutive 
year up over 20%. The company’s 
1955 spending was estimated at 
about $9,500,000. 

No figures are available on sales 
and net profit for Nestle’s 1956 
U.S. operations, but estimates put 
domestic sales at $155,000,000, 
some 10% over the $140,000,000 of 
1955. Manufacturer of chocolate, 
cocoa and chocolate products, pow- 
dered coffee and tea, condensed 
and evaporated milk, food season- 
ings, bouillon cubes, dehydrated 
soups and powdered gravy, Nestle 
operates two subsidiaries: Holland 
Food Corp., importer of milk prod- 
ucts, butter and cheese, and Ger- 
ber & Co., distributor in the U.S. 
for Gerber & Co. Ltd., Thune, 
Switzerland. Universal Milk Co., 
which was used by Nestle to han- 
dle its private label merchandise, 
is presently inactive. 

Among the major marketing 
moves in recent months made by 
Nestle was the introduction earlier 
this year of its de-caffeinated cof- 
fee, Decaf, to the West Coast. Late 
last year, Decaf expanded its mar- 
keting area, when it was intro- 
duced into the New York metro- 
politan area, and made deeper 
inroads into the South and East. 
Decaf is Nestle’s contender against 
General Food’s Sanka, which dom- 
inmates the instant de-caffeinated 
field. In its most recent effort to 
promote Decaf, Nestle borrowed a 
page from the soap manufacturers, 
by using the coupon-in-the-pack- 
age idea, offering an attractive in- 
troductory price deal. 


® Decaf has been heavily promot- 
ed by spot television during 1956, 
and it looks as if Nestle intends 
continuing this emphasis. During 
1956, the company spent $717,320 


‘On a spot tv program for Decaf, 


Advertising Age, August 19, 1957 


about 30% of its spot budget, a fig-| vision, Nestle spent more than $5,- 


ure exceeded only by the outlay 
for Nestle’s Instant Coffee, which 
topped Decaf by some $400,000. 

In its campaign for Decaf, Nes- 
tle dropped the “lets you sleep” 
theme, for greater emphasis on 
“flavor” and “never gets on your 
nerves.” Decaf’s part in Nestle’s 
present heavy interest in televi- 
sion includes a spot package deal 
with Music Corp. of America. 

Other marketing moves have in- 
volved Nestle’s continued empha- 
sis on its vending package prod- 
ucts, launched late in 1956. Last 
spring, Nestle broke a print media 
campaign in U.S. News & World 
Report and Nation’s Business with 
two-thirds page ads in b&w, pro- 
moting its vending machine prod- 
ucts: instant coffee, cocoa and 
bouillon. In addition, Nestle intro- 
duced its instant tea, Nestea, na- 
tionally. Previously, it was mar- 
keted on the East Coast and in 
four Great Lakes states. 


® Nestle, with its Decaf, Nescafe 
and Nestle’s Instant Coffee ranks 
second in the instant field, next to 
General Food’s instant Maxwell 
House and Sanka. Standard 
Brands’ Chase & Sanborn places 
third and Borden’s Instant is 
fourth. The instant coffee market 
is estimated at some $400,000,000 
in sales at present, or about one- 
third of the total market. Many 
coffee marketers feel that during 
the next decade, instant coffee may 
double its present share of market. 
At present, there are some 200 re- 
gional and private brands of in- 
stants on the market, all of which 
are scurrying for a larger share of 
market. During the four years 
from 1951 to 1955, sales increased 
about 35% each year. 

In the March 18 issue of Life, 
Nestle placed a six-page center- 
fold ad for Nescafe. The four-color 
insertion, titled “The Coffee Hun- 
ger of Man,” was said to be the 
largest magazine ad ever placed 
in the coffee industry. It cost Nes- 
tle $250,000. Nestle said this was 
a pioneering effort to adapt the 
television spectacular technique to 
the printed page. The ad traced 
the development of coffee from its 
discovery 1,500 years ago to its 
place in today’s home. 


s The ad led off with an institu- 
tional pitch for coffee in general, 
getting down to the promotion of 
Nescafe itself only in the last two 
pages with a feature for some ex- 
otic coffee recipes. Seven specially- 
commissioned paintings by Robert 
Riggs illustrated the copy, while 
an unusual feature of the ad was 
the carrying of a copywriter’s by- 
line, Roger Purdon, who was then 
with Bryan Houston Inc., and is 
now a vp of McCann-Erickson. 

Nestle earlier this year an- 
nounced broad diversification in 
its television sponsorship. The 
company said it would co-sponsor 
six shows to achieve broader, un- 
duplicated audiences, more com- 
mercial penetration and continuity 
of advertising effort. 

Here was the lineup of daytime 
network tv shows Nestle’s had in 
its roster this spring: “Blondie,” 
NBC-TV, Nescafe; ““Our Miss 
Brooks,” “Garry Moore,” and “Val- 
iant Lady,” all CBS-TV, Ever- 
Ready Cocoa, Quik, Semi-Sweet 
chocolate morsels; “Oh Susanna,” 
CBS-TV, Nescafe, and the “Lone 
Ranger,” CBS-TV, Quik and choc- 
olate bars. “Valiant Lady” was 
dropped in June with another 
piece of the “Garry Moore” show 
picked up in its place, “Blondie” 
will be dropped in September and 
a substitution made. 


® The plan involving co-sponsor- 
ship of several shows rather than 
individual sponsorship of a fewer 
number was worked out by Nes- 
tle’s three agencies, Bryan Hous- 
ton Inc., Dancer-Fitzgerald-Sam- 
ple and McCann-Erickson. 
Between spot and network tele- 


200,000 in 1956. Newspaper spend- 
ing was $3,300,000. 

On the personnel front, Bates 
Hall was brought in from Young & 
Rubicam as a product advertising 
manager, while Robert Sanders, 
who before joining Nestle about 
two years ago was with the same 
agency, was also named a product 
advertising manager. Both appoint- 
ments were made early in 1957. 
Mr. Hall succeeded John Woods, 
who is now with Cunningham & 
Walsh. Mr. Sanders succeeded 
Howard Rand. 

On the agency front there have 
been no changes. 

ADVERTISING EXPENDITURES 


1956 

Newspapers -osevee2, 772,989 $3,319,632 

Magazines asia ow 1,720,189 1,227,156 

Farm Publicat ~ 15,523 13 336 

Network Television 1,760,274 2,892,319 
N 


Spot Television 
Outdoor - 


Estimated Total 
Expenditure 


9,518,336 
*Includes spot television, not 
in 1955. 


MARKETING PERSONNEL 
Donald Cady, vp in charge of advertising 
and merchandising 
Horace R. Barry, merchandising manager 
Atherton Fryer, manager, sales research 
Jack Crockett, assistant manager, mar- 
keting research 
Sales 
H. K. Philips, vp in charge of sales 
John Fairgrieve, general sales manager 
A. Semple, assistant to the sales vp 
George Perlberg, assistant sales manager 
Fred Baldwin, assistant sales manager, 
institutional 
Alfred Heim, istant 
ministration 
Thomas Corrigan, sales manager for bulk 
products 


sales ger, ad- 


Advertising 
Richard F. Goebel, advertising manager 
George Hafford, product advertising man- 
ager for bar goods, bouillon cubes, De- 
caf, fountain goods, milk products, 

Nestle instant coffee, Quik, Extra, 

vending and institutional products 
Robert Sanders, product advertising man- 

ager for cookie mixes, Nestea, Ricory, 
semi-sweet morsels and bulk products 
Bates Hall, product advertising manager 
for cubes, instant Maggi protein drink, 
Nescafe, EverReady Instant cocoa, Nes- 
creme and syrup 
ADVERTISING AGENCIES 

Bryan Houston Inc., New York—Nes- 
cafe—Joseph Scheidler, account super- 
visor; Robert Denning, account execu- 
tive. 

McCann-Erickson, New York—Nestle 
instant coffee, Ricory, Quik, EverReady 
instant cocoa, Semi-Sweet chocolate mor- 
sels, chocolate bars, instant cocoa, cook- 
ie mixes—Edward B. Noakes, manage- 
ment service director; John P. Beresford, 
group head, chocolate products; Paul 
Hogue, Alisdair T. Munro, Louis D. Sage, 
Roger Bognar, account executives, choc- 
olate products; Fred Anderson, group 
head instant coffee; William Ennis, ac- 
count executive, instant coffee. 

Dancer-Fitzgerald-Sample, New York— 
Decaf, Nestea, Maggi products. Extra 
and institutional products—Chester Birch, 
group head; William Cory, account execu- 
tive, Decaf; Raymond Ruffley, account 
executive, Nestea and Maggi; Raymond 
Cabererra, account executive, institutional, 
Extra. 

Asher, Godfrey & Franklin Inc., New 
York—bulk chocolate sales—Robert 
Franklin, account supervisor; Edgar Ross- 
ton, account executive. 


Pabst Brewing Co. 


Pabst Brewing Co., Chicago, the 
nation’s 8lst largest advertiser, 
invested $8,000,000 in advertising 
in 1956, including $6,103,514 in 
measured media. This was up 
from 1955 expenditures of $7,000,- 
000, including $4,128,900 in meas- 
ured media. The apparent in- 
crease in measured media was 
largely a matter of bookkeeping, 
since spot television, accounting 
for nearly $2,000,000 in 1956, was 
not measured in 1955. 

The company dropped from 
fifth to sixth place among the na- 
tion’s leading brewers in 1956, as 
it sold an estimated 3,115,000 bbls. 
of beer with dollar sales reported 
by the company at $128,340,838. 
This compared with 1955 sales of 
3,275,000 bbls. or $134,340,713 and 
1954 sales of 3,500,000 bbls. 
or $145,033,815. The company 
showed a net loss of $767,724 in 
1956—only loss since the present 
corporation was organized in 1924 
—compared with a profit of $2,- 
376,559 in 1955. Pabst ranked 
fourth nationally in 1954 and has 
slipped a notch each year since. 

The beer division showed a de- 


ree se) | a es ee ae te re SC Sear ae a Pe) * Seca ik ee a Gee a ee Or 2 pel he ae ee gee ae ot owe onan we (ee ag. a Ser ee ee Mee Realy 3 
cit ov Pe er: we ec ¢ RE Piss Mew { mS oh Ps mre te ee ae Bee > eee wits a pais ote" ee x oe ae sf 4 bg ere mee ck ee ce Sn a . ip ate 
Made Po aeer ee qa kt. OO, tes fe eee es ah ahs ee SC Me a er eee : er eee ae ee acts pine PS ce Bk Te ah A ee : om heer =, pen 
Oe ahaa, Se. ee Le ee eee. one } Aetae Pane a: west 2s OS BS 5 aeRO Eee Reyes! Soeiremye® , nt i bots aed eS ; as ae eee 2 FP ett Bek i Paar eee al a So 2 of Ah ys eee 
cg ee ig ee eee ee ne we “Be oe aa [geet eta ae y i: ear 6, ke: user a Acogateene Pas oh se ao) 0 eR OR GE 4 a ; ape hate ? ae aon 
Oe aaah ete ee ee Bg ae RMN cae ae ie Ree Or oe) ee oe : aia a és (oka ane atone poe ee one matt ia he Naat a Beg on ee Bs is yes cee 
GAR el = A, gat a SRY, Ne “Ce ae Se ee ee ees arr. a Ged Be ee eae pa Sata et fe We te Ae eee ee ey sy ac ae Sieh Rea ers... oi: eee a 
o Pe oem a tae te 7 | BA ROS ae a : BP Sp i ci ese <I ity senmemme Ten rp Apes I ei aie 7 See oe ae een Ore ce ee Ani . eich ae” : a i ol ae pics Mit 
en ae ee ee AG Poti, em es ee eee ee tel ii a sl oe 
ris ree ‘a ; i A ba aus i 2 * * ” . . y 
i or” 
whee he F 
aes 
eas 124 ee 
a ib 
Lan 
ei) 
Sa a5 
he) 
ars 
on eee 
gs 
os 
oe 
a va 
Pe” 
pee 
et { 
iia 
hi. ; 
eee om 
% . 
es a 
oe a 
gts FF, 
cae = 
; J ae 
y a 
sea e 
Beer = cai 
. 181,908 — ss 
oe oi Total Measured .... 6,518,336 9,827,363 p 
to i ae 
ie se, Total Unmeasured 3,000,000" 1,700,000 av. 
11,527,000 4 
Pe et a } measured q 
es hi y = 
fa a cae 2s 
jes c 
ne ‘ 
es ae 
et os 
oa es 0m i 
gr gia oa z 
EG arene aa 
ve Pea ~ 
ie er 
en omen 
i 
a i ‘y 
pre . 
ee 2 
a a 
eS a a 
ps kN 
‘eh Tees 
Oot sag ee ‘ 
= se ae | coil 
ee 2 
pl oe, ae r 
ayy 
Payee 7 
et) 7: 
eee 
pee ee sh 
BS fs Se \ 
=p ~ “ 
ee 
an : 
Stas 
bd en eee 2 
ne 
aS eee 
Bee ne = : 
Ph eat 
beoaity oie > 
a ‘5 a : 
¢ ee tt 
Fhe OR gag a as 
yee ats To 
+ aie 
eu 
f ae - < 
Be cosh = 
2) > ae 
ee Pee de 
potion” 
So, alee! <b 
ae Bee A 
at Via i, en 
Pleo 
as eee 
ee ee 
5 ee eee) 
ea 
ts Fi SF Sy, 
a Pesos 
: beg 
pao 
Co eee, 
oe a 
age ieee ae 
2 ee 
2 apa 
lees 2 
Sa 
pF Saige 
iat — 
ate ieee 
ej 
oll ae a 
aes 
i ee 
Lie SI eer 
. ee 
gee 
fa 
pe 
Pe e 
re Foes 
Ss, ces 
iY dae 
“Naas ter 
ioe eas 
aie rs 
= et 
a fs 
ae ee 
ty ; 
: z ee . J of as Pa can a . : fo . 
2 ae e i ' ae E sae ee ees ane ' ‘ vg aaten ore) : eit : / ; dn or ee Pre nt anew pa cae gee ee OE : a 
ne i i a 3 r ve ay peer ean eh i eee et Fy ee ee s Jats DRM cs pe ORE VAN Be in ceaelnr E sil a Cds eee Sa gr ece eS a ae Ca gee eer eg Oe a leds GN = ie 
an ae ieee Pia beets ere aces co I i ot 9 2 PR ae a “Sale Pim, Cael PEE ae si pigs aoe i Reet batt eee ist ee sae, a ee ah ci iy ll *e 
aA, é é eal a a ee a ws 3 . fies ee we Retain ips es =i ‘ Seaeca paren’ ee se ao 5 : ~ : ¥ ri Le a . Pee 2p Sen eae MMAR ekeige Piney Sng eet oe ~ j 
Re ac jee” Jeannie a ae re era | ee ee ee ee waned aes > oe ee BC oh : : ray pes f Boo Ee pas ih) ae a Rep ne ae 
Reg ee LS cal, NE ge Ree ree EC INE eee iif aes ole eee te elaee  ~ hea oe he iD ace i ea at a FI ans: Guin o5.F we cope gers re” tu aeanee 2 Rs 
Ps.” | Egger a ee i jas ie eae ee ec cheat on oe we eae pg © a, se re = a eal F eas si gpl Sp peg ide Sop ee me Tt aii a Obes Be jalastiplyg 2 i i ca IMR 2 i eo 
> Be tae Eee 8 1S a eR: ome ornaments ee. << een oa Miah a ge heh ee ee gee ae ie saa 


Advertising Age, August 19, 1957 


cline of 4.7%, and over-all sales, 
including soft drinks, dtopped 
4.5%. Contributing to the loss, the 
company said, was a work stop- 
page which shut down all three of 
the company’s Peoria area plants 
from last Nov. 26 to Jan. 6, as 
well as abnormal expenses of 
$700,000 in separating the beer 
and soft drink operations in the 
New York-Newark area, moving 
the Chicago office and increasing 
special vacation pay reserves to 
meet the provisions of union con- 
tracts. 

Pabst was estimated by Apver- 
fISING AGE to have about 3.66% of 
the nation’s beer market in 1956, 
compared with 6.98% and 6.89% 
for Schlitz and Anheuser-Busch, 
the two leaders. 

The company produces Pabst 
Blue Ribbon beer, Old Tankard 
ale, Andeker Draught and Old 
Tap Lager Beer. Old Tap was orig- 
inally brewed and distributed in 
Pabst’s Los Angeles brewery only. 
It is now brewed in and distrib- 
uted from Peoria, Ill., as well. 
Hoffman Beverage Co., Newark, 
N. J., subsidiary, produces soft 
drinks in bottles and cans and the 
Pabst Sparkling Beverages divi- 
sion makes a line of canned fruit- 
flavored soft drinks including a 
“non-fattening” line. Pabst also 
produces industrial enzymes, an- 
tibiotics and biochemicals. 


® Last December Pabst announced 
it was increasing its ad budget 
20% in an effort to regain its for- 
mer position as one of the top 
three brewers. This would bring 
its totaled expenditures this year 
to $8,400,000. 

Harris Perlstein, chairman, and 
Marshall S. Lachner, president, 
said in the annual report that 
“prospects for 1957 look favorable, 
based on an upturn of sales in 
certain areas.” 

The company this year insti- 
tuted a new marketing program 
and redesigned its entire packag- 
ing line. In several markets Pabst 
has offered a coupon giving con- 
sumers 25¢ off on the purchase of 
a 6 Pak. Coupons were mailed to 
all residents, and sales increases 
in these markets have run from 
10 to 135% with an average in- 
crease of approximately 40%. 

In other markets attractive 
premiums have been offered, such 
as a salt shaker and peppermill 
set and plastic coasters. These 
also have shown sales increases. 

In 1956 Pabst also reintroduced 
Old Tankard Ale and the demand 
is running ahead of the supply. 

A spokesman for the company 
said that Pabst’s marketing for 
1957 will put considerable empha- 
sis on localized promotions broad- 
ening the success of their coupon- 
ing and premium promotions. 


s In May of this year Pabst made 
advertising news by _ switching 
most (a $6,500,000 chunk) of its 
account from Leo Burnett Co., 
Chicago, to Norman, Craig & 
Kummel Advertising Agency, 
New York, after sifting presenta- 
tions from 20 agencies with some 
help from motivation researcher 
Ernest Dichter. Dr. Dichter was 
said by Pabst to have described 
the brand images he found in 
each of the presentations, but 
made no recommendations. 

Leo Burnett managed to hang 
on to Eastside Old Tap Lager, the 
company’s popular-priced line 
which is among the leading West 
Coast beers and recently was in- 
troduced in several Midwest mar- 
kets. NC&K announced it would 
open a Chicago office in the Mer- 
chandise Mart where Pabst is 
headquartered, but three months 
later none had been opened. 

In selecting the new agency, 
Pabst had a 12-man committee, 
including its chairman, president, 
marketing director, advertising 
manager, sales manager, director 
of sales development, research 
director, merchandising manager 


and four brand managers, review 
presentations. The committee 
used a rating chart which covered 
creativity, effectiveness, media 
selection and budget, research, 
merchandising and personnel 
qualifications. The review was 
done in one day, with two hours 
allotted to each presentation. 

At NC&K Ronald Mullins was 
named account supervisor in New 
York, aided by James Shivas, ac- 
count executive, and G. Bissinger, 
Chicago account executive. 


MARKETING PERSONNEL 
Sales 
Marshall S. Lachner, president 


| 


Walter Schockmel, assistant to the presi- 
dent 

J. F. Morley, director of sales coordina- 
tion 

Cc. F. Greenwood, sales director, eastern 


region 

H. H. Anderson, sales manager, eastern 
region 

G. P. Butler, sales director, central region 

R. H. Gregory, sales manager, central 

sales director, western 
region 

L. J. Buck, sales manager, western region 

Public Relations 

Andrew H. Talbot Jr., public relations 

director 


Marketing & Advertising 
R. H. Hehman, marketing and advertis- 
ing director 
Barny Brienza, advertising manager 
Oo. D. Wittenberg, merchandising man- 
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ager tive (Los Angeles). 

Robert Rogers and Lawrence Moore, Grey Advertising Agency, New York— 
brand co-managers, Blue Ribbon beer! Hoffman Beverages and Pabst Sparkling 
and Andeker Draught Supreme Beverages—Thomas Murray, account ex- 

Arnold Winograd, brand manager, Ol/ | ecutive. 

Tankard Ale Bryan Houston Inc., New York—indus- 

E. H. Schram, brand manager, Eastside | trial products division, animal feeds di- 
Old Tap Lager vision, rare bio-chemicals. 

Clifford Kahler, sales manager, Pabst 


Sparkling Beverages ADVERTISING EXPENDITURES 
955 


Bryan Houston, advertising manager, in- 1 1956 
dustrial products NOWSPAPOTS 2... cceoee $1,378,172 $1,392,270 
Magazines 4,000 461,121 
ADVERTISING AGENCIES | Farm Publica 3,800 5,524 
Norman, Craig & Kummel, New York—| Busi Publicati 78,900 90,000 
Pabst Blue Ribbon beer, Andeker| Network Television 1,694,925 1,461,195 
Draught Supreme and Old Tankard ale—| Spot Television ........ 1,962,580 
Ronald Mullins, account supervisor;| Network Ra 145,925 
James Shivas, account executive; G./| Outdeor ........ . 819,178 730,824 
Bissinger, account executive (Chicago). Total Measured ....... 4,128,900 6,108,514 
Leo Burnett Co., Chicago—Eastside Old Total Unmeasured 2,452,428 1,896,486 
Tap Lager—Robert Everett, account su- Estimated Total 
pervisor; Verne Mullen, account execu- Expenditure ........ 7,000,000 8,000,000 


OPEN DOOR TO NEW BUSINESS! 


This is the entrance to Superior’s 7-story building where 185 craftsmen pursue their 
creative skills night and day. Here, your ideas are captured in metal that will print the 
colorful and powerfully persuasive pages that move your products. 


Since your reputation often depends on the visual impact of your advertising, this door 
can be your gateway to new business. Let Superior build your prestige with engravings of 
beautiful quality... produced in record time...at costs that are always reasonable and fair. 
Just send us one job and you'll be sold on Superior. 


day or night call 
SUPERIOR 7-7070 


SUPERIOR ENGRAVING COM PIANO 


onl 
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Pepsi-Cola Co. 


Pepsi-Cola Co., New York, the 
nation’s second largest soft drink 
producer, was the 67th largest 
advertiser in 1956 with a total 
expenditure of $11,164,000, of 
which $7,560,000 was in measured 
media. The company reports that 
bottlers invested an additional 
$9,023,000 in advertising. 

In 1955, Pepsi’s total expendi- 
tures were $10,100,000. 

A $500,000 spender in network 
television during 1955, Pepsi 
dropped out of network tv in 1956. 
Its magazine expenditures were 
doubled, however, and local mar- 
ket campaigns through newspa- 
pers, spot tv and spot radio were 
expanded. 

Sales rose to a new high of 
$97,036,000 in 1956, compared with 
$88,971,000 in 1955. Net profits, 
however, declined 6%, from $9,- 
456,766 to $8,884,787. The compa- 
ny attributed the earnings drop 


work stoppage at its largest bot- 
tling plant and foreign currency 
restrictions. For the first six 
months of 1957, Pepsi reported 
that sales and earnings reached 
new highs. 


= Under the management of Al- 
fred N. Steele, a former Coca-Cola 
marketing executive, Pepsi-Cola 
has made a strong comeback from 
1950, when sales plummeted to 
$40,000,000. In 1950, Coke outsold 
Pepsi five cases to one. Coke’s 
jlead has now been reduced to two 
to one. 

Pepsi-Cola recently pointed out, 
in a full-page ad in the Wall 
Street Journal, that its sales have 
increased by 132% since 1950, 
while the soft drink industry 
made a sales gain of only 25% in 
the same period. 

Pepsi opened 32 new plants in 
the U. S. and 22 in foreign coun- 
tries during 1956. Foreign busi- 


NEVER DISCOUNT THE SKILL OF MASTER-CRAFTSMEN 


Whether it’s Art 
or Photography— 


its useful perpetuation in copper and 
zine demands the precise skill of ex- 
perienced craftsmen—guided by an un- 
derstanding appreciation of the adver- 


tiser’s objectives. 


Like scores of suc- 
cessful advertisers, y 


ou too can increase 


the dividend potential of your invest- 
ments in space and the ideas that fill it, 
by specifying photo-engravings master- 
crafted by ROGERS. 


RO 


engravi 
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ng company 


2001 calumet avenue « chicage 16 


to an abnormally cool summer, a|jness now account for about 35% 


of total volume and the company 
expects its overseas business to 
double in the next five years. 


= The company is active on a 
wide variety of fronts to improve 
its share of market. Its 26-ounce 
Hostess bottle, now available in 
some 100 markets, forced Coke to 
bring out a “family” size. And now 
Pepsi is introducing market by 
market a 6%-ounce bottle, com- 
parable to Coke’s six-ouncer. 

Pepsi has also begun an inten- 
sive drive to increase sales 
through vending machines, an 
area heretofore dominated by its 
big competitor. In 1956, some 50,- 
000 Pepsi vending machines 
were installed and plans call for 
another 50,000 installations in 1957. 

Pepsi’s advertising, both copy 
and art, has been notable for its 
light, high-fashion approach, 
stressing the “less filling” and 
“modern drink” themes. In 1956, 
a “Pepsi, Please” radio jingle was 
used to good effect in Muncie, 
Ind., and was later extended to 
other markets. 


= Pepsi reports an expenditure of 
more than $500,000 on three-sheet 


posters in 1956. The company al- 


|so spent well in excess of $1,- 
/000,000 on fountain promotion, 
|point-of-sale materials and ex- 
|hibits. Free Pepsi was served at 


more than 50 national conven- 
tions in 1956. More than 200,000 
drinks were served at the two na- 
tional political party conventions. 
Donald M. Kendall, formerly vp 
in charge of national accounts and 
syrup sales, was named president 
of Pepsi-Cola International this 
year. He was succeded in the 
domestic company by Charles 
Baker, who was his assistant. 


ADVERTISING EXPENDITURES 
1 


1956 

NOWSPAPOTS  occcccecceee $2,314,500 $2,700,000 
Magazines... 898,500 1,610,500 
Business Publications 68,500 79,000 
Network Television . 519,000 
Spot Television ............ —_—— 1,993,000 
Outdoor ~ 210,500 177,500 

Total 4,011,000 7,560,000 


d 
Total Unmeasured 6,089,000 
Estimated Total 
Expenditure 11,164,000 
MARKETING PERSONNEL 
Richard H. Burgess, vp in charge of 
domestic operations 
Charles Baker, manager of national ac- 
counts and syrup sales 
D. Mitchell Cox, vp in charge of sales 
promotion 
William C. Durkee, vp, central region 
Eugene B. Gilbert, vp, southern region 
John L. Bate, vp, western region 
Carl B. Salts, vp, eastern region 
Advertising 
Charles Derrick, vp in charge of adver- 
tising 
Mal Murray, assistant to Mr. Derrick 
Public Relations 
Bernard Relin & Associates 
ADVERTISING AGENCY 
Kenyon & Eckhardt, New York—Jo- 
seph C. Lieb, t itive. 


Pharmaceuticals Inc. 


Pharmaceuticals Inc., New 
York, is the 74th largest adver- 
tiser in the country with total 
1956 expenditures reported at $9,- 
180,000, of which $7,920,000 was 
in measured media, almost all of 
it in network television. 

In 1955, the company reported 
|total expenditures of $7,265,000, 
|of which $4,990,000 was in meas- 
ured media. This year, Pharma- 
|ceuticals says it will spend $11,- 
| 080,000, with $10,210,000 of it in 
measured media. As it did last 
year, the company predicts a 25% 
increase in advertising next year, 
with $12,672,500 of a $13,850,000 
| budget going into measured me- 
dia. 
| A family-owned enterprise 
‘since its founding in 1935 as 
|the Serutan Co., Pharmaceuticals 
Inc. has been chary about reveal- 
ing most details of its operations 
jand sales. Apparently consistent- 
\ly profitable, sales are estimated, 
as last year, to be more than $30,- 
000,000 

A merger of several former 


3,604,000 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING subsidiaries, the company’s enter- 


|prises embrace Lifetime Living 


Inc.; Journal of Living; Nutrex 
Co., vitamin maker; Low-Calory 
Food Corp., and others. The Hi-V 
Co., formed some ten years ago 
to distribute concentrated orange 
juice, is reported sold during the 
past year. The company bought 
a 115,000 square foot plant in 
Cranford, N. J., and is now con- 
ducting some manufacturing op- 
erations from there. 

At this moment the company is 
in stock negotiations which, if suc- 
cessful, will give it ownership of 
the 117-year-old J. B. Williams 
Co., Glastonbury, Conn., maker of 
shaving (Williams), hair (Kreml), 
and suntan (Skol) preparations 
(AA, July 29). The deal will be 
concluded one way or another by 
the end of the month. 

Geritol, probably the leading 
tonic in the country, is thought 
to be Pharmaceuticals’ largest- 
selling product. The company’s 
other leading advertised products 
are Geritol Jr., Serutan, R.D.X. 
reducing formula, Sominex sleep- 
ing pills, Zarumin rheumatic pain 
reliever and Niron, a _ weight- 
gaining formula. Sedagel, an ant- 
acid, is advertised on a small 
scale sporadically, in regional ar- 
eas. Nutrex and Vigarex diet sup- 
plements, unadvertised products, 
complete the company’s lineup. 


s At this writing, “To Tell the 
Truth” and “Twenty-One” are 
Pharmaceuticals’ entries on tele- 
vision, but the company last year 
was among the top 20 advertisers 
in the medium. Like the cosmet- 
ics houses, outfits such as Pharma- 
ceuticals are able to plunge heav- 
ily into tv because of the high 
markup on their products, while 
others can’t afford the high cost. 
Besides “To Tell the Truth” and 
“Twenty-One”—where Charles 
Van Doren made it one of the 
best publicized quiz shows of the 
year—Pharmaceuticals sponsored 
“Sunday News Special,” “Life 
Begins at 80,” “The Original Am- 
ateur Hour,” “Masquerade Party,” 
“Meet Millie,” and “Herb Shriner 
Show” at one time and another. 
In the fall, Pharmaceuticals, so 
far, will add “What’s It For,” a 
new Entertainment Productions 
Inc. quiz show, over the National 
Broadcasting Co. network, 10- 
10:30 p.m., alternate Saturdays. 

Advertising of all Pharmaceuti- 
cals Inc. products except one is 
handled by Edward Kletter As- 
sociates. The exception is Serutan 
in Canada, handled by Street & 
Finney. 

Serutan in Canada had been 
handled by Edward Kletter & As- 
sociates until last month when the 
agency principals announced the 
establishment of a new agency, 
Parkson Advertising, to handle all 
Pharmaceuticals advertising, ex- 
cept cooperative advertising 
(which remains with Kletter) and 
the Canadian Serutan. If the J. B. 
Williams purchase is consumated, 
speculation has it that Pharmaceu- 
ticals will take that account from 
J. Walter Thompson and Doherty, 
Clifford, Steers & Shenfield, where 
it is now divided, and turn it over 
to Parkson. 


ADVERTISING EXPENDITURES* 


1955 1956 

NOWSPAPeF  .........--c0e 490,000 420,000 
Network television ... 4,500,000 7,500 006 
Total measured ......... 4,990,000 7,920,000 
Unmeasured 
Spot radio and tv .... 1,450,000 590,000 
Co-ep appropriations 825,000 670,000 

Total unmeasured .. 2 275,000 1,260,000 

Total Expenditure . 7,265,000 9,180,000 
* All advertising figures used in this 


story have been supplied by Pharma- 
ceuticals Inc. In some cases they differ 
from other published figures, notably 
in network television and spot televi- 
sion. According to Leading National 
Advertisers, the 1956 network tv expen- 
diture was $5,803,715, while spot tele- 
vision, which Pharmaceuticals says was 
“negligible,” was $1,108,580, according to 
the Television Bureau of Advertising. 
MARKETING PERSONNEL 
Sales 
Harry Parness, vp and director of sales 
Phil Agisim, manager sales development 
and planning 
Mrs. Rose H. Morgan, assistant to the 


director of sales 


Advertising 
Samuel L. Tedlow, exec vp 
Fred Apt, director of media 
A. Eichler, director of creative copy 
S. Jacobs Jr., product manager-Zarumin 
Miss S. Beatrice Rosen, administrative 
assistant to the exec vp 
Ben M. Seiger, executive assistant to 
exec vp 
Public Relations 
James Fitzgerald, director 
relations 


ADVERTISING AGENCIES 

Parkson Advertising—Geritol, Geritol 
JR., R.D.X., Serutan, Sominex, Zarumin 
and Niron. 

Edward Kletter Associates—cooperative 
advertising 

Street & Finney—Serutan advertising 
in Canada—Robert Finney, account ex- 
ecutive. 


of public 


Philco Corp. 


Philco Corp., Philadelphia, the 
nation’s 20th largest advertiser, 
with total expenditures in 1956 
estimated at $26,000,000, of which 
$5,347,664 was in measured media. 
The previous year’s expenditures 
are estimated at $25,228,799, of 
which $4,728,799 was in measured 
media. Expenditures in 1957 are 
running at about the same pace 
as 1956. 

Philco sales in 1956 came to 
$347,901,000, compared with $373,- 
359,000 in 1955. Earnings went 
down from $8,432,329 in 1955 to 
$398,690 in 1956. 

The slump in earnings was at- 
tributed by Philco to several fac- 
tors. A number of companies went 
out of business during the year in 
the tv and appliance industries, 
resulting in heavy inventory liqui- 
dations. Also with a high percent- 
age of sales in low priced portable 
and other cheaper tv sets, the av- 
erage price of a b&w set declined to 
its lowest level. 


s A six-week strike at the Philco 
Connersville, Ind., plant curtailed 
production and shipment of the 
company’s 1957 line of air condi- 
tioners, refrigerators and freezers. 
Higher wages and material prices 
hampered efforts to reduce costs 
at the manufacturing level. The 
company also said it had substan- 
tial expenditures in maintaining 
an advanced design in its appli- 
ance lines. 

This year, Philco will introduce 
its first full Philco-Bendix laundry 
equipment line, featuring import- 
ant engineering design changes in 
this equipment. To back the intro- 
duction of its new line, Philco will 
launch a very intensive advertis- 
ing and sales promotion drive. 

Early this year, Philco central- 
ized marketing and merchandising 
responsibilities. James Otter, exec 
vp, was named to direct sales pro- 
motion, advertising and all com- 
pany branches. Under the old ar- 
rangement some of the marketing 
department heads reported direct- 
ly to the president. Cause of the 
move was Philco’s addition of a 
laundry division and its purchase 
of the Bendix line, the company 
revealed. E 


s The new arrangement permits 
flexibility in the various depart- 
ments, centralizes responsibility 
and helps streamline marketing 
activities, the company said. 


The feature section is 
omitted from this issue. All 
the regular features, “Cre- 
ative Man's Corner,” 
“Salesense in Advertis- 
ing.” Drawthinks, etc., will 


be back again next week. 
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Philco introduced its 1958 tele- 
vision set and radio receiver line 
this spring with slightly higher 
prices than in the previous year. 
Introductory plans called for a 
heavy schedule of magazines, 
backed by local newspaper adver- 
tising. 

A Philco campaign was launched 
in June for its Duo-matic washer- 
dryer combinations, using 10,000,- 
000 tabloid-size mailing pieces dis- 
tributed by dealers, distributors 
and the company. Local coopera- 
tive newspaper advertising sup- 
ported the drive. 


® At the intreduction of the 1958 
tv line, Phileo revealed that tv 
set sales were running 13 to 16% 
ahead of the previous year. Philco 
radio sales in 1956 were up 50%. 

In addition to acquiring the 
Bendix washer-dryer operation 
from the Avco Mfg. Co. in 1956, 
Phileo took over, the overseas 
Crosley and Bendix manufactur- 
ing licenses of Avco. The move al- 
lowed Philco International Corp. 
to increase its foreign distribution 
with Crosley and Bendix distribu- 
tors in many areas. 

Previously the company’s over- 
seas activity had been primarily 
in the production and sale of tv 
and radio receivers and it now 
could extend its activity to refri- 
gerators, home freezers, laundry 
equipment and air conditioners. 


® Philco’s subsidiary in Brazil 
more than doubled the previous 
year’s sales in 1956 and increased 
its manufacturing facilities 50%. 

ABC radio and ABC television 
coverage of the 1956 political con- 
ventions was sponsored by Philco. 
The company also sponsored the 
1956 Miss America Pageant over 
ABC-TV, but switched its spon- 
sorship of the coverage to CBS 
television this year. 

BBDO was appointed Philco’s 
agency, effective Jan. 1, 1957, re- 
placing the Hutchins Advertising 
Co. 

Philco’s national spot tv adver- 
tising total of $147,500 was split 
$36,710 for television receivers and 
$110,790 for other appliances. 


s The larger sections of Philco’s 
$890,000 newspaper budget includ- 
ed measured appropriations of 
$18,550 for air conditioners; $70,- 
941 for radio and television; $370,- 
300 for television, $78,900 for 
washers, $48,681 for refrigerators 
and $76,040 for Philco products. 

Substantial magazine appropri- 
ations included: $75,475, govern- 
ment and industrial, general pro- 
motion; $238,820, automatic wash- 
ers; $46,400, electric ranges; $463,- 
281, refrigerators; $40,420, freezers; 
$98,845, major appliances; $48,550, 
phonographs and radios; $49,710, 
picture tubes; and $52,225, radio 
and_ clock radios; $568,326, tv sets. 

Network television appropria- 
tions included: $2,258,181, tv sets 
and electrical appliances; $89,495, 
tv sets; $139,314, major appliances; 
and $52,267, ranges, refrigerators 
and freezers. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers .................$ 990,716 §$ 714,393 
Magazines ................. 1,456,232 1,804,740 
Farm Publications . 49,948 246 
Business Publications 101,100 116,400 


Network Television 1,758,955 2,539,257 
Spet Television — 
QOOBRRR  cercrencererececsense 23,105 25,128 
Network Radio ....... 348,743 _— 
Total Measured .... 4,728,799 5,347,664 
Total Unmeasured 20,500,000 20,652,336 
Estimated Total 
Expenditure ........ 25,228,799 26,000,000 
Note—In unmeasured media, both 1955 
and 1956, a breakdown would include 
approximate figures of: $3,500,000 for 
point of sale, $2,000,000 for direct mail, 
and $5,000,000 for merchandising mate- 
rial.) 


MARKETING PERSONNEL 
J. M. Otter, exec vp—marketing 
Paul Burks, manager of distribution 


Sales 
Gibson Kennedy, sales manager for tv 
sets 


Leonard Gross, sales manager for radics 
Robert Kelly, sales manager for refriger- 
ators and freezers 


Morgan Greenwood, sales manager for 
laundry equipment 

John Goldsch ding, sales r for 
ranges and air conditioners 

Marshall Williams, sales manager for 
government and industrial division 

Advertising 

Raymond B. George, vp in charge of 
sales promotion 

E. B. Bailey, assistant advertising man- 
ager 

Raymond B. George, vp in charge of 
saies promotion 

John Kelly, advertising manager for tele- 
vision 

Jack Kane, advertising and promotion 
manager for radio 


William Horn, advertising manager for | 


appliances 

Ira Brichta, advertising and promotion 
manager for home laundry 

John Frietsch, sales promotion manager 
for tv 

Owen Klepper, sales promotion manager 
for appliances 


ADVERTISING AGENCY 


BBDO, New York—all consumer prod- 
ucts—Philip C. Carling, account super- 


visor; Fred Cain, account executive for | 
electronics division; Miles Sherman, ac- | 


count executive on room refrigerator, 
air conditioning, home freezer and kitch- 


| 


en range units; Thomas P. Keating | 


Jr., account executive on home laundry 
lines; John Bunch, account executive for 


~~ 
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@ In this industry-rich, 
farm-rich Peoria area, one 
station has the top pro- 
grams, the top power 
(500,000 watts), the top 
tower (660 feet) and the top 
ARB ratings for March, 1957 
(17.1 all-day average com- 
pared to 13.3 for Station B). 


wtvH 
CHANNEL 19 
PEORIA, ILLINOIS 


affiliated with 
PEORIA JOURNAL STAR 


EDW. PETRY & CO. 
NATIONAL REPS 


pone 


This new data file shows why 


Your brand new 
guide to advertising 
RESULTS! 


N.E.D. belongs on your selling team 


Buying action now being produced by N.E.D. 
is at an all-time high! 98°7 of its readers actu- 
ally inquire about products N.E.D. brings to 
their attention... and a high percentage of 
these inquiries are converted into actual 
orders. For the latest report on why advertis- 
ing in N.E.D. pays off in tangible results you 
can see and measure, you’ll want to see this 


new N.E.D. data file. It pinpoints the many 
reasons why N.E.D.—more than ever—is 
your low-cost expressway to industry’s most 
active buying group... why it belongs on 
your advertising schedule NOW .. . no matter 
what and where you want to sell to industry. 
Request a copy of “How to get industrial buy- 
ing ACTION for '4 cent per contact.” 


NOW OVER 80,000 COPIES (Total Distribution) IN OVER 43,800 INDUSTRIAL PLANTS 


A Publication 
& 


1213 W. Third Street 
Cleveland 13, Ohio 
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cooperative advertising and George Drake,competitive struggle which con- 


account service for radio and tv. 


Pillsbury Mills Inc. 


Pillsbury Mills Inc., Minneapo- 
lis, is the nation’s 38th largest ad- 
vertiser. Pilisbury invested $18,- 
000,000 in advertising during 1956, 
according to ADVERTISING AGE es- 
timates. This compares with an 
estimated expenditure of $16,000,- 
000 in 1955, and indications are 
that the $18,000,000 figure also will 
hold true for the year 1957. 

In measured media the giant 
milling company spent $11,452,571 
last year, as compared with $11,- 
057,764 in 1955. The 1956 figures 
include spot tv, for which meas- 
urements became available for the 
first time, but do not include ex- 
penditures in network radio. The 
1955 measured media include net- 
work radio; after 55 no measured 
figures for network radio were 
available. 


® The nation’s second largest mill- 
ing company (General Mills is the 
largest) showed a decline in earn- 
ings during the fiscal year ending 
May 31, 1957, despite a slight in- 
crease in sales. Net sales for the 
year totaled $331,362,898, as com- 
pared with a $330,960,862 sales 
figure for the previous fiscal year. 
Earnings for fiscal 57 were $4,006,- 
751, as compared with $4,375,728 
the previous year. 


tinued very strongly in all our 
markets,” Paul S. Gerot, Pillsbury 
president, told stockholders in the 
annual report. 

“Because of the importance of 
maintaining our competitive posi- 
tion, we increased our advertising 
and promotional expenditures late 
in the year beyond those originally 
planned,” Mr. Gerot continued. In 
Pillsbury’s fiscal 56 report Mr. Ge- 
rot also had attributed that year’s 
earnings decline to measures taken 
by Pillsbury to “counteract unusu- 
ally aggressive price and promo- 
tional maneuvers by competitors 
in certain product classifications.” 


® In addition to spending addi- 
tional ad and promotion monies to 
enhance its competitive position, 
Pillsbury also was active on the 
new-product front. During the 
year it brought out three new re- 
frigerated cookie doughs; two new 
types of refrigerated biscuits; a 
milk chocolate and a caramel 
frosting mix, cinnamon rolls with 
icing (a variation of the cinnamon 
rolls it has been marketing for 
about two and a half years), and a 
new shaker package for Pillsbury’s 
Best flour. 

Pillsbury also reported techno- 
logical advances during fiscal ’57, 
which included development of a 


|new turbo-milling process and the 


setting up of a large-scale product 
distribution center in Buffalo, to 


This lower earnings figure “re-|speed up filling of customers’ or- 


flects some of the high cost of the 


ders. A second center is being 


In Radio...it takes 3°. 
Music, Sports, News 
and WCEL is tops in all! 
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“the triple threat station" 


666 LAKE SHORE DRIVE - 
Burke-Stuart Co., Inc., 60 E. 56th St., New York, N. Y. 
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completed in Memphis. 

Late in '56 Pillsbury announced 
that it was “starting all over 
again” in the cake mix field. It 
introduced a line of six mixes to 
replace those it had been market- 
ing. The new mixes were devel- 
oped after three years of research, 
in which 32 formulas were tested 
by 496 women in Chicago and 
Washington, Pillsbury said. 


s Probably the biggest single pro- 
motion each year in the Pillsbury 
hopper is the Grand National Rec- 
ipe and Baking contest, which for 
eight years has been held in the 
Waldorf-Astoria Hotel in New 
York. In ’57 the Bake-Off will take 
place in the new Beverly Hilton 
Hotel in Beverly Hills, Cal. The 
move to California was decided 
upon in order “to give this widely 
publicized event continued fresh- 
ness and interest,” according to 
Mr. Gerot. 

Pillsbury capitalized further on 
the Bake-Off this past year by 
joining with seven other advertis- 
ers in a 14-page ad in Better 
Homes & Gardens featuring 31 
recipes from the 1956 Bake-Off. 
The seven advertisers tied in with 
Pillsbury, and between them the 
seven devoted commercial time on 
13 network tv and two network ra- 
dio shows to telling about the rec- 
ipe winners. 

Pillsbury has always been ac- 
tive on the “tie-in” front, joining 
forces in ad campaigns with such 
groups as the American Dairy 
Assn. (cookies made with butter 
and Pillsbury flour); Pacific Coast 
Canned Pear Service (pears and 
gingerbread mix), and Penick & 
Ford (Vermont Maid maple syrup 
and pancake mix). 


® Both Pillsbury and General 
Mills cut cake mix prices during 
56, the cuts ranging from 16¢ to 
68¢ on a case of 24. The year be- 
fore prices on a $6.85 case of 24 
mixes were slashed a total of $1.14, 
but these price cuts were restored. 

Although Pillsbury always has 
served the institutional market, in 
June, '55, the company set up a 
separate division to handle insti- 
tutional sales, in order “to get a 
larger slice of the business from 
hotels, restaurants and other mass 
feeding places,” Pillsbury said. 

Now, Pillsbury has dissolved 
that division and institutional mar- 
keting is handled by the bakery 
products division. 


® Pillsbury made additional news 
on the cake mix front this year 
when it terminated an arrange- 
ment with the Kellogg Co. where- 
by Kellogg was handling distribu- 
tion of Pillsbury cake mixes in 
Canada. The venture “did not 
develop satisfactorily and accord- 
ingly was dissolved by mutual 
consent at a considerable cost,” 
Mr. Gerot told stockholders. Cake 
mixes in Canada now are handled 


by Pillsbury and its Canadian 
subsidiary, Pillsbury of Canada 
Ltd. 

The soft drink market attracted 
Pillsbury in the summer of ’56, 
and in July it started testing a 
drink called Presto in two markets, 
Tampa and St. Petersburg. 


® Starting with a single product— 
Pillsbury’s Best flour—back in 
1869, Pillsbury has grown and di- 
versified until it now markets 
more than 1,000 different products. 
In addition to the new products 
listed above, the giant food proces- 
sor also makes the following: Obe- 
lisk flour (sold in the South); 
Globe A-1 flour (sold on the West 
Coast); pancake mixes, hot roll 
mix; pie crust mix; cookie mixes, 
refrigerated fresh dough products 
(both Pillsbury and _ Ballard 
brands), and Sno Sheen cake flour, 
plus flour and mixes for institu- 
tional and bakery markets. 

Through an agreement with 
Kraft Foods Co., all Pillsbury re- 
frigerated products are distributed 
to grocers’ dairy product cases by 
Kraft. 


ADVERTISING EXPENDITURES 


1955 1956 
NOWSPAPETS — ..oceceoees $1,608,694 $2,969,334 
Be 2,155,914 2,455,815 
Farm Publications .. 76,751 322,458 
Publicati 72,300 
Network Television 5,291,324 4,897,601 
Spot Television ........ — 2,150 
OD cetsesenrsnseeseeeeest — 42,913 
Total Measured ....$9,132,683 $11,452,571 
Network Radio’ ...... 1,925,081 
Total Unmeasured 6,867,317 6,547,429 
Estimated Total 
Expenditure _ ....$16,000,000 $18,000,000 


* Measured expenditure figures for net- 
work radio have not been available since 
July, 1955. The figure shown is based on 
PIB measurement of expenditures from 
January through July plus a projected 
estimate for the remainder of that year. 


SALES AND MARKETING PERSONNEL 
B. J. Greer, exec vp (bakery products, 
overseas, Canada) 

R. J. Keith, exec vp (consumer products) 
Cc. D. McNeal, exec vp (formula feed, 
grain & feed ingredients merchandising) 
Grocery Products Division 

Earl A. Clasen, vp 

H. R. Galbraith, director of sales opera- 
tions 

Dean Thomas, director of merchandising 

R. F. Sowers, sales promotional manager 

J. DiGiovanni, merchandising manager 

G. B. Keister, national accounts 

Warren P. Peterson, director of marketing 

A. G. Hodor, brand supervisor—mixes 

J. L. Kennedy, brand supervisor—mixes 

R. H. Scott, brand supervisor—large sizes 
Pilisbury's Best flour 

J.. R. Peterson, brand supervisor—small 
sizes Pillsbury’s Best flour 

Bakery Products Division 

George S. Pillsbury, vp 

H. J. Patterson, division vp (national ac- 
counts) 

B. J. Cruzen, manager, bakery flour sales 

J. W. Sturrock, product manager, bakery 
flours 

W. T. Wilson, product manager, soft wheat 
flours 

F. A. McBride, product manager, bakery 
mixes 

H. D. Kreiser, manager, sales & merchan- 
dising 

R. L. Johnston, merchandising manager 

R. J. Dwyer, merchandising manager 

N. E. Groth, product manager, institutional 
products 

R. J. Thelen, technical director 

G. B. Donahoe, manager, fruit products 
sales 
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Refrigerated Foods Division 
J. A. Witherspoon, national director of 
sales (Louisville) 
A. P. Loomis, director of marketing 
J. H. Owens, director of sales 
Formula Feed Division 
(Clinten, Ia.) 
G. R. Peterson, general manager 
J. K. Hubbard, marketing director 
Overseas Division 
A. B. Sparboe, vp 
R. Vogel, director (New York) 
W. H. Spoor, division manager 
York) 
V. I. Miller, division manager (Portland, 
Oregon) 


(New 


ADVERTISING AGENCIES 

Campbell-Mithun, Minneapolis—Pills- 
bury’s Best, Obelisk, Globe A-1 and Bal- 
lard flours; Ballard, hot roll, brownie and 
cookie mixes; Pillsbury and Ballard re- 
frigerated products; Presto drink mix, 
grocery products and bakery and feed 
and soy divisions—Al Whitman, M. Oak- 
ley Bidwell and C. R. Strotz, account 
supervisors. Bob Nevin (Pillsbury’s Best 
Flour), Bob Jones (Ballard and Globe 
A-1 flour, Pillsbury hot roll mix and de- 
velopmental grocery products), Sam Earp 
(flour sales promotion and merchandis- 
ing), Palmer Packard (refrigerated rolls), 
Bill Weigold (refrigerated icebox cookies 
and developmental refrigerated products), 
Robert Blegen and Bill Prince (feed and 
soy division) and E. Walter Geckler (bak- 
ery division), account executives. 

Leo Burnett Co., Chicago—non-refrig- 
erated grocery products—William L. Die- 
ner, account supervisor; C. R. Kopp, 
brand supervisor; Richard T. Emery 
(shortening cake mixes); R. G. Brown 
(pancake mixes, farina, Sno Sheen cake 
flour, sales promotion, trade advertising, 
merchandising); E. M. Freeman ipie 
crust, brownie, chocolate chip cookie and 
gingerbread mixes); Harry E. Behr (kit 
cake and angel food mixes); Charles W. 
Packer (frostings), and Gilbert Mickels 
(new products), account executives. 


Procter & Gamble Co. 


Procter & Gamble Co., Cincin- 
nati. The second largest advertiser 
in the U. S. spent an estimated 
$93,000,000 in 1956, up from an 
estimated $85,000,000 in 1955. Of 
the $93,000,000, about $79,355,592 
was in measured media, including 
a whopping $43,457,339 in net- 
work television, and another $17,- 
522,450 in tv spot. 

Sales figures for the fiscal year 
ended June 30 were not available 
as this went to press, but are 
known to have set a record to be 
up substantially from the $1,038,- 
290,000 recorded in the previous 
fiscal year, the first year P&B 
broke a billion dollars in sales. 

They were also matched by un- 
precedented moves along a diver- 
sification pattern. In the previous 
year, P&G obligated itself for 
$70,000,000 in debentures due in 
1981, mostly earmarked for the 
expansion of a pulp plant in Foley, 
Fla. In the intervening year it 
acquired Charmin Paper Mills, 
Green Bay, Wis., and H. S. Cole 
(who had been vp in charge of 
P&G’s toilet goods division) was 
named, in addition, vp and general 
manager of the Charmin Paper 
Products Co., as the new subsidiary 
was called, and Thomas M. War- 
rington, formerly a brand promo- 
tion manager in P&G’s voluminous 
ad department, was named adver- 
tising vp of Charmin. Further, in 


mid-1957 the stockholders of 


DAVENPORT 


| * A QUALITY MARKET — per family retail soles 
4 $4690—higher than any of the top ten markets in the big 5 west 
North Central states. 


* LEADER OF THE QUAD.-CITIES — with o 


whopping, topping net buying income of over $159,347,000. 


REACH — SELL this rich midland mar- 
ket through DAVENPORT NEWSPAPERS. 


For the tenth consecutive year — First in 


lineage in all lowa and First in the Quad- 


Cities! 


Represented by Jann & Kelley 


CIRCULATING DAVENPORT, 


ISLAND, 


IOWA, ROCK 


MOLINE, AND EAST MOLINE, ILL. 
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Advertising Age, August 19, 1957 


Clorox Chemical Co., Oakland, ap- 
proved an exchange of ten shares 
of Clorox for eight and one-half of 
P&G common. The Clorox Co. will 
be a subsidiary, still in Oakland, 
and operated by its former staff. 
The Clorox subsidiary will have 
Fred D. Brown, formerly on P&G’s 
technical staff, as exec vp. To as- 
sist him with marketing, P&G is 
shifting Richard M. Oster, former- 


ly a brand promotion manager in| 


P&G’s advertising department, to 
Clorox as marketing staff associate. 
However, Neil Shaver will continue 


‘in charge of advertising operations 


of Clorox, and Honig-Cooper will 
continue as agency. 


= Thus P&G has gone from pulp 
to peanut butter and from paper 
napkins to bleach in the last two 
years, with the Duncan Hines bak- 
ing mixes thrown into the bargain. 
This drive for diversification has 
not produced startling earnings— 
which hovered close to the $59,316,- 
000 -of 1956, and not far from the 
$61,092,000 of 1950. 

But if the company’s diversifi- 
cation has kept earnings on a 
plateau, it hasn’t interfered with 
its aggressive dominance of the 
soap business. P&G has the two 
top brands in the detergent race 
in Tide (largest share of market 
of any detergent with around 
27%) and Cheer. Its big entry 
in the toothpaste field, Gleem, is 
a strong second, and Crest seems 


the only fluoride likely to succeed. | 


Ivory is in a class by itself as a 
bar soap; Cascade is the top 
dishwasher compound, and Comet 
has moved into second place in 
the cleanser business, behind 
Ajax. . 
The top brand in the P&G gal- 
axy is Tide. Earlier this year AA 
reported it got more product men- 
tions in tv commercials than any 
other by a wide margin. With 
P&G’s technique of cross-plugging 
and multiple-product promotion, 
it’s difficult for any outsider to 
guess what kind of budget Tide 
actually carries. But a reasonable 
estimate might be that Tide will 
move around 24,000,000 cases and 
carried around $11,500,000 in ad- 
vertising. Cheer probably does less 
than half the volume, and maybe 
gets something less than $5,000,- 
000 in advertising. Gleem, moving 
fast and hard in the heavy-spend- 
ing dentifrice field, probably car- 
ries an ad expenditure of, close to 
$7,000,000 (P&G men have scoffed 
at earlier figures advanced by 
other drug men, who thought 
Gleem’s advertising was in the 
$15,000,000 area). 


® Two new variations of long- 
time P&G products have appeared 
this year—Liquid Dreft and 
Liquid Ivory. 

These illustrate a pet P&G 
marketing precept, once explained 
by William G. Werner to an ad- 
vertising convention like this: 
“Women, of course, do not always 
like the same product. Some like 
their detergent with blueing, some 
with a bleach and some without 
either, so we make Cheer, Oxydol 
and Tide. Some prefer to do their 
wash bowl laundry with a bar, 
some with flakes, some with gran- 


ules, so we give them Ivory Soap 
in all three forms. Some like a 
granulated dish-washing deter- 
gent, some a liquid, so we give 
them a choice of Dreft or Joy. 
Some of them prefer a cream 
shampoo, some a viscous one and 
some a quick-flowing shampoo, so 
we give them Shasta, Prell and 
Drene. . .” 

This willingness to compete 
with oneself has made P&G the 
|model for countless consumer 
|marketing operations. The P&G 
notion that if a company competes 
vigorously with itself it is more 
difficult for competitors to compete 
with it is a concept making head- 
way all through the marketing 
business. 


® The Cincinnati soap titan is 
generally copied in advertising or- 
ganization and technique, and 
widely respected as an example of 
shrewd management, conservative 
finance and aggressive selling. For 
instance, it has been on the list 
of the American Institute of Man- 
agement’s ten-best-managed com- 
panies for as long as AIM has 
published the list, and in 1956 was 
considered the best-managed 
company in the U. S. Perhaps 
more meaningful was what Cyril 
G. Fox, president of Fels & Co., 
felt impelled to say about “the 
best run industrial corporation” 
... “it is an inspiration to watch 
them work. They give us fits and 
tear us to pieces. But you know 
you are in the ring with a champ. 
To stay in with them shows we’re 
pretty good, too. . .” 

Another important and relative- 
ly uncovered end of P&G is its 
mammoth bulk business. It is be- 
lieved that P&G is far and away 
the largest factor in the industrial 
jand institutional end of the soap, 
|cleanser, detergents business. This 
jeminence in a field where little 
|advertising is required is perhaps | 
one of the reasons why P&G’s ra-| 
tio of advertising to sales is the} 
lowest of the big three soapers, | 

Another marketing precept of | 
P&G is to compete vigorously | 
with competitors wherever they 
may be. P&G failed a number of 
times to produce a_ dentifrice 
|which would give Colgate Dental 
Cream a real run before it finally 
came up with Gleem. It regards | 
Comet’s progress with a satisfac- | 
|tion enhanced by the knowledge | 
‘that Ajax is battling harder than | 
|it has had to for eight years. 
® Similarly, P&G came somewhat 
‘late to the international field, but 
|its progress has startled competi- 
|tors who were off and running 20 
|years earlier. At the end of a 
| vigorous 


decade of expansion 
overseas, it is estimated that 
something like 20% of P&G’s to- 


tal sales and 12% of its net income 
from international operations. It 
is a substantial advertiser abroad 
as well—more than $10,000,000 in 
Great Britain; $2,000,000 in 
|France; and more than $1,000,000 
in Mexico. 

It reassigned Dash from Comp- 
ton to Dancer-Fitzgerald-Sample, 
and moved Duncan Hines cake 
mixes from Gardner to Compton. 
|Charmin Paper Products continued 


DID | TELL YOU ABOUT THE 
2 UNIVERSITIES in BLOOMINGTON - NORMAL, ILL.? 


We talked about the Pantagraph’s 99% city-zone coverage, 
plus 24,164 subscriber families in 85 other communities, our 
standing as Illinois’ 5th Largest Newspaper Retail Market. 


But did I mention the young, active, 


over 4400 students attending Illinois Wesleyan and 
Illinois State Normal? I should have—it’s a market 


most newspapers are unable to offer! 
lt all adds up to: 


@ 38,586 total circulation; includes 94% coverage of 
Standard Metropolitan County Area (McLean) 
@ $147 Million subscriber Retail purchases 


@ $31 Million subscriber Food purchases 


tHe Daily Pantagraph 
BLOOMINGTON-NORMAL, lit. | 

127 Mi. S. W. Chicago—157 N. E. of St. Lowis 

Represented by Gilmon, Nicoll & Ruthman 


“extra” market of 


to be handled by Campbell-Mi- 
thun after its acquisition by P&G. a J. Wood, vp in charge of sales | 
Clorox’ present agency is Honig- 


Cooper. 
Major changes 
within Procter 


in personnel 
& Gamble are| 
these: G. R. Giroux and R. E.| 
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MARKETING PERSONNEL | E. A. Snow. advertising manager, soap 
& synthetics division 
. W. Hanley, sales manager, soap and | R. B. Shetterly, advertising manager, 
synthetics division | food products division 
J. S. Janney, sales manager, food prod- | Joseph Beech, advertising manager, toilet 
ucts division | goods division 
A. Conwell, sales manager, drug ADVERTISING AGENCIES 
products division | Benton & Bowles, New York—Crest 


Public Relations and Related Areas toothpaste, Ivory Snow, Prell, Tide, Whirl 


Short were named associate man- | William G. Werner, director of public and | quid shortening, Zest detergent bar— 


agers of programming to succeed | _ legal services 


Brown Bolte, management supervisor of 


nae . : 2. | Oliver M. Gale, " drug products; Alan Sidnam, management 
Wiliam F. Craig, who quit to join * manager, public relations | © 


| department pervisor of P&G case goods. Account 


the William Morris talent agency,|/£. W. Merkel, manager, legal services | SUPeTvisors and account executives—Frank 


and Joseph Beech, named advertis- 
ing manager of the toilet goods di- 
vision to succeed the late William 


$7,141,885 
10,781,921 Gail Smith, 


Alexander. 
ADVERTISING EXPENDITURES 
1955 
NOWSpapers  ........000 $7,946,306 
Magazines ..... -- 7,134,040 
Farm Publications 135,708 
Busi Publicati 3e2,900 


Network Television 33,822,228 
Spot Television ........ 
QebGOGE censors 
Total Measured _....55,074,024 
Total Unmeasured 29,925,976 
Estimated Total 
Expenditures ...... 85,000 000 


| Bec 1), Paul Benson 
department | Smith, Mark ker (Whirl), 

| (Ivory Snow); Townsend Griffin, F. X. 
‘nena manager, market research | i ouchton (Tide); Kenneth McAllister, 


| Michael Turner William Fowle 
Advertising | (Crest), Norman Grulich (Prell). 

W. Rowell Chase, vp in charge of ad-| Leo Burnett Co., Chicago—Jif, 
vertising | aoe, Secret, Camay—W. T. Young, exec 
A. N. Halverstadt, manager, advertising vp; E. M. Thiele, supervisor of soaps and 
production division | detergents; Don Wells, supervisor (Jif); 
associate manager of the | account executives Robert Angelus (Jif), 
advertising production division | Carl Becker (Secret), Kenneth Flemming 


(Zest), 


Joy, 


380,400, W. M. Ramsey, director of commercial | (Camay), B. Mundy (Lava), Gordon Roth- 


43,457,339 | 
17,522,450 |G. R. Giroux, associate manager of pro- 
71,597 


production rock (Joy). 


Compton Advertising, New York—Big 


gramming Top peanut butter, bulk products, Cascade 


79,256,508 | R.- E. Short, associate manager of pro-| detergent, Comet cleanser, Crisco, Drene 


13,644,408 


93,000,000 | E. H. Lotspeich, director of copy 


gramming shampoo, Duncan Hines cake mix, Duz 
soap and detergent, Gleem toothpaste, 


| Ivory Soap, Ivory Flakes, Ivory Liquid. 


Paul Huth, director of media 


*The reduced ed exp 
results primarily from the inclusion of 
spot television among measured media 


| C. T. Gerhart, art director of packaging | C. J. Fleming, supervisor for Gleem and 
and advertising | Drene; Allen Flouton, supervisor of soap 
Cc. C. Uhling, manager, advertising de- | Products; account executives—John Hise, 
partinent merchandising division | Alexander Hoffman (Big Top); H. R. 


in the SEATTLE - TACOMA AREA 


Youngsters in the Puget Sound area will tell 
you that Brakeman Bill is their favorite TV hero 
of all time. He MC’s “Cartoon Special”, a live-and- 
film late afternoon show, consistently one of the 
top-rated local kid shows in the Seattle-Tacoma- 


BRAKEMAN BiLL 
“mc” of Cartoon 


favorite 


“PIN-UP” 


of 


Puget Sound market. 


Featured are such popular cartoon movies as 
Warner Bros. Merrie Melodies, Looney Tunes and 
Terry Tunes. Popeye, 
Tweety-and-Sylvester, Elmer Fudd and Daffy Duck 
are just a few of the laughable characters appearing 


on “Cartoon Special”. 


By the liberal use of toy trains, contests, give- 
aways and personal appearances, this show KEEPS 
its audiences day after day. ...SELLS day after day. 


Special 


kids . 


Bugs Bunny, Porky Pig, 


IN THE PUGET SOUND AREA 
Only KTNT-TV Covers all Give 


erenyrs 


Of all Puget Sound TV stations, only 
KTNT-TV contains these five major 
cities in its ‘‘A’’ contour: Seattle, 
Tacoma, Olympia, Everett, Bremerton. 
SEND FOR THE COMPLETE STORY 


mTNT 


Channel 11 


316,000 Watts 


Tower located 7 miles from Seattle; 12 miles from Tacoma. 


Represented by WEED TELEVISION. 
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Bankart, Douglas Davies (bulk prod- 
ucts); Richard Hurley (Crisco); Jack 
Cantwell, J. L. Geismar (Duz soap); S. M. 
Woodard, Peter Burns (Duz detergent); 
Paul Cook, John Lee (Cascade); Jack 
Cantwell, Frank Snell (Ivory bar); C. S. 
Mitchell, Ed Gallagher (Comet); William 
Stewart, Ross Legler (Drene); John Cross 
(Gleem); Paul Cook, Ed Gellert (Ivory 
Flakes); H. R. Bankart, Benson Bieley 
(Duncan Hines cake mixes); S. M. Wood- 
ard, R. B. Downey (Liquid Ivory) 

Campbell-Mithun, Minneapolis—Char- 
min Paper Products—Albert B. Whitman, 
accounts supervisor; Robert J. Nevin, ac- 
count executive. | 

Dancer-Fitzgerald-Sample, New York—| 
Biz, Dash, Dreft, Dreft Liquid, oe 
Chester T. Birch, account supervisor; ac- 
count executives C. H. Wolfe (Oxydol), 
Fred Mitchell, W. A. Taylor and F. Scott 
Matthews (Dreft and Dreft Liquid), Irv- 
ing Stone (Dash) and Ray Herman (Biz). 

Gardner Advertising Co., St. Louis— 
Duncan Hines Special Baking Mixes— 
Warren Kratky, account supervisor; Ro- 
bert Failey and Wayne Stewart, account 
executives. 

Grey Advertising Agency, New York— 
Lilt, Lilt Refresher Wave, Party Curl, 
Pin-it, Shasta, Velvet Blend shampoo— 
Samuel Dalsimer, executive account super- 
visor, and Jerry Stoizoff, account super- 
visoi, account executives Andrew Karnig | 
(Velvet Blend); L. Baer (Lilt, Lilt Re-| 
fresher Wave and Party Curl); D. M. | 
Dolgins (Shasta). 

Tatham-Laird, Chicago — Fluffo—Mal- 
colm Lund, account supervisor, George 
Norris, account executive. As AA went to 
press, P&G appointed Tatham-Laird, Chi- 
cago, to handle American Family bar, 
flakes and detergent products, replacing 
H. W. Kastor & Sons, effective Nov. 11. 

Young & Rubicam, New York—Cheer 
and Spic & Span—Tom Clark, account 
supervisor; account executives Walter 
Smith (Cheer), Clyde Syze (Spic & 
Span). 


Prudential Insurance 
Co. 


Prudential Insurance Co. 
America, Newark. Unranked in 
last year’s profiles of the 100 
largest nationa] advertisers, Pru- 
dential was the country’s 93rd 
biggest advertiser in 1956. As the 
world’s top seller of life insurance 
last year ($8.3 billion in new pol- 
icies), Prudential spent an esti- 
mated total of $7,044,001 for all ad- 
vertising and promotion. This fig- 
ure includes $5,413,001 which was 
spent in measured media by the 
home office in Newark and by 
eight regional offices. In 1955, 
Prudential spent an estimated $4,- 
326,674, including $2,826,674 in 
measured media. 

Life insurance sales in 1956 
amounting to $8.3 billion repre- 
sented an increase of 33.9% over 
1955’s showing of $6.2 billion. To- 
tal imsurance in force with Pru- 
dential at the end of 1956 came 
to $58 billion. Company assets 
were $13.3 billion, a gain of $740,- 
000,000 over 1955. 


of 


® Sales of ordinary life insurance 
in 1956 amounted to $5.2 billion, 
as against $3.6 billion in 1955, and 
group insurance sales totaled $2 
billion compared with $1.4 billion 
the year before. Most popular sale 
was Prudential’s family policy, 
which covers all members of a 
family. The policy accounted for 
$1.5 billion in sales. 
Prudential sponsors 
There,” 


“You 
a CBS TV offering. 


Are 
It 


went to a 52-week sponsorship | 
basis in February, 1956. In con-| 
the 


nection with the program, 
company regularly distributes 
teaching aids to 10,000 schools. 
The Prudential account, de- 
scribed as “one of the most profit- 
able accounts in the advertising 
business,” moved from Calkins & 


Spot Television 


Joseph Hoffman, assistant director of ad- 
vertising 


ADVERTISING AGENCIES 
Reach, McClinton & Co.—Robert W. 
Robb, account supervisor; Thomas Cro- 
lius, account executive. 


Quaker Oats Co. 


Quaker Oats Co., Chicago, the 
nation’s 44th largest advertiser, had 
an estimated total ad expenditure 
in 1956 of $16,047,709, of which $9,- 
547,709 was in measured media. 
This total represents a slight in- 
crease over the estimated total ex- 
penditure of $15,807,298 spent in 
1955. 

Perhaps the most important news 
out of Quaker Oats this year, at 
least insofar as it affects adver- 
tising, is the fact that the company 
has abandoned in-package pre- 
miums in its cereals merchan- 
dising. 

Quaker Oats was followed by 
Kellogg, which halved its in-pack- 
age premium budget in July. The 
other major cereal manufacturers 
have not followed suit, but signs 
indicate industry-wide dissatisfac- 
tion with the in-package premium. 


s At the same time, Quaker in- 
creased its self-liquidating pre- 
mium program, maintaining its po- 
sition as an important premium 
user. As ADVERTISING AGE pointed 
out in its Quaker Oats profile last 
year, this company has consistently 
used premiums since its earliest 
years at the end of the last cen- 
tury. At that time it gave away 
stuffed Aunt Jemima dolls. 


® Quaker’s product list includes 
Quaker Oats and Mother’s Oats 
(the same product, except that the 
Mother’s Oats brand is retained be- 
cause it is popular in some states), 
Quaker Puffed Wheat and Puffed 
Rice; Ful-O-Pep livestock and 
poultry feeds; Muffets; Pack-O- 
Tens; Aunt Jemima pancake and 
buckwheat mixes, Aunt Jemima 
corn bread easy mix, Ken-L-Prod- 
ucts dog foods, Puss ’n Boots cat 
foods, Masa Harina tortilla flour 
mix (in the Southwest, primarily) ; 
flours, noodle and macaroni prod- 
ucts and Flako baking mixes. It 
also acts as supplier of cereal prod- 
ucts to the food industry and it 
makes Quaker Oats furan chemi- 
cals (furfural and others), which 
it sells to industrial users. 
Quaker’s and Mother’s Oats, the 
hot cereal, Aunt Jemima pancake 
mixes and Ken-L-Ration dog foods 
are all the No. 1 brands in their 
markets. The ready-to-eat cereals 
have somewhat less than a favor- 
able share of their markets. Flako 
mixes and the livestock and poultry 


| feeds are distributed regionally. 


Holden in May, 1956, to Reach, 
McClinton & Co. The latter agen- 
cy had been known as Reach, 
Yates & Mattoon but became 
Reach, McClinton when H. L. 
(Hay) McClinton resigned as 
president of Calkins & Holden and 
shortly thereafter became presi- 
dent and chief executive officer of 


Reach, McClinton. A number. of | 


other C&H employes who had 
worked on Prudential subsequent- 
ly moved to Reach, McClinton. 


ADVERTISING EXPENDITURES 
1955 1956 


Newspapers _............ $ 1,415,597 § 2,203,603 
Magazines ........... 9,845 13,976 
Farm Publicati 5,963 
Busi Publicati 39,400 53,500 
Network Television 1,361,432 3,070,155 


gan testing Aunt Jemima fresh 


s Last February the company be-| 


65,810 | its autonomous Canadian company, 


ae ee. ae 5413,001/as well as an export advertising 
Estimated Total agency. 
Expenditure ... 4,326,674 7,044,001 
ADVERTISING EXPENDITURES 
MARKETING PERSONNEL 1955 1956 
Advertising Newspapers ............ $ 2,592,870 §$ 2,681,805 
Frederick H. Groel, vp in charge of ad- eng or Ene meg “Sra 2,288,110 
vertising, public relations and sales Farm Publications y 291,200 
promotion Business Publications 277,000 347,900 
Henry M. Kennedy, executive director of oe = Lopes 1,647,104 = 
advertising, public relations and sales | 5P®* *etevision ...... eaves wed 200 
| promotion —.: _ P be P tH 
|Henry E. Arnsdorf, associate director of - : SSEFCS .... . , 
public relations and advertising a ano yer 6,500,000 6,500,000 
. ssoci di 
= — op Re a gag associate director,| “Expenditures ....$15,807,298 $16,047,709 


MARKETING PERSONNEL 
Sales 
W. G. Mason, vp in charge of cereals sales 


ADVERTISING PERSONNEL 

Victor Elting Jr., vp in charge of adver- 
tising 

R. S. Macdonald, director of advertising 
services 

Peter B. Warner, manager of 
products advertising 

Robert E. Weed, manager, advertising 

John P. Odell, supervisor, Aunt Jemima 
ready mixes advertising 

Robert Strom, supervisor of cereal adver- 
tising 

R. P. Einwalter, supervisor of corn goods 
advertising 

H. M. Andersen Jr., supervisor of Ken-L 
products advertising 

E. R. Entwisle, supervisor of Puss 'n Boots 
and Flako advertising 

L. F. Baker, supervisor of specialties 
advertising 

A. A. Dennerlein, manager of feed adver- 
tising 

J. R. Bouras, supervisor of premiums 

Public Relations 

Thomas B. Bartel, vp, public and employe 

relations 


ADVERTISING AGENCIES 


Wherry, Baker & Tilden, Chicago— 
Quaker Oats, Quaker Puffed Wheat and | 
Puffed Rice, Muffets, Pack-O-Tens, Ful- 
O-Pep livestock and poultry feeds—Larry 
Wherry, Bruce Baker, R. W. Smyth, Victor 
Cerny, account executives on Quaker cere- 
als, Harry Barger, Carroll Bay, account 
executives on Ful-O-Pep. 

Clinton E. Frank Inc., Chicago—Flako 
mixes, Quaker flours, macaroni, noodles, 
institutional—Phil Bash, account super- 
visor, Herbert Butz, account executive. 


John W. Shaw Advertising, Chicago— 
Aunt Jemima and Quaker brands of 
white corn meal, grits and Aunt Jemi- 
ma Easy mixes—P. L. O. Smith, account 
supervisor, Ed Renno, account executive 
on corn meal, William Pullman, account 
executive on Aunt Jemima Easy mix. 


J. Walter Thompson Co., Chicago—Aunt 
Jemima pancake and buckwheat ready 
mixes—Alexander Gunn, Donald Rice, ac- 
count executives. 

Rogers & Smith, Chicago—chemicals de- 
partment—Jack Wentsel, account execu- 
tive. 

Needham, Louis & Brorby, Chicago— 
Ken-L-Ration, Quick Ken-L-Meal, Ken-L- 
Biskit, Ken-L-Treats—Charles D. Ewart, 
account supervisor, Robert D. Williams, 
account executive. 


Thomas F. Conroy Advertising, San An- 


grocery 


| tonio—Masa Harina tortilla flour mix— 


Thomas Conroy, account executive. 


Lynn S. Baker Inc., New York—Puss 'n 
Boots—Harry Kebel, account executive. 

National Export Advertising Service 
Inc., New York—all export advertising— 
Gerard Viola. 


Spitzer & Mills, Toronto—Canadian ad- 
vertising for autonomic Canadian com- 
pany. 


L. C. Maison & Co., Chicago—Special 
Program on medical advertising on oats— 
Harry Brenner, account executive. 


Radio Corp. of 
America 


Radio Corp. of America, New 
York, the nation’s tenth largest ad- 
vertiser, invested a total of $35,- 
173,000 in advertising during 1956. 
Of this total, $24,346,400 was 
spent in radio, television, outdoor, 
magazines and newspapers. 

In 1955, expenditures totaled 
$30,773,000, of which $22,000,000 
was invested in radio, tv, outdoor 
and the print media. 

In 1954, RCA spent $23,548,000 


in total advertising—of which 


frozen blueberry pancakes and/| $17,842,000 was expended in ra- 


National Broadcasting Co. In 
1956, RCA spent an estimated 
$10,000,000 in radio-tv advertis- 
ing. Published figures, printed at 
the end of this report, show only 
a $4,750,000 expenditure in net- 
work and spot tv time. RCA ac- 
tually spent more than $5,000,000 
in network tv alone. 

One of the largest electronics 
companies in the world, RCA did 
$1 billion worth of business in 
1956 for the second successive 
year. Sales totaled $1,127,773,541 
—a gain of 7% over the 1955 vol- 
ume of $1,055,265,655. Sales have 
tripled in the past 10 years, and 
more than 80% of RCA’s current 
business comes from products and 
services which did not exist just 
after World War II. 

RCA’s profit margin last year— 
7.1%—was its lowest since 1946. 
Pre-tax profits were off 20% and 
the net slid 15% from $47,525,000 
in 1955 to $40,031,000. 


® In the first six months of 1957, 
RCA sales spurted another 7%— 
to $564,990,000—but earnings were 
up only slightly, from $20,037,000 
to $20,311,000. 

The profit decline reflects RCA’s 
heavy and so far fruitless invest- 
ment in color television. To date, 
the company has invested more 
than $100,000,000 in color tv, which 
has yet to catch on. Brig. Gen. Dav- 
id Sarnoff, board chairman, re- 
ported a 1956 loss of $6,900,000 on 
color tv. The pre-tax loss is esti- 
mated at $14,000,000. 

RCA plans to continue its all- 
out push for color television. Its 
1957 sales goal is 250,000 color 
sets. In 1956, for which it had set 
a similar goal, some 120,000 color 
receivers were sold—100,000 of 
them RCA sets. 


® RCA’s product list runs into the 
thousands, covering four main 
categories: consumer products, 
defense electronic products, in- 
dustrial electronic products and 


electronic components. Defense 
business accounts for 21.3% of to-| 
tal RCA volume. Consumer prod-| 
ucts—radio and television sets, | 
phonographs and_ records—ac- 
count for about $300,000,000 of 
RCA sales. 

The company recently entered 
the electronic business machine | 
field through its development of | 
the Bizmac, a data-processing | 
unit. Three Bizmacs have been 
installed so far. 

RCA operates through 15 divi- 
sions and subsidiaries, including 
an international division that 
oversees 15 associated RCA com- 
panies—six in Europe, five in 
Latin America and one each in| 
Canada, Australia, India 
Japan. 


and | 


® The three consumer divisions— 
television, radio-“Victrola” and 
records—account for the bulk of 
RCA advertising expenditures. 
The most active advertiser is the | 
tv division. 

RCA spent an estimated $12,-| 
000,000 in 1956 to promote the 
sale of its b&w and color receiv-| 
ers. Formerly the volume leader 
in this field, RCA ran neck-and- 
neck with General Electric last 
year in unit sales. Its share of the | 
tv set market is estimated now at} 
18%. 

The record division spent in | 
excess of $5,000,000 on advertis- | 
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one of the leading sellers of radio 
sets. The company reported that 
sales of its high fidelity phono- 
graphs doubled in 1956. 

The National Broadcasting Co., 
observing its 30th anniversary in 
1956, grossed $286,415,000, ac- 
counting for 25.4% of total RCA 
volume (compared with 23.3% in 
1955). NBC owns and operates 
five radio stations and seven tele- 
vision outlets. There are 184 sta- 
tions affiliated with the NBC ra- 
dio network and 195 with the tv 
network. 

The television network was the 
pace-setter, increasing its dollar 
volume by 22%. The number of 
advertisers using the tv network 
hit a new high of 251. 


# In testimony given in June, 
1956, Robert Sarnoff, president of 
NBC, revealed that the television 
network made a total net profit of 
$2,315,000 for the nine years of 
operation from 1947 through 1955. 
He reported that the network 
made a profit of $6,317,000 in 1955 
after sustaining losses of $1,332,- 
000, $1,799,000 and $2,997,000 in 
1948, 1949 and 1950, respectively. 

NBC is an advertiser as well as 
an advertising medium. It spent 
an estimated $2,000,000 in 1956 on 
promotion. 

There have been a number of 
recent organizational changes at 
RCA. Last September, Sylvester 
L. (Pat) Weaver resigned as 
board chairman of NBC. In Jan- 
uary of this year, John L. Burns, 
formerly a senior partner of Booz, 
Allen & Hamilton, management 
consultants, was elected president 
of RCA, succeeding Frank M. Fol- 
som, who was named chairman 
of the executive committee. Also 
in January, Robert E. Kintner, 
former president of the Ameri- 
can Broadcasting Co., joined NBC 
as an exec vp. 

There are three court actions 
currently pending against RCA in 
connection with its package of 
10,000 radio and tv patents, from 
which it derives an estimated 
$14,000,000 annually in royalties. 
The anti-trust suits have been 
brought by Philco, Zenith and the 
Department of Justice. In another 
anti-trust action, the Department 
of Justice has charged that NBC 
forced Westinghouse Broadcasting 
Co. to swap stations in 1955, 
thereby giving NBC a Philadel- 
phia tv. outlet in exchange for a 
radio-tv operation in Cleveland. 


ADVERTISING EXPENDITURES 


1955 1956 
NOWSPAPeTsS occ $2,365,000 $2,442,000 
Magazines oo... 4,111,000 4,183,000 
Farm Publications 119,000 67,000 
| Network Television 1,735,000 3,353,000 
Spot Television ..... ——— 1,407,000 
Basi Publicati 702,000 816,000 
| a eee 78,000 28,000 
Total Measured .... 9,110,000 12,296,000 
Total Unmeasured 21,663,000 22,877,000 
Estimated Total 
Expenditure ......- 30,773,000 35,173,000 
MARKETING PERSONNEL 
Robert A. Seidel, exec vp, consumer 
products 
W. Walter Watts, exec vp, electronic 
components 
Charles M. Odorizzi, exec vp, sales and 
services 
Theodore A. Smith, exec vp, industrial 
electronic products 
P. B. Reed, vp, international sales 
Robert W. Sarnoff, president, National 


Broadcasting Co. 
Advertising 
M. F. Bennett, vp, merchandising 
W. E. Boss, director, color television coor- 
dination 
H. Coffin, vp, advertising and sales 
promotion 


R 


| buckwheat pancakes in St. Louis. | dio, tv, outdoor and the print me- 
Sales figures for fiscal 1957) dia. 

| (ending June 30) will not be avail- 

able until September. Sales for fis-|s These figures—reported to Ap- 

cal 1956 were $277, 206,000 and net | vertisinc Ace by RCA—show that 

jincome was $11,588,000. the company has steadily in- 
Quaker has an active product|creased its expenditures in un- 

|\development program  strongly|measured media (point-of-sale, 

backed by research at its new/|exhibitions, direct mail, dealer 

(1956) John Stuart Laboratories at|aids, contests, sales promotion 

Barrington, Ill. The accent is on/| materials) until they now account 


ing. RCA is the nation’s largest J. W. Jackson, manager, advertising and 
manufacturer of records and its| sales promotion administration 
sales hit a new high in 1956. ony Ha i" “ee administrator, 
star performer was Elvis Presley, ews ou 

who sold 12,500,000 single records | Public Relations 
and 2,750,000 albums. He was the|™-_C. Anderson, exec vp in charge of 
. RCA public relations 

first performer to sell more than | Orrin E. Dunlap Jr., vp in charge of insti- 
1,000,000 copies of a 45-extended | tutional advertising and publications 


play album. Sidney M. Robarda, director of press rela- 


radio-tv 


® The radio and “Victrola” divi- 


TELEVISION DIVISION 


convenience foods, exemplified by 
Aunt Jemima corn bread easy mix. 
| Quaker Oats has 11 agencies to 


|handle its products, including one 
|to handle Canadian advertising for 


for almost one-third of the total 
advertising expenditure. 

The chief vehicles of RCA ad- 
vertising are the RCA-owned ra- 
dio and television facilities of the 


sion was another plus-$5,000,000 
advertiser. Transistor radios, port- 
able sets, clock radios and table 
models were featured in the divi- 


sion’s new 20-model line. RCA is 


Cc. P. Baxter, vp and general manager 

J. P. Bannon, general sales manager 

R. S. Drew, color tv marketing develop- 
ment 


J. M. Williams, manager, advertising and 
sales promotion. 
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RADIO & “VICTROLA” 
f DIVISION 
J. M. Toney, vp and general manager 
L. J. Collins, general sales manager 
R. E. Conley, manager, advertising and 
sales promotion 


RECORD DIVISION 
G. R. Marek, vp and general manager 
W. W. Bullock, manager, record albums 


W. IL. Alexander, manager, advertising 
record albums 
Edward H. Kelly, advertising manager, 


RCA custom records 
F. J. O'Donnell, advertising manager, 
Camden records 


ELECTRON TUBE DIVISION 


D. Y. Smith, vp and general manager 


L. F. Holleran, manager, distributor 
products 
J. B. Farese, manager, entertainment 


tube products 

Cc. E. Burnett, manager, industrial tube 
products 

H. S. Stamm, manager, advertising and 
sales promotion 

G. G. Griffin, manager, product adver- 
tising and sales promotion 

F. X. Banko, manager, advertising and 
sales promotion—industrial market 

E. B. May, administrator, advertising and 
sales promotion, semiconductors 

Robert Huff, manager advertising and 
sales promotion—entertainment market 


COMPONENTS DIVISION 
W. T. Warrender, general manager 
L. J. Battaglia, manager, marketing 
department 
W. L. Hopkins, manager, sales adminis- 
tration 
W. J. Seaton, manager, battery market- 


ing 

J. H. Owens, manager, advertising and 
market research 

Cc. R. Ochs, administrator, 
and sales promotion 

Thornton F. Scott, manager, advertising 
and sales promotion 


advertising 


SEMI-CONDUCTOR DIVISION 
Dr. A. M. Glover, general manager 
T. R. Hays, manager, sales department 
F. F. Neuner, manager, marketing 


NATIONAL BROADCASTING 
co. . 

David C. Adams, exec vp, 
relations 

J. M. Clifford, exec vp, administration 

Charles R. Denny, exec vp, operations 

Robert E. Kintner, exec vp, television 
network programs and sales 

Thomas A. McAvity, exec vp, staff 

Joseph V. Heffernan, staff vp 

Matthew J. Culligan, vp, radio network 

Jerry A. Danzig, vp, radio network 
programs 

William K. McDaniel, vp, radio network 
sales 

William R. Goodheart Jr., vp, television 
network sales 

Michael H. Dann, vp, program sales 

Walter D. Scott, vp, national sales manager 

Edward R. Hitz, vp, television sales, 
central division 

Emanuel Sacks, 
programs 

Robert F. Lewine, vp, television night- 
time programs 

John K. West, vp, Pacific division 

Alan W. Livingston, vp, television net- 
work programs, Pacific division 

Public Relations 

Kenneth W. Bilby, vp in charge of NBC 
public relations 

Sydney H. Eiges, vp in charge of NBC 
press and publicity 

John H. Porter, director of national ad- 
vertising and promotion 


ADVERTISING AGENCIES 

Kenyon & Eckhardt, New York—RCA 
sponsored radio and television programs, 
television receiver division, radio & 
“Victrola” division, merchandising, inter- 
national and corporate—G. T. C. Fry, 
account supervisor; Kevin Kennedy (radio 
& “Victrola” and international), Robert 
Barker (tv sets) and Clinton F. Wheeler 
(corporate), account executives. 

Grey Advertising Agency, New York— 
records and NBC—Leroy B. Block, ac- 
count supervisor; David Strousse and 
Justin Smith, account executives, rec- 
ords; Edgar Peck and R. David Kimble, 
account executives, NBC. 

Al Paul Lefton Co., Philadelphia, New 
York, Chicago—defense electronic prod- 
ucts, electronic tube division, semicon- 
ductor division, components division, com- 
mercial electronic products, RCA Insti- 


corporate 


vp, television network 


tutes, RCA Service Co., international divi- | 


sion (technical products)—H. S. Louch- 
heim, account supervisor; John Jensen, 
Robert J. Misch, Thomas D. Richter Jr., 
Alexander R. Ross, G. William Wolfston, 
account executives. 

Albert Frank-Guenther Law, New York 
—financial advertising—Howard C. Allen, 
account supervisor; I. J. Rosen, account 
executive. 

Gehnrich Associates, New York—RCA 
Communications Inc.—Charles Gehnrich, 
account executive. 


Ralston Purina Co. 


Ralston Purina Co., St. Louis, is 
the nation’s 81st largest advertiser 
with total ad expenditures esti- 
mated by AA to be $8,000,000 in 
1956, of which $4,324,608 was in 
measured media. AA estimates the 
previous year’s expenditures were 


$7,500,000, of which $2,265,899 was 
in measured media. For the fiscal 
year ended Sept. 30, 1956, Ral- 
ston’s net sales were $393,722,000, 
compared to $385,530,000 for the 
previous 12 months. The net profit 
was $14,266,000, compared to a net 
profit of $12,614,000 for the year 
before. 

Ralston’s sales have been fluc- 
tuating in the past five years with 
a high in 1952 of $433,642,000, 
down in 1953 with sales of $407,- 
752,000, up again in 1954 with 
$416,662,000 and down again in 
1955. The effect of the depressed 
farm market and falling prices on 
the company’s feed division has 
contributed to the difficulties. 
Board chairman Donald Danforth 
explained that unit sales actually 
have increased but that unit prices 
declined 15% and so dollar volume 
fell off during the five-year period. 

But the outlook for the fiscal 
year ending Sept. 30, 1957, looks 
like a continuation of the 1956 up- 
swing. Sales for the first six 
months of the period, ended 
March 31, were $220,040,000, with 


a net profit of $7,688,000. Figures;other cereal manufacturers, ‘al- 


for the comparable six-month pe-|though Quaker Oats Co. 


riod in the preceding fiscal year 
were $184,990,000, with a net in- 
come of $7,397,000. 


® Ralston has two major divi- 
sions: Ralston division, producer 
of regular and instant Ralston 
wheat cereal, Ry-Krisp, Ralston 
Rice Chex, Ralston Wheat Chex 
and the new Purina Dog Chow, 
and the Purina Feeds division, 
which merchandises nearly 100 
products, including livestock, poul- 
try and specialty chows and sani- 
tation products. Subsidiary compa- 
nies are Ralston-Purina Co. of 
Canada, Ralston Purina de Mex- 
ico, Checkerboard Soybean Co., 
West Coast Wharf & Storage Co. 
and Taylor Milling Co. 

Early in 1956, Ralston blazed a 
trail of “Look, Ma, no premiums!” 
in its Rice Chex and V7heat Chex 
breakfast cereals. The abandon- 
ment of premiums, a step planned 
by Guild, Bascom & Bonfigli, re- 
sulted at the time in watchful 
waiting and “no comment” from 


subs- 
quently dropped in-pack premi- 


ums and Kellogg Co. this year cut | 


its premium appropriation in half 
(AA, July 8). Both companies de- 
nied being influenced by the Ral- 
ston no-premium decision. 

Ralston advertises that its cereal 
sales went up month after month 
after the premiums were dropped. 
Trade sources estimate Ralston’s 
share of the breakfast cereal mar- 
ket at about 2%. 


® In 1956 the company completed 
most of its market-by-market in- 
troduction of its new-formula dog 
chow (sweeping the last U. S. 
corners the first half of 1957). 
Ralston believes—or hopes—that 
the dog chow is capturing a lead- 
ing position in the $275,000,000 na- 
tional dog food market, but de- 
clined to estimate its share of the 
market. 

Ralston plans to manufacture its 
line of livestock and poultry feeds 
in Mexico, Colombia and Vene- 
zuela, and eventually in other La- 
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tin American countries, according 
to Raymond E. Rowland, president. 
It expects the Latin American 
plants to add between $20,000,000 
and $25,000,000 to its sales next 
year, and expects to reach an an- 
nual Latin American volume of 
$150,000,000 five years from now. 
Mr. Rowland said that the compa- 
ny is enthusiastic about expansion 
to the South and that scientific 
agricultural development in the 
area “is in its infancy,” with farm- 
ing methods 40 years behind this 
country. 


® Major personnel changes in 1956 
saw the election in July of Ray- 
mond T. Rowland, formerly vp in 
charge of production and manu- 
facturing, as president, succeeding 
Donald Danforth, who continues 
as chairman of the board. In No- 
vember, W. P. Hays, assistant di- 
rector of Chow advertising, was 
appointed advertising manager of 
the Ralston division, succeeding 
Robert Piggott, who resigned. 
Ralston currently has four agen- 
cies: Gardner Advertising Co., St. 


interested in 


10,660,928 
monthly ? 


Lot of business, wouldn’t you say? 


Sure you’re getting your share? 


Say, these PosTGRADUATE MEDICINE doctors are really 


' busy! Why, they see 13,000,000 


patients on an average every month and write over 


10,000,000 prescriptions. 


That’s why we say your selling dollars will earn more 


in this, the busiest doctors journal. 


Are you sure you’re taking full advantage of it? 


Postgraduate Medicine 
; Selling your busiest doctors 


*Publisher’s Statement 6 


ths ending D. b 


30,373 Net Paid ABC* 


31, 1956 as filed with the ABC, subject to audit, 


From 4,488 questionaires mailed to 
subscribers November 1956. 


These busy doctors average: 


451 patients a month 
351 prescriptions a month 


23 surgical procedures a month 
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Louis, which has been a Ralston 
agency since 1910; Guild, Bascom 
& Bonfigli, San Francisco, added 
to the agency roster in September, 
1954 (following a four-month spe- 
cial assignment), replacing Gard- 


ner om consumer advertising; 
Thompson-Petersen Advertising 
Agency, Toronto, appointed in 


1928, and D’Arcy Advertising Co.,| 


Mexico City, appointed this year 


(AA, March 18) to handle Latin| 


American advertising. 


ADVERTISING EXPENDITURES 
1 


955 1 
NOWSPAPETS eee S$ 84.804 § 532,266 
Magazines ........ 1,521 3,557 
Farm Papers ..... 93,894 188,817 | 
Business Papers _ 29,800 31,000 
Network Television .... 1,672,238 2,029,343 
Spot Television ........ 1,143,750 
Outdoor —_ 383,552 394,875 
Total Measured...... 2,265,809 4,324,608 
Total Unmeasured 5,234,101 3,675,392 
Estimated Total 
Expenditure ....... 7,500 000 8,000,000 


MARKETING PERSONNEL 

L. C. Stevenson, vp, director of sales. 
Purina chows 

J. E. Streetman, vp and 
manager, Purina chows 

Geoffrey Baker, vp, Ralston division 

E. F. Gallipeau, sales manager, Ralston 
division 


general sales 


Advertising 

G. M. Philpott, vp, advertising and sales 
promotion 

M. E. Malin, advertising manager, Purina 
chows 

W. P. Hays, advertising manager, Ralston 
division 

Public Relations 
J. D. Sykes, vp, public relations 


ADVERTISING AGENCIES 

Gardner Advertising Co., St. Louis— 
Chow products and new Purina dog chow 
—O. D. Norling, account supervisor; Ed- 
ward A, Langan, account executive; John 
Naylor, assistant account executive, ra- 
dio-tv, and William Claggett, 
account executive—all 


assistant 
for new Purina 
dog chow. J. H. Leach, account super- 


visor; Marshall Smith, account executive; 
Ken Hieronymus, associate account exec- 
utive, outdoor advertising and dealer co- 
operative advertising; Creighton Knau, 
associate account executive, radio-tv, and 
Jack Sedwick, associate account exec- 
utive, print—all for chow products. 

| Guild, Bascom & Bonfigli, San Fran- 
| cisco—Ralston division—Ernest J. Hodges, 
| VP and account supervisor; William B. 
| Franklin and George Allen, account exec- 
utives; Margaret Obach, assistant account 
executive, and Dan Bonfigli, exec vp and 
art director. 

D'Arcy Advertising Co., Mexico City— 
Latin American advertising—E. A. Hallett 
| Jr., account supervisor. 

Thompson-Petersen Advertising Agen- 

cy, Toronto—Canadian advertising—H. C. 

Mason, account executive, Norman Bell, 


assistant account executive. 
1956 EXPENDITURES BY DIVISION* 
| Ralston Feeds 
Newspapers ................. $ 532,266 § 
Magazines 3,557 | 
Farm Papers................ 1,125 188,692 | 
| Network Television. 1,617,000 412,258 | 
Spot Television ............ 970,800 172,950 | 
Total oe § 777,452 


*Business publication and outdoor totals 
were not broken down by divisions and) 


are not included here. 
Revlon Inc. 
Revlon Inc., New York, the 


45th largest national advertiser, 
|spent $15,503,079 in advertising 
|during 1956, of which $9,290,485 
was in measured media. This was 
a 100% increase over 1955, when 
Revlon’s total budget was put at 
$7,500,000, by ADVERTISING AGE’s 
estimate. Measured media in 1955 
totaled $4,461,053. Revlon’s budget 
lis estimated at $16,000,000 for 
| 1957. 

| Revion continues to show an| 


|excellent sales picture, currently 
| growing at a rate unmatched in 
‘the cosmetics business. Sales in 
|/1956 were $85,767,651, up 66% 
\from $51,646,612 in 1955. In 1950, | 
|the company reported sales -i 


The | Paso Times 


An Independent Newspaper 
Morning and Sunday 


TWO Separate Newspapers - 33° Line BUYS BOTH! 


EL PASO 
Key city and distribution center 


of the largest trade territory of 
any city in the Nation—more than 
600 miles from any other city of 
equal size or larger. Covered ex- 
clusively at one low cost by— 


El Paso Herald-Post 


A Scripps-Howard Newspaper 


Evening 


$19,147,286. During the first quar- 
ter of 1957, Revlon’s sales were 
running around $24,000,000, an in- 
crease of 15% over the same per- 
iod a year earlier. Net earnings 
for 1956 of $8,375,502 were 127% 
above 1955’s net of $3,655,950. 


® Much of the phenomenal in- 


|erease in sales volume was attrib- 


uted to new products. During 
1956 Medicated Silicare Lotion 
was introduced, followed by Baby 
Silicare, the first of a new line of 
Revion baby products. In mid- 
year, the company introduced a 
new sun tan lotion, Sun Bath. 
In October, Revlon launched its 
new Futurama case, with lip- 
stick refill. Earlier in the year, 
Revion went into the men’s toi- 
letries field with the introduction 
of Top Brass, a man’s hair dress- 
ing, and Hi-and-Dri, a man’s deo- 
dorant. 

Among the other new products 
introduced or test-marketed this 
year are Aquamarine Spray Mist, 
Intimate Spray Mist, Eye Fresh 
Drops, Thin-Down, Liquid Asset 
and Baby Silicare Powder and 
Clean & Clear. 


# On the litigation front, the 
suits filed between Coty and Rev- 
lon concerning lipstick advertis- 
ing and the design of lipstick con- 
tainers were discontinued by the 
two companies last spring. The 
main suit was filed in April, 1955, 
when Coty named Revlon, William 
H. Weintraub & Co., and the Co- 
lumbia Broadcasting System as 
defendants in a federal action, 
charging them with micappropria- 
tion of advertising materials, false 
representation and copyright in- 


| fringement—all in connection with 


Coty 24 lipstick. 

The next month Revlon filed a 
$500,000 countersuit, denying the 
allegations and terming Coty’s 
charges as “fraudulent in pur- 
pose and design.” In the fall of 
last year, Revlon sued Coty, charg- 
ing infringement of its lipstick 
containers, and asking an injunc- 
tion and damages. All three suits 
have been settled and, according 
to Coty president Phillip Cortney, 
“any and all conflicts have been 
discontinued and we are on 
friendly terms.” 


s While all has been settled ami- 
_cably with Coty, many observers 
feel Revlon is girding its loins 


(2 
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|tablishing foreign companies, and 


for a battle to gain control of 
Schering Corp., a pharmaceutical 
manufacturer. Revlon announced 
in June that it had bought 150,000 
shares of Schering out of about 
1,760,000 shares outstanding. Rev- 
lon President Charles Revson said 
that the purchases were made as 
“an investment” and that the cos- 
metic company for some time has 
intended to enter the ethical drug 
field. 

“A careful survey indicated 
that it would be unwise for Rev- 
lon to pioneer such an operation,” 
he said. “It was therefore deemed 
advisable to make a substantial 
investment in an ethical drug com- 
pany.” Schering president Francis 
Brown said that “Schering stock 
is listed on the New York Stock 
Exchange and anyone has the 
right to invest in its shares.” 
But should Revlon seek to exer- 
cise a voice in Schering with 
Revion’s present holdings of 9% 
of the outstanding stock, indica- 
tions are that Revlon would run 
into difficulties. 


® Revion Internationali—which 
during 1956 had sales of $6,300,000 
—last spring announced plans 
for launching a five-year program 
which will establish Revlon-owned 
companies “in South America, 
Latin America and the Far East.” 
The company will offer technical 
assistance. and cash to aid in es- 


then will serve as part owner of 
their operation. Revlon indicated 
that foreign companies will be set 
up in Australia and Argentina. 

Additional plans announced by 
Revlon contemplate an expansion 
in its baby-care products line 
during 1957, an increase in its 
sales force and the continuation 
of a campaign to have beauty sa- 
ions sell its products. The sales 
force in 1957 was expanded by 
more than 50%. A blueprint has 
been drawn up to reorganize the 
sales department some time this 
yéar. 

During 1956, Robert Bragarnick, 
formerly a senior vp of the Biow 
Co., was brought in to head the 
merchandising department. Joseph 
Salganick resigned as wholesale 
sales manager of the company 
last February. He joined Hazel 
Bishop Inc. as an exec vp. William 
Dahlman, formerly a vp with Ogil- 
vy, Benson & Mather, joined Rev- 
lon last year as manager of prod- 
uct promotions, succeeding Joe 
Roberts, who is now with Muzak 
Inc. Mr. Dahlman is also in 
charge of the market research 
department. 


s The company’s fabulous share 
of the market continues to grow. 
No. 1 in lipstick sales, its brand 
position has grown from 40% of 
the market in 1955 to 45% in 1956. 
Other products in the No. 1 spot 
are (with their respective shares 
of the market): hair spray, 36% 
or 37%; nail products, 25% to 28%, 
and makeup products, 35 to 38%. 

While Revion spent more than | 
$15,000,000 on advertising during | 
1956, the figure equalled but 17% | 
of the company’s sales. This was 
a comparatively low figure for 
the cosmetics and toiletries busi- 
/ness, where budgets average clos- 
\er to 30% and 35%. 
| Revion in 1956 put a heavy | 
slice of its advertising dollar into} 
network television. The network | 
tv budget was boosted to a little| 
more than $5,000,000, almost doub- | 
ling the 1955 appropriation. 


® The company’s “$64,000 Ques- | 
|tion,” which celebrated its second 
| anniversary in June, continues to 
jrank among the top 10 network 
tv shows. Combined with its al- 
ternate sponsorship of the “$64,000 
Challenge,” launched in April, 
1956, both shows have a combined 
weekly audience approaching 80, 
000,000 people. This spring, accords} 
ing to Nielsen, “Question” rat 
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as high as third with a rating of 
41.9. 


Other network tv sponsored by 


Revion during 1957 included “20th 
Century-Fox Hour.” Fall sponsor- 
ship will continue with “Question” 
and “Challenge” and “Walter Win- 
chell” 
picked up sponsorship over ABC- 
TV of Guy Mitchell. “20th Cen- 
tury” will be dropped. 


as well as the recently 


Early in 1956, Revlon made a 


major agency change, transferring 
a large slice of its business from 
Norman, 
Batten, Barton, Durstine & Os- 


Craig & Kummel to 


born, New York. 
ADVERTISING EXPENDITURE 


Newspapers ..............$ 685,252 § 1,120,259 
Magazines ................... 882,726 1,341,578 
Farm Publications .. 8,250 8,250 
Network Television 2,884,825 5,002,528 
Spot Television ........ 1,817,870 
(Net measured 1955) 
Total measured ... 4,461,053 9,200,485 
Estimated Total 
Expenditure ....... 7,500,000 15,503,079 


MARKETING PERSONNEL 
Martin Revson, exec vp 
Adam Lynn, vp in charge of sales 
Harry Doyle, retail sales manager 
Joseph Cassidy, wholesale sales manager 
Robert Bragarnick, merchandising vp 
(packaging, display, market coordina- 
tion and product service) 
Advertising 
George Abrams, advertising vp 
E. W. Mandel, advertising manager 
William Dahiman, manager of product 
promotion 
Corrine Cooper, sales promotion manager 
Jerry Friedman, media manager 
George Field, television coordinator 
Bea Castle, fashion promotion 
Product Assignments 
Susan Bomse—lipsticks, Futurama, 
enamel, manicuring implements, 
products, gift sets 
Charles Delong—Satin-Set, Silken-Net, 
Aquamarine shampoo, Top == Brass, 
Touch and Glow dandruff remover 
shampoo 
Robert Goldman—Clean & Clear, Love 
Pat, black head remedy, Fashion Plate, 
Hi & Dri deodorant stick 
Tom Quinlan—Silicare hand and body 
lotion, Eye Fresh Baby Silicare and 
Sun Bath 
Mildred Wedekind—Moondrops, Waking 
Beauty, Build-Up, White Sable, Second 


nail 
nail 


Nature, Skin Normalizer, new face 
cream, Intimate, Fire and Ice, Spray 
Mist, Aquamarine Talc, soaps, bath 


products 


ADVERTISING AGENCIES 

Batten, Barton, Durstine & Osborn, 
New York—lipsticks, nail enamels, man- 
icure products—Morton Fleisier and Mur- 
ray Burklund, account executives; Sat- 
in-Set, Touch & Glow, liquid makeup— 
Nelson Gross and Dean Proctor, account 
executives; Touch & Glow face powder, 
rouge powders eye fresh and eye make- 
up—Sanford Buchsbaum, account execu- 
tive; “$64,000 Question” and ‘$64,000 
Challenge”’’—Albert Ward, account execu- 
tive, and Claire Hanlon, assistant account 
executive; Carroll Newton and Dikian 
Donchian, account supervisors C. J. La- 
Roche & Co., New York—Love Pat, Clean 
& Clear, Moon Drops, White Sable, Wak- 
ing Beauty, Build-Up, Second Nature, 
Intimate cologne, Sea Isle colognes, Li- 
quid Asset, Intimate Spray Mist—Philip 
Cleland, account supervisor; Jerome Ros- 
coe and D. M. Marshman, account execu- 
tives 

Dowd, Redfield & Johnstone, New 
York—Silicare lotion, Silicare powder and 
lotion, Sun Bath, Thin-Down; Edmund 
F. Johnstone, account supervisor; Homer 
P. Metzger, account executive. 
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Emil Mogul Co., New York—Silken- | 
Net, Aquamarine Shampoo, deodorants, | 
lotion, Spray Mist, Hi & Dri deodorant 
stick, Top Brass—Richard Lockman, ac- 
count supervisor. 

Noyes & Sproul, New York—ethical ad- 
vertising for Silicare and Baby Silicare 
powder and lotion—Douglas Brewer, ac- 
count supervisor. 


Rexall Drug Co. 


Rexall Drug Co., Los Angeles, 
is the nation’s 8lst largest ad- 
vertiser, with advertising expen- 
ditures estimated by ADVERTISING 
AcE to be $8,000,000 in 1956, of 
which $3,968,621 was in measured 
media. The previous year’s ex- 
penditures were estimated to be 
$7,000,000, of which $2,718,349 was 
in measured media. 

Rexall’s sales for 1956 were | 
$155,633,369 and for 1955 werc | 
$153,465,106. Net profits for 1956) 
amounted to $4,473,596, compares | 
with $4,065,865 for the previous | 
year. 1952 sales were $178,293,228 
and net earnings were $1,960,275. 
Rexall was founded in 1903. 

At the annual meeting, Justin 
W. Dart, president, predicted that | 
1957 sales would be above 1956) 
and that Rexall has “one chance | 
out of three of beating last year’s 
net profit.” Sales for the first) 
half of 1957 rose to $73,031,120. 
from the 1956 first half sales of | 
$71,986,023. Net income was $1,- | 
537,998 compared with $1,729,216 
for the same period in 1956. 


® Rexall, which for several meee | 
has been a minority stockholder, | 
increased its holdings of Blum’s 
of San Francisco to 76% of the 
outstanding common stock as of 
the latter part of 1956. Blum’s fi- 
nancial statements have not been 
consolidated with Rexall for 1956. 

Rexall Drug’s major divisions 
are the Rexall division, which 
markets some 3,000 drug products 
through 10,000 Rexall-franchised | 
stores in the U.S. and 1,500 in 
Canada, and the VCA Laborato- 
ries division, whose major prod- 
ucts are Rybutol, a vitamin prod- 
uct, and Intracel, an external 
analgesic. Intracel was_ intro- 
duced by VCA in 1956 and is also 
marketed by the Rexall division, 
as Thru. VCA products are sold 
through all drug stores. 

Other Rexall divisions include 
Riker Laboratories, maker of eth- 
ical pharmaceutical products. Ri- 
ker, in 1956, introduced a new 
line of products—the Medihalers. 
These are _ self-powered aerosol 
medications for internal use. Ri- 
ker also is testing a number of 
new synthetic compounds, ac-| 
cording to the annual report. Ri- | 
ker products are promoted to the | 
medical profession only, primarily 
through informative literature. 


® Rexall division’s vitamin prod- 
ucts, Plenamins and Super Plena- 
mins, rank in the top three along | 
with Upjohn’s Unicaps and Miles 
Laboratories’ One-A-Day vitamins. 
VCA division’s Rybutol is not cur- 
rently in a top-ranking sales posi- 
tion and its new Super Rybutol is 
being introduced on a market-by- 
market basis starting in 1956. 
Rexall’s entry into the $70,000,- 
000-a-year external analgesic mar- | 
ket with its Thru and VCA’s Intra- 
cel has been too recent for an 
analysis of its market impact. 


# Another Rexall division is the 
Seamless group. The Seamless 
Rubber Co. produces rubber and 
hospital supplies and sick room ac- 
cessories, surgeons’ gloves, rubber 
and plastic footballs, basketballs, 
play balls and other sporting goods. 
It is continuing its development 
of special purpose industrial tapes. 
Seamco Chemical Co., a division 
of Seamless Rubber, expects to 
begin production of Polystyrene 
late in 1957—a product which will 
not be used by other Rexall sub- 
sidiaries but will be sold to outside 
producers of finished goods. Kra- | 


loy Plastic Pipe Co. was purchased |introduced in October, 1956, other | NBC interconnected tv network of | 


in 1956 and currently is “a small 


|operation in its development stag- 


es.” Other Seamless group com- 
panies are United Cotton Products 
Co. and Absorbent Cotton Co. 
Rexall’s retail division operated 
158 stores at the end of 1956, 
compared with 165 at the end of 
1955. Retail agency accounts in- 
creased to 219 in 1956 from 193 at 
the close of 1955. Both Liggett 
Drug Co. division, which operates 
on the East Coast, and Owl Drug 
Co. division, which operates on 
the West Coast, are wholly-owned 
store chains operated by Rexall. 


® Tested Products Co. division, 
with its major plants in St. Louis, 
manufactures a wide variety of 
pharmaceutical, proprietary, cos- 
metic and household products for 
other companies. 


Rexall also has a Canadian 
branch—Rexall Drug Co. Litd., 
Toronto. 


Besides the pain killer, Thru, 


new Rexall products include Su- | 150 tv stations and 189 radio sta- 
per Anapac, an improvement over | tions, on Oct. 13. The total hook- 
an existing product for coughs|up is said to be the largest ever 
and colds, introduced in January,|used by an advertiser. In addi- 
1957, and the re-formulated and/|tion, Rexall will use two-color 
redesigned line of Stag men’s toi-|spreads in Farm Journal, Look, 
letries. “Everything in the line is| Parade, Progressive Farmer, The 
new but the name, Stag, which | Saturday Evening Post and This 
dates back 25 years,” Rexall says.| Week Magazine, plus large space 
Cara Nome is the brand narne|ads in 53 independent supple- 
for Rexall’s major line of women’s | ments and comics sections. 
toiletries. Rexall also distributes | 
brands of candies, stationery and | 
hosiery. VCA Laboratories divisions. Bat- 
Rexall division has four major|ten, Barton, Durstine & Osborn, 
promotions each year—spring and /1o; Angeles, has been the Rexall 
fall 1¢ sales, and March and July|agency since 1946 and gained 
“major sale events.” Previous sales| yCA soon after the company was 
have been promoted primarily! bought by Rexall in 1952. BBDO’s 
through national magazines, Sun-| Toronto office was appointed to 
day supplements and comic sec- handle advertising for the Cana- 
tions and radio spots. 


trated primarily in the Rexall and 


|placing Cockfield, Brown & Co. 
® This year, Rexall will spear-| At that time, Ralph W. Peck, ac- 
head its annual fall 1¢ sale with| count executive of the Cockfield 
sponsorship of “Pinocchio,” anj|agency, joined BBDO, Toronto, in 
hour-long tv spectacular on the |a similar capacity. 


Rexall’s advertising is concen-| 


dian company in June, 1956, re-| 


ADVERTISING EXPENDITURES 


1955 1956 

Newspapers Mf 323,667 § 768,111 
Magazines... oo. 1,977,664 2,576,986 
| Farm Papers. ............ 373,734 * 445,464 
| Network Television 43,284 
| Spet Television ........ **178,060 
| Total Measured ... 2,718,349 3,968,621 
| Total Unmeasured .. 4,281,651 4,031,379 
| Estimated Total 

Expenditure .......... 7,000,000 8,000,000 

“Estimated totals 
*Partly for dealers. **All for dealers. 


REXALL DRUG CO. 
MARKETING PERSONNEL 

Sales 
| Melvin J. Erickson, director of market- 
| ing 
| Advertising 
John Hart, advertising manager 


REXALL DIVISION 
MARKETING PERSONNEL 
Sales 
John Bowles, president 
| Reid I. Crane, vp for western region 
Edwin Vick, assistant to vp for western 
region 
George H. Davis, vp for central region 
Arch T. Carithers, vp for eastern region 
ADVERTISING EXPENDITURES 


1956 
NOWSPOPOES —oinieressccsessennnsenennnnens $ 508,716 
BR ORNOD ccc secsercssicccrccsoscsccncesncce 2,046 056 


in Canada... 


retail sales ae in our 


market 
those of Buffalo, 


po 


y 


fa 
BF5'« 
Paste 1 


& 


SY 


are greater than 
Albany, 


Rochester, @) Syracuse J? | 
and Schenectady! combined! 


When you advertise in the 8 Southam Newspapers your message reaches 

and influences more than 1,550,000 readers daily in an over 2 BILLION, 

248 MILLION dollar retail sales market! That’s a retail market greater than 
that of five New York State cities combined—and it’s too big a market to miss. 


Just remember in reaching this market, no other single advertising 
medium can compare with the phenomenal selling power of the 


8 Southam Newspapers. As the favourite local papers they create the most 
interest—get the best results. 


So if you would like your share of this valuable Canadian market, you can 
have it—but only through the 8 Southam Newspapers. 


YOU GET ACTION WHEN YOU ADVERTISE IN 


FA9ISA 


THE SOUTHAM NEWSPAPERS 


OTTAWA 


Citizen 


CALGARY 
Herald 


* HAMILTON + NORTH BAY + WINNIPEG 
Spectator Nugget Cetin’ UNITED STATES REPRESENTATIVE 
Cresmer & Woodwerd Ine. (Can. Div.) 
* MEDICINE HAT + EDMONTON + VANCOUVER* | New York, Detroit, Chicago, 
News Journal Province San Francisco, Les Angeles, Atlanta 


*Published for Pacific Press Ltd. 
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Be Me 105 melo 


134 
Farm Papers puipipentsialiniatateomnetin 442,100 
Spot Television .... 178,060 


Total Measured 3,174,932 


VCA LABORATORIES DIVISION 
MARKETING PERSONNEL 
Sales 
S. C. Prusky, president 
Carson J. Morris, director of marketing 
ADVERTISING EXPENDITURES 


Newspapers 

Magazines 

Farm Papers ............. 
Total Measured 


RIKER LABORATORIES 
MARKETING PERSONNEL 


Sales 
G. L. Maison, M.D., president 
A. H. Ridges, vp, director of sales and 
advertising 
Advertising 
A. H. Ridges, vp, director of sales and 
advertising 


SEAMLESS RUBBER CO. 

MARKETING PERSONNEL 

Sales 
A. R. Gow, president 
H. L. Barich, general sales manager 
Advertising 

E. P. Dawson, advertising manager 
ADVERTISING EXPENDITURES 
19. 


Magazines 
Total Measured 


TESTED PRODUCTS CO. 
MARKETING PERSONNEL 
Sales 
James A. Barnett Jr., president 


REXALL DRUG CO. LTD. 
MARKETING PERSONNEL 
Sales 

H. Vander Linden, vp in charge of mar- 
keting 

E. L. Johannes, general sales manager 

Advertising 

W. E. Irwin, advertising manager and 

sales promotion manager 


ADVERTISING AGENCIES 

Batten, Barton, Durstine & Osborn, Los 
Angeles—Rexail division, VCA Labora- 
tories division—Thomas C. Dillon, group 
supervisor; Monte Starkey and Robert 
Herzbrun, account executives, Rexall di- 
vision; Kenneth Ellis, group supervisor, 
and Robert Rhoads, account executive, 
VCA. 

Batten, Barton, Durstine & Osborn, To- 
ronto—Rexall Drug Co. Ltd. and VCA 
Laboratories division—Ralph W. Peck, ac- 
count supervisor. 

L. G. Maison & Co., Chicago—Riker 


Laboratories division—L. G. Maison, 
M.D., and Harry Brenner. 
Charlies W. Hoyt Co., New York— 


Seamless Rubber Co.—A. W. Fargo Jr., 
account supervisor; Raymond M. Andrig, 
account executive; E. K. Alliston and 
Donald Conklin, service managers. 


Robert Otto & Co., New York-—Seam- 
less Rubber Co. (export)—A. L. Beyea, 
agency vp. 


Reynolds Metals Co. 


Reynolds Metals Co., Richmond, 
Va. (executive offices), and Lou- 
isville, Ky. (sales and advertising 
headquarters), is the nation’s 88th 
largest advertiser. Its advertising 
expenditures in 1956 were report- 
ed by the company to be $7,750,- 
000, of which $4,159,328 was in 
measured media. This compares 
with an estimated 1955 total of 
$7,500,000, of which $3,511,272 
was in measured media. This year 
record expenditures of $8,500,000 
are expected. 

The company, which started 
producing primary aluminum in 
1940 and has grown so swiftly 
that last year it produced 27% of 
all U. S. primary production, 
chalked up record sales and earn- 
ings in 1956. Net income after 
taxes rose to $41,239,902 on net 
sales of $405,206,005, compared 
with income of $34,306,521 on 
sales of $384,887,793 in 1955. Net 
income has more than tripled and 
sales more than doubled since 
1950, when these figures were 
$12,600,000 and $166,926,000, re- 
spectively. 


s Expectations of continued 
growth were reflected in Rey- 
nolds’ announcement this year of 
plans to raise $150,000,000 for a 
new primary aluminum plant 
near the St. Lawrence Seaway 
project and for expansion of 
alumina, sheet and plate fabricat- 
ing facilities. The new plant, 


pregrams will boost Reynolds’ pri- 
mary aluminum reduction capacity 
from 488,500 to 700,000 tons a year. 

The company’s biggest market 
and one of the expected major out- 
lets for this expansion is the build- 
ing and construction § industry, 
which in 1956 took nearly a billion 
pounds of aluminum (out of a total 


U. S.) for such products as roof- 
ing, siding, heating and air-con- 
ditioning ducts, insulation and 
metal building walls. Some 20% 
of all residential windows are now 
built with aluminum frames. 

Other Reynolds aluminum mar- 
kets in order of importance are 
transportation (800,000,000 Ibs. in 
1956), appliances and _ utensils 
(670,000,000 lbs.), electrical and 
communications (525,000,000 Ibs.), 
machinery and equipment (440,- 
000,000 Ibs.), containers and pack- 
aging (200,000,000 lbs.) and chem- 
ical and metallurgical (530,000,000 
lbs.) . 


= The company’s advertising ap- 
proach has been to promote over- 
all use of Reynolds aluminum 
through heavy advertising and 
sale of consumer products such as 
Reynolds Wrap foil for the house- 
wife. Reynolds, which has con- 
stantly stepped up its drive to 
widen the home market and pack- 
aging market for aluminum foil, 
late last year acquired a new 
subsidiary—Arrow Brands, Long 
Beach, Cal., producer of decorative 
aluminum foil used by florists and 
as a gift wrap, to spearhead ex- 
panded operations in the field. 

Reynolds is reputed to account 
for the major share of all house- 
hold aluminum foil sold to con- 
sumers, and also to be the leader 
in providing aluminum for pack- 
aging, although in both areas Al- 
coa (still the largest aluminum 
producer by a wide margin)and 
Kaiser are now making intensive 
new efforts. 

In addition to promoting do-it- 
yourself aluminum, the company 
in the past year has continued to 
use television and magazines to 
promote customers’ products 
made of aluminum, to aim for 
broadening the industrial market 
for aluminum and to promote the 
use of aluminum foil for magazine 
and business publication ads. No 
major changes in advertising ap- 
proach or agency lineup occurred 
during the year. 


ADVERTISING EXPENDITURES 
1955 


1956 

NOQWSPBPETS ..........0.0000:. $ 86,840 267,652 
Ma i 888,471 1,081,584 
Farm Publications 80,352 59,156 
Business Papers ........ 650,000 600,000 
Network television 1,805,609 2,085,629 

Tetal Measured .... 3,511,272 4,159,328 

Total Unmeasured 3,988,728 3,540,672 
Estimated Total 

Expenditore ............ 7,500,000 7,750,000 


MARKETING PERSONNEL 
(Located in Leuisville) 
Sales 

David P. Reynolds, vp in charge of sales 

Cc. F. Manning, vp, executive sales 

W. T. Ingram, general sales manager 

J. M. Stuart, general manager, industrial 
market sales 

Paul Murphy, general manager, packag- 
ing market sales 

Cc. M. Mapes, general m ger, 
market sales 

W. G. Reynolds, vp, parts divison 

J. C. Neely, general manager, parts divi- 
sion 

A. H. Williams Jr., general manager, ar- 
chitectural construction sales 

W. H. Howaker, general manager, build- 
ing products sales 

J. E. Blomquist, general manager, indus- 
trial parts sales 

Public affairs 
Keen Johnson, vp, charge public affairs 
Public Relations 

Don McCammond, director, public rela- 

tions (Richmond, Va.) 
Advertising 

David F. Beard, general director of ad- 
vertising 

J. C. Bjorkholm, director, consumer and 
packaging markets advertising 

R. C. Christensen, director, 
markets advertising 

Arvo Aho, manager, building products ad- 
vertising 

M. C. Tobias, director, industrial parts 


industrial 


scheduled for completion in 1959, 
will have an annual capacity of | 
100,000 tons and this and other) 


advertising 


ADVERTISING AGENCIES 
Buchanan & Co., New York—Consumer 


4.1 billion pounds consumed by the | 


markets, packaging markets, building 
products, radio and all tv talent—William 
Dasheff, account executive. 

Clinton E. Frank Inc., Chicago—Indus- 
trial markets and industrial parts divi- 
sion, tv time and production of all com- 
mercials—M. Wayde Grinstead, account 
supervisor; Ken Karcher, John Sicks, 
William Maloney, account executives. 

Zimmer-McClaskey Advertising Ag- 
cy, Louisville—handles sales promotion, 
| direct mail, ete.—Henry McClaskey, ac- 
| count executive. 

Gotham-Vladimir Co., New York—ex- 
port advertising—Daniel Kaufherr, ac- 
count executive. 


R. J. Reynolds 
Tobacco Co. 


R. J. Reynolds Tobacco Co., 
Winston-Salem, N.C. The nation’s 
14th largest advertiser in 1956, 
with total expenditures estimated 
at $30,000,000, of which $23,607,- 
526 was in measured media. The 
previous year’s expenditures for 
advertising were believed to be 
about $27,000,000, with $19,647,- 
129 in measured media. Indica- 
tions are that the 1957 budget is 
running slightly ahead of the 1956 
level because of the new products 
and the price increase for regular 
and king-size, non-filter cigarets. 

The company’s sales for the 
first quarter of 1957 hit $236,612- 
000, against $213,201,000 for the 
|comparable period in the preced- 
|ing year. The net rose to $15,360,- 
|000 from $13,565,000 in the first 
| 1956 quarter. 

Sales for the full year of 1956 
climbed to an alltime high of 
| $957,366,846—a gain of 10.5% over 
the 1955 volume of $866,425,772 
and 8.6% over the previous high 
of $881,424,299 in 1952. Net earn- 
ings rose 16.2% last year for an- 
other record, moving from the 
previous high of $53,276,637 in 
1955 to $61,912,680. 


= Two new products—Salem men- 
thol filter cigarets and Carter Hall 
smoking tobacco—were introduced 
by Reynolds in 1956. The company 
reports great success with both 
these newcomers; Salem did well 
enough in its first six months on 
the market to rank 15th in terms 
of sales for the year, In the Busi- 
ness Week standings, Salem came 
in ahead of Reynolds’ own Cavalier 
as well as Parliament and Hit 
Parade. 

In May of this year the com- 
pany began testing Winston cig- 
arets in a crush-proof box, follow- 
ing a similar limited market test 
for Cavalier. 

Thanks primarily to sensational 
gains by Winston, which took over 
undisputed first place in the fil- 
ter sweepstakes and moved up 
to fifth in the over-all brand rank- 
ings, Reynolds eased closer to the 
pace setting American Tobacco 
Co. in the Business Week market 
standings, moving up from 25.8% 
in 1955 to 27% in 1956. 


® While Winston scored a 50% 
gain with sales totaling 30 billion 
units, the longtime favorite brand 
of most American smokers, Camel, 
was 5.8% off the 1955 pace. How- 
ever, it still topped the list in unit 
sales with 72.5 billion. Off 33.3%, 
Cavalier dropped from 15th place 
to 17th in the brand standings. 

In terms of personnel the big 
news at Reynolds last year was 
the appointment of Howard Gray 
as advertising manager to succeed 
W. T. Smither, who retired after 
many years’ service with the com- 
pany. 

Unlike the other multi-brand 
cigaret makers, Reynolds continued 
to place all its advertising for the 
four cigaret brands and the tobac- 
cos through a single agency—Wil- 
liam Esty Co. 

A trade source said the company 
invested $307,780 in transportation 


advertising in 1956. 
ADVERTISING EXPENDITURES 
1955 1956 

Newspapers $3,793,402 $6,517,893 
Magazines 3,341,833 
Farm Publications 413,495 370,619 
Network Television ..12,230666 11,424,421 
Network Radio ........... 531,951 -_-_-_ 


Spot Television ............ a 1,952,760 
Total Measured ....19,647,129 23,607,526 
Total Unmeasured 7,352,871 6,202,474 
Estimated Total 

Expenditure ........ 27,000,000 30,000,000 
MARKETING PERSONNEL 
Advertising 


Howard Gray, advertising manager 


Advertising Agency 

William Esty Co.—Camel, Winston, Sa- 
lem, Cavalier cigarets, Prince Albert and 
Carter Hall smoking tobaccos—James J. 
Houlahan, account supervisor; Adlai S 
Hardin, Thomas D. Luckenbill, Grant M. 
Thompson and Samuel N. Northcross, 
account executives. 


Schenley Industries 
Inc. 


Schenley Industries Inc., New 
York, is the nation’s 19th adver- 
tiser, with total expenditures in 
1956 estimated at $26,991,369, of 
which $14,491,369 was in measured 
media. The previous year’s expen- 
ditures for advertising are esti- 
mated to have totaled $25,396,030, 
of which $11,869,030 was in meas- 
ured media. 

The company, which is rated 
No. 2 among the major distillers of 
spirituous liquors, also has chem- 
ical subsidiaries in Schenley Lab- 
oratories and Norex Laboratories. 

Its fiscal year ends Aug. 31. The 
last full fiscal year report, for 1956, 
showed sales of $404,161,000 com- 
pared with $409,930,000 in fiscal 
1955. Net after taxes in fiscal 1956 
was $8,439,000 compared with $6,- 
117,000 in fiscal 1955. 

However, for the nine months 
ended May 31, the company re- 
ported sales of $360,813,480, an in- 
crease of 17.5% over the $306,583,- 
118 reported for the comparable 
period of the preceding year. Net 
was $8,713,207, up 86% over the 
$4,672,230 reported for the com- 
parable period a year ago. Ac- 
cording to Lewis S. Rosenstiel, 
company chairman, Schenley’s 
sales for the full fiscal year “will 
come within striking distance of 
$500,000,000.” 

In June Schenley started im- 
portation of Long John scotch 
whisky. The brand is controlled by 
Seager Evans & Co. Ltd., London, 
which Schenley bought in 1956 for 
about $9,000,000. The English com- 
pany owns distilleries in Scotland. 
Schenley is now also allocating to 
Park & Tilford Corp., one of its 
subsidiaries, a brand of scotch 
known as Scottish Majesty, which 
will be imported in bulk and bot- 
tled here. Scheniey will also im- 
port into the U.S. and other mar- 
kets, Stallard, a London dry gin, 
and a Scottish gin known as Gold 
Scotch. The company is also pre- 
paring to expand its business in 
other countries. 

On its leading brands, Schenley 
is estimated to have spent in 1956 
about $1,000,000 in newspaper ad- 
vertising and about $410,000 in 
magazines for its Schenley Re- 
serve; about $716,600 in newspa- 
pers and $357,000 in magazines for 
its Ancient Age; about $354,000 in 
newspapers and $600,000 in maga- 
zines for I. W. Harper; and about 
$200,000 in newspapers and $100,- 
000 in magazines for Schenley 
O. F. C. Canadian. 


ADVERTISING EXPENDITURES 


1955 1956 
N@WSPAPe®PS — .....eeecceee $5,925,590 $7,365,790 
Magazines _........ wee 3,523,550 3,570,762 
Business Publications 89,500 
Spot Television _........ 713,590 
Outdoor n+ sneqenenat 2,446,890 2,751,727 
Total Measured 11,896,030 14,491,369 


Total Unmeasured 8,500,000 9,000 000 
Park & Tilford ...... 5,000,000 3,500,000 
Estimated Total 

Expenditure _........256,396,030 26,991,369 


MARKETING PERSONNEL 
Lewis S. Rosenstiel, board chairman 
Sidney E. Frank, president 
Ralph T. Heymsfeld, exec vp 


SCHENLEY DISTILLERS CoO. 
Jack H. Hornsby, vp, coordinator of sales 
and advertising. 


SCHENLEY BRAND NAMES 
DIVISION 


Advertising Age, August 19, 1957 


Bonded Schenley, Sir John Schenley 
George Balterman, advertising manager 

for Schenley O. F. C. (Canadian), 

Schenley Champion, Schenley Grand 

Champion and Samovar vodka. 

ADVERTISING AGENCIES 

Batten, Barton, Durstine & Osborn, 
New York—L. Carey, account supervisor; 
J. Byrum, senior account executive; Alex 
Alexander and Arthur Becker, account 
executives for Schenley Reserve, Schen- 
ley Golden Age Gin, Bonded Schenley, 
Sir John Schenley, Schenley O. F. C. 
Canadian, Schenley Champion and 
Schenley Grand Champion. 

Norman, Craig & Kummel, New York 
—William Mackie and N. Kornfeld, ac- 
count executives for Samovar Vodka. 


MELROSE DISTILLERS CO. 
K. H. Seidel, vp and advertising director 
I. Scott Romer, executive assistant 
B. B. Haas, advertising manager for 
James E. Pepper and Echo Spring 
Stanley Monasch, advertising manager 
for Old Charter and Melrose brand 
names 
L. Vorzimer, advertising manager, Cream 
of Kentucky and Golden Wedding 


ADVERTISING AGENCIES 

Doyle Dane Bernbach Inc., New York— 
Al Lieberman, account executive for 
James E. Pepper. 

McCann-Erickson, New York—Ed Wein- 
landt and R. Griffiths, account execu- 
tives for Echo Spring, Old Charter and 
Golden Wedding. 

Peck Advertising Agency, New York— 
Bert Reavis, account executives for Mel- 
rose brand names. 

L. H. Hartman Inc., New York—Arthur 
Modell, account executive for Cream of 
Kentucky. 


CASCADE-OLD STAGG 


DIVISION 

Stanley Schottland, advertising manager 
Irving Pastrich and William Marlieb, as- 

sistant advertising managers for Cas- 

cade and Old Stagg respectively 

ADVERTISING AGENCIES 

Doyle Dane Bernbach Inc., New York— 
Al Lieberman, account executive for Old 
Stagg. 

McCann-Erickson, New York—K. Grif- 
fiths, account executive for Cascade. 


I. W. HARPER-ANCIENT AGE 
DISTILLERS Co. 
Frank Flagg, vp in charge of advertising 
Henry Yaris, assistant advertising man- 
ager, Kintore Scotch, Ancient Age and 
I. W. Harper brands 
ADVERTISING AGENCIES 

Batten, Barton, Durstine & Osborn, 
New York—L. Carey, account supervisor, 
Kintore Scotch. 

Doyle Dane Bernbach Inc., New York 
—Sam Frankel and J. Lane, account ex- 
ecutives for Ancient Age. 

Kleppner Co., New York—J. Collins, 
account executive for I. W. Harper. 


PARK & TILFORD 
DISTILLERS CoO. 
Edward Parens, vp and advertising di- 
rector 
L. Rosenthal, advertising manager for 
Park & Tilford reserve, Kentucky 
Bred and Private Stock. 
ADVERTISING AGENCY 
Emil Mogul Co., New York—Ed Klein, 
account executive for Park & Tilford Re- 
serve, Kentucky Bred and Private Stock. 


PARK & TILFORD 
TINTEX DIVISION 
Fred Swackhamer, advertising manager 
for Tintex, Winx and Fragrance 
ADVERTISING AGENCIES 
Emil Mogul Co., New York—Ed Klein, 
account executive for Tintex. 
Grant Advertising, New York—L. Sta- 
pleton, account executive for Winx and 
Fragrances. 


SCHENLEY IMPORT Co. 
Bernard Goldberg, advertising manager 
Norman Miller, assistant advertising man- 

ager for MacNaughton’s, Dubonnet, 

Ron Carioca, Marie Brizard, Cook's 

champagne, Cherry Heering, Bertolli 

chianti and vinrosa, Carlton House 
cream sherry, Oxford Club gin, Del 

Prado sherry, Huntington port and De- 

war's White Label scotch. 

ADVERTISING AGENCIES 

L. H. Hartman Inc., New York—William 
O'Leary, account executive, MacNaugh- 
ton’s Canadian whisky. 

Peck Advertising Agency, New York— 
J. Schuman, account executive for Ron 
Carioca and Marie Brizard cordials. As 
AA went to press, Schenley Import ap- 
pointed Batten, Barton, Durstine & Os- 
born, New York, to handle radio and tv 
for Dubonnet and Dubonnet blond wines, 
and Peck to handle other Dubonnet media. 

Kleppner Co., New York—Leon Balsam, 
account executive for Cook’s champagne, 
Cherry Heering, Bertolli chianti and vin- 
rosa, Carlton House cream sherry, Ox- 
ford Club gin, Del Prado sherry, Hunt- 
ington port, and Dewar’s White Label 
scotch. 


BRANDY DISTILLERS Co. 
Sanford Rose, advertising manager for 
J. Bavet Brandy, Dubouchett cordials 
and brandies, L’chayim brandy, Cornet 
brandy, Instant Cocktails for Two 


E. Swann, vp and advertising director 
Edward Guttenberg, assistant advertising | 
director and brand manager for Schen- | 
ley Reserve, Schenley Golden Age Gin, 


ADVERTISING AGENCY 
Norman, Craig & Kummel, New York— 
William Macke and N. Kornfeld, account 
executives all brands. 
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DANT DISTILLERS CO. 
Robert Franklin, advertising director 
Irwin Schwartz, advertising manager for 
J. W. Dant, B. P. R., Ultra De Luxe, 
Pebble Ford, Olde Bourbon and Green- 
brier 

Chris Jercholroth, advertising 
for Old Quaker, Sam Thompson, Mc- 
Cormick's, Green River, Monticello, 
Wilken’s, Belmont, Three Feathers and 
Gibson 


ADVERTISING AGENCIES 
Kleppner Co., New York—Spencer Weil, 


manager 


account executive for J. W. Dant, 
B. P. R., Ultra De Luxe, Pebbleford, 
Olde Bourbon, Greenbrier, Old Quaker, 


Sam Thompson, McCormick's, Green Riv- 
er, Monticello and Wilken's. 

McCann-Erickson, New York—K. Grif- 
fiths, account executive for Belmont and 
Three Feathers. 

Norman, Craig & Kummel, New York 
—William Macke, account executive for 
Gibson. 


BLATZ BREWING CO. 
(Milwaukee) 
T. Rosenak, advertising manager 
Blatz beer and Tempo beer 


ADVERTISING AGENCY 
Kenyon & Eckhardt, Chicago—Walter 
Lawrence, t tive for Biatz 
and Tempo beers. 


CBA CORP. 
(San Francisco) 
Ken Pearson, advertising director 
Cc. P. Kahmann, advertising manager for 
Roma, La Boheme and Cresta Blanca 
wines 


for 


ADVERTISING AGENCY 
Foote, Cone & Belding, San Francisco 
—C. Cooney, account executive for the 
above named brands. 


SCHENLEY LABORATORIES 
INC. 


A. F. Gormley, sales and advertising di- 
rector 

M. Budd Mittleman, advertising manager 
for Ediol, Titralac, Dorbane, Rutaminal, 
Vascutum and Sedamy!l 


ADVERTISING AGENCY 
L. W. Frolich & Co., New York—Julian 


Farran, account executive for above 
named products. 


NOREX LABORATORIES 
INC. 
Donald J. Hamilton, advertising manager 
for Amitone 


ADVERTISING AGENCY 
Grey Advertising Agency, New York— 


Ed Meyer, account executive. 


George Sutton, advertising manager for 
all brands. 
SCHENLEY INTERNATIONAL 


CORP. 
ADVERTISING AGENCY 
McCann-Erickson, New York—Richard 
Turner, account executive. 


Jos. Schlitz 
Brewing Co. 


Jos. Schlitz Brewing Co., Mil- 
waukee, is the nation’s largest 
brewer and 58th largest advertiser 
with total expenditures in 1956 
estimated at $12,605,035, of which 
$8,605,035 was in measured media. 
That compares with total 1955 ex- 
penditures of $11,560,000, of which 
$7,450,811 was in measured media. 

Sales are estimated to have ex- 
ceeded $205,000,000 in 1956, com- 
pared with an estimate some- 
where in the neighborhood of 
$200,000,000 in 1955. This year, 
spurred on by one of the most un- 
usual beer campaigns in many a 
year, sales are rising again. Exact 
sales figures are not released by 
Schlitz, which is a privately held 
company with all outstanding cap- 
ital stock owned by the Uihlein 
family, descendants of the founder. 


® Schlitz has been at the top of 
the heap in the beer industry 
since 1954, when it rose from sec- 
ond to replace Anheuser-Busch. 
Except for two years—1953 and 
1954—-Schlitz has been the indus- 
try leader since at least 1946. In 
1954 a 76-day strike of Milwaukee 
brewery workers did Schlitz sales 
no good. 

The company sold 5,941,000 
bbls. of beer in 1956, ahead of 
Anheuser-Busch’s 5,864,000 bbls., 
and up from the 1955 figure of 
5,780,000 bbls. 

Schlitz is estimated by ApvER- 
TISING AcE to have 6.98% of the 
nation’s beer market, compared 


| with Anheuser-Busch’s 6.89% and 
Falstaff’s 4.55%. Schlitz likes to 
point out that it markets only one 
brand—and still achieves leader- 
ship—whereas Anheuser-Busch 
markets several, including quality 
and popular price beers. 

Schlitz’ production capacities 
will be boosted by 400,000 bbls. 
this year when it begins operating 
the modernized and _ enlarged 
Muehlebach brewery in Kansas 
City, Mo., which it purchased last 
summer. Meanwhile, the company 
is working toward completion 
some time in 1958 of a new 1,000,- 
000 bbl. capacity brewery in 
Tampa. Schlitz currently operates 


plants in Brooklyn and _ in 
Van Nuys, Cal., in addition to 
Milwaukee. 


= In a period marked by many 
personnel and agency changes 


among the _ nation’s brewers, 
Schlitz has had its share. A few 
days before Christmas, 1955, 
Schlitz dropped Lennen & Newell 
and handed its account to the 
now-defunct Biow agency. A few 
weeks later, Edwin B. Self, 


| Schlitz’ director of advertising, re- 


signed. No connection between the 
two, said Schlitz. 

Before the account ever came 
into the house, Milton Biow re- 
signed it, throwing confusion into 
an already muddled situation. 

Only a few days later, Schlitz 
announced that its account had 
landed at J. Walter Thompson, 
Chicago, and there it remains. 

John Toigo, exec vp of Biow, and 
three other ex-Biow vps moved 
into Schlitz as a marketing task 
force in March. Mr. Toigo became 
marketing director; shortly there- 
after, he was named a vp and 
charged with all marketing and 


advertising responsibilities. Rob- 
ert F. Branch became director of 
market plans. Louis S. Berger be- 
came director of media and 
market research. Richard Steen- 
berg was appointed advertising 
manager. 


s Last spring a big new campaign 
broke in most media, particularly 
heavy in magazines and bearing 
the mark of Mr. Toigo. Ads set out 
to “wed Schlitz and pleasant 
times” and to inject Schlitz into 
the national vocabulary with such 
heads as “Neighborhood Schlitz- 
fest” and “Schlitztoast to the 
Happy Home.” Coordinating sales 
land distribution with advertising, 


lads in May (National Tavern 
| Month) urged a “Schlitzfest at 
| Joe’s Place.” 


| Schlitz bombarded tavern own- 
|ers with merchandising and point- 
lof-sale ideas related to the ad 


Population 
Households 


Income per Household 
Total Retail Sales (000) 
Sales per Household 
Food Sales (000) 
_ a eae 
Gen’'l. Mdse. (000) 
Apparel (000) 
Home Furn. (000) 
Automotive (000) ................ 
Filling Stations (000) 
(Source: 1-1-57 SRDS 


Consumer Spendable Income (000) - Hs 


Sales Per Household in Pontiac, Michigan 


$7,541 


FIRST among the 10 Top Cities of Michigan 
95% above the U.S. Average 


Oakland 

Pontiac County 
85,000 523,300 
23,950 149,020 
950,217 
997 6,376 
180,609 826,026 
7,541 5,543 
38,238 174,967 
5,880 29,363 
55,733 209,626 
17,825 62,078 
14,657 51,010 
8,969 150,148 
10,806 65,541 

markets) 


97.4% Home Delivered 


The PONTIAC PRESS 


PONTIAC, MICHIGAN 
Scolaro, Meeker & Scott, New York, Phila., Chicago & Detroit 
Doyle & Hawley, San Francisco and Los Angeles 


NET PAID 
58,193 


UNUSUAL GIFTS for HOLIDAY GIVING 


from 


All of these handsome Faribo blankets are 
loomed of 100% pure virgin wool! 


Buy wool—Better by nature 
—Best by Faribo! 


Faribo FLIGHT-LITE 


All season blanket in a light, 
lacy weave with a hand 

woven look! Perfect 

covering for today's warmly 
heated homes. Attractively gift 


boxed. White, beige, yellow, rose, 


blue, mint green, carnation pink. 


Wide selection of premium and gift 
merchandise priced from $5.00 to $50.00. 
Write for descriptive material and full information. 


Faribo PAK-A-ROBE DELUXE SEAT MODEL 


Gift idea of the year! “Chair without legs” 
designed with adjustable clamps that 


fasten securely to stadium bleachers, 

picnic bench or boat seat and snap back out 
of sight for use on flat surfaces. Padded 

foam rubber Pak-a-robe seat unzips to 

reveal sport robe in handsome Tartan 

plaid. Collapsible aluminum frame. 


Faribo PAK-A-ROBE 


Our most popular gift item . 
delights the whole family. Handy 
zippered carrying case doubles 
as a cushion. Unzips to reveal 
Faribo sport and travel robe in 
newest Tartan plaids. Several models 
in a variety of popular prices. 


. one that 


—— 


1 


Faribo SPORT ROBE 
Colorful Tartan plaid sport robe with 


01 uses! Generous 50 x 60 size 


with deeply fringed ends. Red/Navy, 


Brown/Gold, Green/Black. 
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campaign and aimed at giving 
tradition-bound taverns a _ sales 
hypo. It is estimated that Schlitz 
is spending as much as $4,000,000 
on signs and other such merchan- 
dising in 1957. The National Li- 
censed Beverage Assn., represent- 
ing 35,000 tavern owners, adopted 
a resolution commending Schlitz 
for the campaign. Schlitz manage- 
ment could take a bow for having 
the courage to embark on a dras- 
tically different marketing cam- 
paign, including advertising that 
was a radical departure from cur- 
rent beer ads. 

As 1957 wore on, the marketing 
personnel and agency guiding the 
campaign remained unchanged, 
except for the addition of Joseph 
M. McMahon Jr., as director of 
field contact. 


ADVERTISING EXPENDITURES 

1955 1956 

Newspapers 
Magazines 

Network Television 

Spot Television 


1,076,005 
2,272,776 


1,160,363 
2,544,207 
638,370 


GERBOGE  crterrcensepseirpenecese 3,395,598 3,849,856 
Total Measured .... 7,450,811 8,605,035 
Total Unmeasured 3,480,734 4,000,000 


Estimated Total 
Expenditure 18,605,035 


MARKETING PERSONNEL 

John Toigo, vp in charge of marketing 
and advertising 

Robert F. Branch, director of market 
plans 

Louis 8S. Berger, 
market research 

Herbert E. Palaith, director of merchan- 
dising 

Joseph M. McMahon Jr., coordinator with 
sales 

R. A. Martin, research manager 

Advertising 

Richard Steenberg, advertising manager 

Francis L. Smawley, assistant advertising 
manager 


ADVERTISING AGENCY 
J. Walter Thompson, Chicago—John 
Morrissey, account supervisor. 
Barkin, Herman & Associates, 
waukee, public relations counsel. 


Scott Paper Co. 


Scott Paper Co., Chester, Pa., 
was the nation’s 70th largest adver- 
tiser in 1956, with total expendi- 
tures of $10,798,790. Of this $7,- 
075,959 was in measured media. 
This continues the upward move- 
ment of the budget, which climbed 
from $6,905,942 in 1954 to $8,619,- 
080 in 1955. 

With the company adding an- 
other nighttime network tv series 
for alternate weeks in the fall, the 


director of media and 


Mil- 


1957 budget may go even higher | 


than the 1956 level. 

The story-book-type growth of 
the 77-year-old Scott Paper Co. 
continued in 1956, with sales 
and earnings hitting a new peak. 
Sales were up 9% to $270,311,- 
337. Net earnings climbed to $22,- 
355,721 or $2.78 per common share. 
This compares with sales of $246,- 
684,301 and earnings of $21,336,- 
139 or $2.65 per share in 1955. 
Just how far this manufacturer 
has come is indicated by a further 
comparison with the 1950 figures; 
that year the company’s sales hit 
$97,724,000, for a net after taxes 
of $7,195,000. 


s Sales for the first half of 1957 
continued to climb, but the net 
was down slightly from the 1956 
mark. Sales for the first six 
months of the current year to- 
taled $139,471,317, against $133,- 
441,349 for the corresponding pe- 


riod a year ago. Net income for | 


$10,782,968, |ing the last year, up almost 75%, 


the °57 period was 
compared with $11,411,753 in the 
first half of 1956. 

The year of 1956 was high- 
lighted by the introduction of 
ScotTissue and ScotTowels in pas- 
tel shades and the broadening of 
the line of Scott industrial prod- 
ucts. In February of this year 
colored Scotties went on the mar- 
ket nationally. 


® Scott's share of market standing 
in 1956 is believed to be about the 
same as in 1955, although Cut-Rite 
wax paper—the leader in its field 
—may have lost some ground to 
the aluminum kitchen wraps. 

The company’s three toilet tis- 


of the toilet tissue market. Paper | increase is foreseen in 1957. Shell 
towels rank highest in the East | is running an institutional cam- 
with about 60% of the market—/paign in Life, featuring four-color 
and slightly below that in the rest | spreads, which will run through 


Advertising Age, August 19, 1957 


| Oakland district manager, has been|company in the U. S. as measured 


named to Mr. Stevenson’s former | by 1956 assets, and the 24th largest 


$ 412,239 | will co-sponsor this show. 


of the country. Estimates as to the 
paper napkins’ share range from 
12 to 20%. 


® Television, which the company 
has found particularly effective 
for demonstrating the “wet 
strength” of its facial tissues and 
napkins, continues to rate the 
largest share of Scott’s advertis- 
ing attention. This fall a new 
show will augment the tv lineup, 
which already includes the week- 
ly film series, “Father Knows 
Best” (NBC-TV), and portions of 
the Arthur Godfrey morning si- 
mulcast (CBS). The newcomer: 
a variety program headed by Gi- 
sele MacKenzie to be aired on 
NBC starting in September. Scott 


Network radio is playing an in- 
creasingly important role in this 
company’s promotion. In addition 
to the twice-weekly participation 
on Arthur Godfrey’s morning 
show, Scott is carrying segments 
of five CBS daytime dramas. 


ADVERTISING EXPENDITURES 
1 


1956 
M i $1,482,348 $1,112,815 
NOWSPBPOTS  ooccccceccene 269,267 1,696,247 
Busi pub 260,445 132,600 
Network television .. 5,560,584 3,856,325 
| Network radie ............ 1,543 
Spot television ............ ied 229,510 
RRNEE . ctivnnmanan 29,876 48,462 | 
Total measured .... 7,600,977 7,075,959 
Total unmeasured 1,009,103 3,612,831 
Estimated Total 
Expenditure ........ 8,619,080 10,798,700 


MARKETING PERSONNEL 
Sales 

H. F. Dunning, vp and director of re- 

tail distribution 
G. W. Pepper, vp and director of indus- 
trial distribution 

George Breitling, national sales man- 
ager—industrial products division 
Paul Brown, national retail sales manager 
Gordon Hughes, director of marketing 

research 


J. 


Advertising 

Marshall Clark, director of advertising 

Cc. J. Hirst Ill, media director 

R. B. Dingfelder, advertising services man- 
ager 

A. Q. Johnston, industrial product group 
manager 

N. W. Markus, 
manager 

T. B. McCabe Jr., 
manager 

D. J. Scott, creative director 


ADVERTISING AGENCY 
J. Walter Thompson Co., New York— 
retail products—Garrit Lydecker, account 


international marketing 


retail product group 


| supervisor; James De Wolfe, Reid Roller, 
| Dean VanNest, 


Willis White and Tom 
Wood, account executives. 

Ketchum, MacLeod & Grove, Pittsburgh 
—industrial products—William J. Greissin- 
ger, account supervisor, and Waring G. 
Smith, account executive. 


Shell Oil Co. 


Shell Oil Co., New York, the 50th 
largest national advertiser, invest- 
ed an estimated $14,750,000 in ad- 
vertising during 1956, of which 
$10,724,349 was in measured me- 
dia. With a total estimated ex- 
penditure in 1955 of some $12,- 
500,000, Shell placed $6,358,981 in 
measured media. 

The considerable increase in the 
measured media outlay by Shell 
during 1956 was due primarily 
to the introduction of a new type 
of super-premium gasoline, Super 
Shell, through a large part of its 
marketing area. The company’s 
heavy outlay for newspapers dur- 


according to ANPA figures, was 
due to heavy institutional adver- 
tising. Measured media figures for 
1956 show Shell newspaper ex- 


penditures of $4,215,509, up from | 


$2,407,907 in 1955. ANPA shows a 
newspaper institutional figure of 
$822,395 in 1956. But Shell dis- 
agrees. It says it spent double this 
amount—$1,731,000. 

Shell’s_ institutional campaign 
ran in more than 200 newspapers 
during 1956, compared with two 
newspapers the year before. Out- 
door advertising jumped from $2,- 
481,865 in 1955 to $3,278,671 last 
year. Magazine advertising was 
off in 1956, dropping to $862,876 


1958. The series carries for the 
first time the signature of “The 
Shell Companies.” Shell Chemical 
Corp.’s 1956 expenditures included 
$174,401 in general magazines and 
$58,935 in farm books. Shell Chem- 
ical’s newspaper budget ran to 
$18,005. 


@ Shell’s 1956 sales of $1,644,417,- 
000 were 10% above the previous 
year’s $1,498,489,000. Net income 
for 1956 was $135,848,000—8% 
above 1955, when it hit $125,532,- 
000. Shell reported a net of $41,- 
450,000 during the first quarter 
of 1957, compared with $35,010,- 
000 in 1956, an increase of 18%. 
Shell, the sixth largest oil com- 
pany in the U. S. in terms of 
1956 sales, is under an all-Amer- 
ican management, although 65% 
owned by the Royal Dutch Shell 
|group of companies. Royal Dutch 
is 25% American-owned. Shell 
continues as the largest marketer 
of commercial aviation gasoline, 
and markets in all or part of 40 
states with the exception of a 
mid-continent strip, running from 
Montana and North Dakota to 
North and West Texas. Shell does 
market in the East Texas area. 
Shell, which introduced Super 
Shell into the East Coast and Ohio 
in 1956, last month completed the 
introduction of the new super 
premium gasoline, 99 Plus, in the 
Midwest. Plans have not been set, 
but Shell is expected to introduce 
its new super premium on the 
West Coast, following the recent 
announcement by Standard Oil of 
California that it will introduce 
a new super premium gasoline in 
its seven-state marketing area. 
Shell has maintained its two- 
grade gasoline policy. It was the 
first of the majors to take a stand 
for two grades. Others who have 
followed suit, remaining two- 
graders, include Texas Co., Stand- 
ard Oil Co. (Ind.), Standard of 
California, Socony Mobil, Standard 
of Ohio, Tidewater Atlantic, Con- 
tinental Sinclair and Magnolia. 
[For list of three graders see pro- 
| file on Standard Oil Co. (New Jer- 


|sey).] During 1956, about 500 new | 


service station locations were ac- 
quired, replacing essentially a sim- 
ilar number of substandard, low- 
volume service stations, and to 
some extent covering new business 
and residential centers. 


® Shell, after an absence of 17 
years, moved back into the Roch- 
ester, N. Y., area this spring. The 
company is setting up 12 service 
stations in and around the city. 
Shell opened its first station in 


has been opened in Rochester, 
staffed by four marketing experts, 
and directed by the Syracuse dis- 
trict manager. In addition to the 
service stations, the Rochester of- 
fice will handle industrial ac- 
counts, jet fuel supply to Capital 
Airlines at the Rochester airport 
and fuel oil. Only two of the sta- 
tions will be within the city, the 
others will be spotted throughout 
the suburbs. 

In addition to Super Shell gaso- 
line, the company recently intro- 
duced a new typé of premium 
motor oil, Shell X-100 premium, 
supported by a heavy advertising 
expenditure. 
| The company’s product adver- 
tising is handled by J. Walter 
Thompson Co., New York, with 
Kenyon & Eckhardt, New York, 
handling institutional. 


Earl C. McCaig, formerly man- 


Shell, has been transferred to the 
Indianapolis division as sales man- 
ager. He is succeeded by Duncan 
C. Stevenson, who was manager of 
|the sales promotion division of 


sues are believed to get about 50% ‘from $1,180,519 in 1955. But an | Shell Oil. D. C. Ross, formerly 


the area on May 19. A Shell office |that Sinclair almost doubled its 


jager of the advertising division of | 


job. industrial corporation in terms of 
sales, is a complex of 10 major 

ADVERTISING EXPENDITURES companies and two subsidiaries. 
Newspapers... $2,407,907 $4,215,509 Sinclair Refining, the principal 
Magazines ooo... 1,180,519 862,876 marketing arm, has two subsidi- 
Business Publications 170,008 200,000 | aries: Richfield and Hughes Oil Co. 
Spot a... . 2,000,229 | The other principal marketing 
I acliittietsinsinen 2,481,865 3,278,671 | company is Sinclair Chemicals Inc., 


Total Measured .... 6,358,981 
Tetal Unmeasured 6,191,019 
Estimated Total 

Expenditures 


10,724,349 

4,025,651 

oibiial 12,550,000 14,750,000 

MARKETING PERSONNEL 

J. G. Jordan, marketing vp 

J. L. Wadlow, marketing vp, East Coast 
divisions, New York 

P. C. Thomas, marketing vp, Midwest 
divisions, Chicago 


|while Sinclair Oil & Gas Co., Sin- 
‘clair Crude Oil Co., Sinclair Pe- 
| troleum Co., and others are largely 
| engaged in production, transporta- 


tion and research. 
Sinclair’s management is known 
to be one of the most effective and 


| hard hitting in the business. Unlike 


Selwyn Eddy, marketing vp, West Coast}many of its sister companies, it 


divisions, San Francisco 
Advertising @ Merchandising 
D. C. Marschner, manager of sales pro- 
motion and advertising 


| manages to make a healthy net 
| profit without the assistance of 
|Middle East crude oil. It does so 


Duncan C. Stevenson, manager of the | despite the fact that it has to buy 


advertising division 
D. C. Ross, manager of the sales pro- 
motion division 


SHELL CHEMICAL CORP. 

(New York) 
MARKETING 

L. V. Steck, marketing vp 

J. M. Selden, assistant to the marketing 

vp 
Sales 
G. R. Monkhous, ammonia sales division 


vp 

G. W. Huldrum Jr., manager, chemical 
sales division 

W. E. Keegan, manager, sales service 

F. W. Hatch, manager, agricultural sales 
division 


ADVERTISING AGENCIES 
J. Walter Thompson Co., New York 
product advertising for Super Shell and 


Shell Premium gasoline, Shell X-100 
motor oil Premium, Golden Shell motor 
oil, Shell industrial lubricants, fuel 


oils, chemical products, etc.—William 
Wright, account supervisor. 
Kenyon & Eckhardt, New York—insti- 


F 


tutional advertising—-Anderson F. Hewitt, | 


account supervisor. 


Sinclair Oil Corp. 


Sinclair Oil Coip., New York, is 
the 92nd largest national adver- 
tiser, investing an estimated $6,- 


700,000 in advertising during 1956. | 


Of this total, Sinclair Refining 
Co., the principal marketing arm 
of Sinclair Oil Corp., spent an es- 
timated $6,000,000, of which $4,- 
820,229 was in measured media. 
In 1955, Sinclair Refining spent 
about $4,100,000, of which $2,- 
692,498 was in measured media, 
while the over-all company spent 
some $4,500,000. Richfield Oil 
Corp. of New York, 100% owned 
by Sinclair, spent some $700,000 
in advertising during 1956. 
Sinclair’s heavy increase in ad- 


|vertising was attributed to intro- 
|duction of its new super premium 


gasoline, Sinclair Power-X with 
X-Chemical, last September. The 
new gas was introduced in Sin- 
clair’s 36-state marketing area, 
east of the Rockies, and through 


| its some 25,000 outlets. 


Measured media figures show 


newspaper budget in 1956 over 
1955, spending $1,733,642 last 
year, while in the same period, 
the outdoor appropriation was up 
from $619,935 to $1,043,395. Mag- 
azines were up about $200,000 
to $643,541. Richfield, which 
launched its new super-premium 


lat the same time as Sinclair (Su- 


per Premium Richfield), consider- 
ably increased its 1956 spending. 
Richfield’s principal appropria- 
tions were $192,446 in newspapers 
and $385,011 in outdoor. The other 


|$100,000 spent by Richfield, which 


is a 10-state marketer in New 
England and along the East Coast, 
went into point-of-sale advertis- 
ing and sales promotion. 


® Sinclair’s sales for 1956 of $1,- 
180,102,000 were 6% above the 


|previous year’s $1,110,067,000. Net 
On the advertising-sales front, | income of $91,070,812 in 1956 was 


12.8% above 1955, when it hit 
$80,709,954. Profits in the first half 
of 1957 eased slightly from the sim- 
ilar period of last year. Consoli- 


\dated net income slipped to $44,- 


848,197 from $45,103,719 earned in 
the corresponding period last year. 


| —principal 


at the wellhead price about one- 
third of the 453,000 barrels of oil 
it currently refines daily. 


| 


/s Sinclair in 1955 increased the 
|dollar value of its sales by 5.5% 


| products, gasolines, 


| kerosene and fuel oils. Sales of 
|aircraft oils to commercial airlines 
|/were up 20% over 1955. Sincliar, 
which in bringing out its new su- 
per premium gasoline remained 
|one of the two-graders, refined a 
|record volume of crude oil during 
1956, averaging 437,319 barrels 
daily, an increase of 4.9% over the 
previous year. Its daily produc- 
tion during the last year averaged 
| 166,528 barrels. By the year’s end, 
‘the platinum catalyst developed 
|by Sinclair was being used by 20 
| refining companies. 

Late in 1956, Sinclair added 
substantially to its crude produc- 
tion and reserves with the pur- 
chase of the Southern Production 
Co.’s holdings in the U. S. and 
Canada. 

On the marketing front, Sinclair 
Refining last month realigned its 
marketing organization. Earlier in 
the year, Mare F. Braeckel, Sin- 
clair Refining’s director of mar- 
keting, was elected an exec vp. 
He was formerly a vp. Under the 
new setup, responsibility for sales 
activities were divided into three 
groups: retail (service station) 
sales, consumer sales and whole- 
sale sales. Each segment is now 
in charge of a general manager, 
all of whom report to L. W. Leath, 


| 
| 


|/vp and general sales manager. 


es L. J. Hoar was named assistant 
general sales manager to assist 
Mr. Leath, while W. D. Cross was 
appointed regional manager to 
maintain liaison with sales divi- 
sions. Both Mr. Hoar and Mr. 
Cross are vps of the company. Mr. 
Hoar previously was manager, 
station sales, and Mr. Cross was 
central district manager. 

General manager for retail 
sales is V. L. Brophy, formerly 
manager of market development. 
J. R. Tucker, formerly assistant 
manager, station sales, has been 
named assistant general manager, 
retail sales. 

P. W. Zumbrook, formerly man- 
ager, lubricating sales, was named 
general manager of consumer 
sales, while C. R. Romer, formerly 
assistant manager of the eastern 
sales district, was named assist- 
ant manager to Mr. Zumbrook. 
A. S. Randak succeeded Mr. Zum- 
brook in his former job. 


# In line with the realignment, 
Sinclair’s sales “districts,” which 
each include a number of states, 
are now known as “divisions.” 
Former sales “areas,” which were 
states or parts of states, have be- 
come “districts.” 

The company’s central district 
was divided into two parts: the 
central division, taking in metro- 
politan Chicago, the outer Illinois 
district and the Wisconsin and 
Upper Michigan district; and the 


Great Lakes division, embracing 


Sinclair, the seventh largest oil/the Indiana, Ohio and Lower 
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“Like you advertising people say, ’'m one of the half million 
who read only one newspaper, the Detroit@?imes 


@ “I’m the boss’s secretary. I’ve got more responsibilities. That’s 
why I get more pay. No, I’m not married. I live in town with 
my friend. She’s an advertising copywriter. We have a nice big 
apartment. We like nice clothes and good food. And one of the 
better things I enjoy you should know about. 


“I read only one newspaper, the evening DETROIT TIMES. 


“Know why? For one thing I have to know what’s going on in 
the world. My company does a lot of foreign business. So I get all 
the news by reading the TIMES. Then I like to read about Broadway 
personalities the way Dorothy Kilgallen writes it. I’m a girl who 
reads financial news, and for that I like the way James Boynton 
thinks (my boss does, too). 


“Sure we cook most of our own meals, and we use Prudence 


Penny’s recipes. And Joan Dean never misses a trick in new fashions. 
What else do I read. Well, you name a DETROIT TIMES writer, and 
T’ll tell you the subject. Now don’t be silly and ask me what Charles 
Ward writes. I’m allergic to race horses. 


“Gives you pretty good reasons why I read the TIMES. It thinks 
with young ideas, like me. 


“If you want to reach people like me in Detroit (I read the 
advertising, too) remember, you can reach us through no other 
newspaper but the DETROIT TIMES.” 


One million families live in the Detroit retail trading area and their 
purchases amount to five billion dollars annually. 


By i in the DETROIT TIMES you reach about half the 
families in the Detroit trading area, the heart of the Michigan market. 
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Michigan districts. H. L. Lussow 
was named manager of the cen- 
tral division and H. H. Young of 
the Great Lakes division. Both 
men were formerly assistant 
managers in the central division 
under Mr. Cross. 

E. J. Bassett, formerly an as- 
sistant to Mr. Cross, was named 
manager of the Southeast divi- 
sion. The western region, which 
Mr. Cross covers, includes the 
Central, Great Lakes, Western, 
Rocky Mountain and Southwest- 
ern divisions. Other sales divisions 
are being supervised directly from 
the home office. 


s Last spring an intensive adver- 
tising campaign was launched by 
Sinclair to support its super pre- 
mium gas. During 1957, Sinclair 
is placing heavy emphasis on ra- 
dio advertising with an intensive 
schedule of spot announcements, 
broadcasting about 10,000 times a 
week over some 880 radio stations 
in the company’s 36-state market- 
ing area. 

In addition Sinclair is using 250 
daily newspapers at 151 key mar- 
keting points to push its Power-X 
gasoline. Life is also carrying a 
series of b&w ads featuring Sin- 
clair Extra Duty Triple X Multi- 
Grade motor oil. The campaign is 
built around the theme “Do As 
the Airlines do—choose Sinclair— 
the best oil for your car.” In June, 
3,600 billboards began carrying 
posters for the super premium 
gasoline. 

This summer, Sinclair was kept 
busy with multiple station open- 
ings in the Florida area. In July, 
the company opened 61 new sta- 
tions in Tampa, Jacksonville and 
Miami. 

Morey, Humm & Warwick, 
New York, continues handling 
Sinclair’s advertising. Under vari- 
ous names, the agency has had 
the account for over 15 years. 
Following are the 1955-56 adver- 
tising expenditures of Sinclair 
Refining Co.: 


ADVERTISING EXPENDITURES 


1955 1956 
NOWSPAPOrS noon $ 939,410 $1,733,642 
Magazines ..... . 451,667 643,541 
Farm Papers 176,086 186,891 
Busi Publicati 505,400 587,300 
Spot Television ............ 675,160 
Outdoor eoees ow 619,935 1,043,395 
Total Measured .... 2,602,498 4,820,229 
Total Unmeasured 
(Incl. spot radic) 1,400,000 1,200,000 
Estimated Total 
Expenditure ........ 4,092,498 6,020,229 
Estimated Expenditure 
For Richfield Ot) Corp. 
of New York .... 40, 700,000 
Total for Sinclair 
On Corp. .....- 4,492,498 6,720,229 


SINCLAIR REFINING CO. 
(New York) 
MARKETING PERSONNEL 


Mare F. Braeckel, exec vp and director 
of marketing 


les 
Louis W. Leath, vp and 


general sales 
manager 
Leo J. Hoar, vp and assistant general 
sales manager 
Vincent L. Brophy, general manager, 
retail sales 
Paul W. Zumbrook, general manager, 


consumer sales 
Charles R. Campbell, vp and general 

manager, wholesale sales 

W. D. Cross Jr., vp and western region 
manager, Chicago 

Edward J. Bassett, Southeastern di- 
vision sales manager, Atlanta | 

Oo. F. Birkett, Southwestern division | 
sales manager, Fort Worth 

Byron P. MacKenzie, Eastern division 
sales manager, New York 

David R. McCallum, Rocky Mountains 
division sales manager, Denver 

Harold F. Nelson, Western division 
sales manager, Kansas City, Mo. 

Harold L. Lussow, central division 
sales manager, Chicago 

John R. Sherwood, Sherwood division 
sales manager, Baltimore 

H. H. Young, Great Lakes division sales 
manager, Chicago 


| 


Advertising 
James J. Delaney, advertising manager 


Paul Utiger, assistant advertising man- 
ager 

James E. Gorman, assistant advertising 
manager | 


ADVERTISING AGENCY 
—all products—Stanley Ellsworth, ac- 


count supervisor; Robert Woods, account 
executive. 


RICHFIELD OIL CORP. 
OF NEW YORK 


(New York) 
MARKETING PERSONNEL 
Howard G. Meyers, vp, marketing 
Sales 
Ralph F. Glock, vp, and sales manager 
Advertising 


Ben N. Pollak, advertising and sales pro- 
motion manager 
ADVERTISING AGENCY 


Morey, Humm & Warwick, New York 
—all products—Lewis Angelos, account 
executive. 


Socony Mobil Oil Co. 


Socony Mobil Oil Co., New York, 
the 6lst ranking national adver- 
tiser, had total expenditures in 
1956 estimated at $12,351,750. This 
figure includes an estimated $3,- 
000,000 spent by the Mobil domes- 
tic affiliates, Magnolia Petroleum 
Co. and General Petroleum Corp. 
Of the total of $12,351,750, Socony 
Mobil spent $6,351,756 in measured 
media in 1956. It is estimated that 
Mobil spends about $3,000,000 in 
unmeasured areas, while the two 
affiliates spend an additional $1,- 
000,000. 

Mobil spent $1,815,987 last year 
in newspapers on its gasolines and 
oil, while $539,042 was invested to 
promote General Petroleum prod- 
ucts and $82,166 for Magnolia 
products. Magazines got $544,010 
for Mobiloil motor oil promotion 
and $201,040 for Socony Mobil in- 
dustrial lubricants. An expendi- 
ture of $1,706,010 for spot tv large- 
ly pushed Mobilgas and Mobiloil, 
but also included nearly $500,000 
for Magnolia and General Petrole- 
um. 

Socony Mobil’s affiliates, Mag- 
nolia and General Petroleum, spent 
some $2,000,000 in 1956, in addition 
to Socony Mobil’s figures. This 
much money was contributed to 
Socony Mobil’s ad budget, but does 
not show up in the measured 
media (except for the expenditure 
in spot tv). 

Company sales last year amount- 
ed to $2,750,300,000, a figure which 
yielded a net of $249,504,000. In 
1955, sales were $1,839,349,000 and 
the net was $207,434,000. Socony 
Mobil, which made a worldwide 
consolidation of accounts effective 
Jan. 1, 1956, reported gross income 
on this basis for 1956 at $2,793,- 
684,840, with a net income of $249,- 
503,667. In 1955 the comparable 
figures were $2,500,505,822 and 
$208,347,039. 


® On the basis of 1956 sales, So- 
cony Mobil was the nation’s sec- 
ond biggest oil company, trailing 
only Standard Oil of New Jersey. 
Off its 1955 showing, Socony Mobil 
ran third in sales, behind Jersey 
Standard and Gulf Oil. 

The company, which markets its 
products in 43 states, sold 618,000 
barrels of petroleum products each 
day last year. The increase over 
1955 approximated the 4% rate of 
increase in total U.S. demand. It 
had volume gains in the sales of 
practically all types of products, 
including gasoline, motor oil, 
home-heating oil, diesel fuels, in- 
dustrial lubricants and asphalts. 


® Two grades of Socony Mobil 
gasoline, premium and regular, 


|were improved in octane number. 


Both grades now contain MC-4, a 
Mobil additive. In May, 1956, the 
company announced it would mar- 
ket its regular grade gasoline as 
Mobilgas R, and for this purpose 
it used newspaper ads in 55 mar- 
kets. 

The company last year adopted 
a new emblem—one which de- 
emphasized its famous Flying Red 
Horse and gave prominence to the 
word “Mobil.” The change, made 
after more than two years of re- 
search, gave the new sign seven 
times as much visibility as the old 


plants, refineries and other prop- 
erties.” 


ADVERTISING EXPENDITURES 
1 1956 


955 
NOwspapers n-ne $2,562,350 $2,501,197 
gazi 1,025,549 1,164,488 
Farm Publications . 252,644 295,158 
Business Publications 300,000 376,800 


Network Radio 66,750 


Spot Television -_ 1,706,010 
Outdoor 308,108 
Total Measur 6,351,756 
Total 4,000,000 
Estimated Total 
Expenditure _........10,560,721 10,351,756* 


*Plus approximately $2,000,000 spent by 
Magnolia and General Petroleum, mostly 
for tv and magazines; thus, total expen- 
diture is $12,351,756. 


MARKETING PERSONNEL 
Sales 


V. A. Bellman, marketing vp 
Glen L. Werly, domestic marketing man- 
ager 
Advertising 


Paul A. Gosman, advertising manager 
Public Relations 
Thomas W. Phelps, assistant to the board 
chairman 


ADVERTISING AGENCIES 


Compton Advertising—all products— 
Lawrence Dunham, account supervisor; 
John Owen, Joel McPherson and James 
Sage, account executives. 


Sperry Rand Corp. 


Sperry Rand Corp., New York, 
the 48th largest national adver- 
tiser, invested $15,000,000 in ad- 
vertising during the fiscal year 
ended March 31, 1957, some 15% 
more than the $12,994,600 outlay 
the preceding year. Measured me- 
dia figures were $6,457,777 com- 
pared with $7,274,735 of the pre- 
vious year. 

Consolidated net sales of Sperry 
Rand products and services for 
the fiscal year ended last March 
31 reached a new peak of $871,- 
047,239, 23% greater than the pre- 
vious year’s $710,696,087. Net in- 
come of $49,612,352 for the latest 
fiscal year was about 6% above 
the previous year’s $46,348,878. 
Since 1950 net sales have more 
than tripled, and pre-tax net in- 
come has more than quadrupled. 
Sperry Corp. and Remington 
Rand Inc. consolidated on July 1, 
1955. 

Sales by major product groups 
in the year just ended were as 
follows (parenthesis indicates per 
cent of sales the previous year): 
Instrumentation and controls, 40% 
(36%); business machines, equip- 
ment and supplies, 31% (33%); 
hydraulic equipment, 11% (10%); 
farm equipment and supplies, 7% 
(10%); and o‘her products and 
services, 11% (11%). Included in 
the classifications are foreign sales, 
which were up this past year by 
36% over the previous year, and 
accounted for 21% of consolidated 
sales. Shipments under U. S. gov- 
ernment defense contracts ac- 
counted for 41% of the total voi- 
ume. 


s Sperry Rand last year entered 
into a non-exclusive licensing 
agreement with International Busi- 
ness Machines to exchange licenses 
to manufacture punched-card ac- 
counting machines and electronic 
data-processing machines under 
their respective patents and patent 
applications in existence as of Oct. 
1, 1956. 

Under the terms of the agree- 
ment, IBM will pay Sperry Rand 
a fixed annual royalty of $1,250,- 
000 for eight years as a credit 
against production royalties. No 
payment will be due following 
this time. Both companies also 
came to an agreement for settling 
patent interferences now pending 
in the U. S. patent office and 
arranged to exchange technical in- 
formation with respect to punched 
card accounting and electronic 


data processing machines an- 
nounced or released to production 


one, it was said. “The sign chang- | Prior to last Oct. 1. 


ing,” the company reported, “will | 


take up to three years to complete. 


dealers in the U.S. and abroad, as 


® The Remington Rand division, 


Morey, Humm & Warwick, New York ||[t will involve some 42,000 Mobil| New York, is the principal con- 


sumer division of the company. 


|well as thousands of trucks, bulk It manufactures typewriters, busi- 


ness machine supplies, systems 
equipment and supplies, adding, 
accounting and calculating ma- 
chines, tabulating machines, elec- 
tronic computers, library and 
museum equipment, photographic 
records equipment and electric 
shavers. 

Sales of the business machines, 
equipment and supplies in this 
last fiscal year were 21% higher 
than in the previous year. Much 
of the increase was attributable to 
a 47% increase in sales and rent- 
als of Univac electronic and 
punched-card data processing sys- 
tems, and a 50% increase in do- 
mestic unit sales of typewriters. 
Remington now holds No. 1 market 
position for systems equipment 
and supplies, typewriters, adding 
machines, equipment and supplies 
for libraries and printing calcu- 
lators. During the past year, the 
company reported that the 20 mil- 
lionth Remington electric shaver 
was sold, and Remington today is 
apparently the leading seller of 
shavers in the U.S. 

New products introduced by the 
division in 1956 include an en- 
coding and decoding electric type- 
writer, synchronized with elec- 
tronic input and output equip- 
ment that automatically produces 
punched paper tape as documents 
are typed. 


s Other products were new mod- 
els of electric, standard and noise- 
less typewriters; a new electric 
typewriter with a proportional 
spacing feature; a multiplying, di- 
viding and adding machine known 
as the Model DX 94; Kardex and 
a more compact Film-a-record 
microfilming machine. 

Sperry Rand’s other principal 
consumer division, New Holland 
Machine Co., New Holland, Pa., 
produces grassland farming ma- 
chinery. The division during 1956 
introduced three new baler mod- 
els, two forage blowers, a com- 
plete line of mowers, a line of 
combination manure _ spreaders- 
forage boxes, fertilizer-distribu- 
tors, mower-crushers, crop-drying 
wagons and fans. Sales by the di- 
vision last year reflected the con- 
tinued decline in farm income and 
buying power, in common with 
other companies in the farm ma- 
chinery industry. But sales in both 
the Canadian and overseas mar- 
kets continued to grow. 


# Other major divisions of Sperry 
Rand are: 

Sperry Gyroscope Co., Great 
Neck, N. Y.—military and com- 
mercial aircraft instruments and 
flight control devices, navigation- 
al radars, missile guidance radars, 
radar test sets, klystron transmit- 
ting tubes, gyroscopic devices, nav- 
igation systems, weapons tracking 
systems, air, surface and subsur- 
face armament systems. (Opera- 
tional and sales control lodged 
with Sperry Gyroscope group for 
Wright Machinery Co., Durham, 
N. C.—automatic packaging and 
electronic weighing systems; and 
for Wheeler Insulated Wire Co., 
Waterbury, Conn.—television, ra- 
dar and radio components, sound- 
powered telephones, cable harness 
assemblies, coil windings and as- 
semblies.) 

Ford Instrument Co., Long Is- 
land City, N. Y.—aircraft and 
vehicular navigation computers, 
missile launching and guidance 
| computers, naval fire-control corn- 
|puters, nuclear reactors, controls 
j}and instruments. (Operational and 
sales control lodged with Ford In- 
|strument group for Sperry Farra- 
|gut Co., Bristol, Tenn.—military 
|systems and equipment.) 

Vickers Inc., Detroit, Mich.— 


j}machinery hydraulics, aero hy- 
|draulics and mobile hydraulics) 
|divisions. (Operational and sales | 
|control lodged with Vickers for 
| Tulsa Winch division, Tulsa, Okla., 
and Vickers Electric division, St. 
Louis, Mo.); complete hydraulic 
|systems, transmissions, hydraulic | 
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power steering, winches, power 


takeoffs, magnetic amplifiers, 
magnetic particle clutches and 
brakes, selenium rectifiers, arc 


welders, servo amplifiers. 


® During 1956, the Remington di- 
vision stepped up its television 
budget about 30%, principally to 
push portable typewriters and 
electric shavers. It added “Gun- 
smoke” over CBS-TV. The pro- 
gram, which is sponsored by Rem- 
ington shavers, has been renewed 
for the 1957-58 season. NBC News 
(NBC-TV) was used in the fall 
and the spring of this year for 
portable typewriters and office 
equipment. Remington was the 
first company to use network tv 
to advertise office equipment. It 
continues to sponsor “What's My 
Line” over CBS-TV. In the fall, 
Remington will sponsor a 30- 
minute show over CBS-TV of the 
comedy variety to push its port- 
ables. The magazine budget was 
up about 25%. Remington spends 
well over 80% of the company’s 
budget. 

A breakdown of ANPA-PIB 
figures for 1956 shows the follow- 
ing expenditures by Sperry Rand 
for some of its principal consumer 
products: Shavers and business 
machines in newspapers, $68,148, 
network television, $2,354,960 
(principally shavers and porta- 
bles); shavers, spot tv, $207,860, 
typewriters, spot tv, $23,800; farm 
machinery, $247,488 in farm mag- 
azines. The general magazine ap- 
propriation for Sperry Rand, 
which ran over $2,000,000 in 1956, 
saw the following expenditures 
for individual products: electric 
computer systems, $203,782; filing 
systems and equipment, $159,654; 


microfilming machines, $44,535; 
portable typewriters, $287,720; 
printing calculators, $121,005; 


standard typewriters, $51,385 and 
all types of typewriters excluding 
portables, $236,331, of which $183,- 
895 was spent on electric models. 
Except for portables and shavers, 
most of the measured media ex- 
penditures for Sperry Rand prod- 
ducts were in magazines. 

Although measured media fig- 
ures show Sperry Rand spent $3,- 
139,404 on network television last 
year, the company says that the 
figure, when cost of talent is in- 
cluded, was $5,080,400. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers .. $ 168,673 $§ 119,290 
Magazines .... . 1,821,423 2,048 806 
Farm Publicati 183,129 362,149 
Busi Publicati 397,600 498,600 
Network Television 1,910,957 3,139,404 
Spet Television .... 232,000 
a 57,428 
Total Measured . 4,481,782 6,457,777 
Total Unmeasured 8,512,818 8,542,223 
Total Estimated 
Expenditure .. 12,994,600 15,000,000 


REMINGTON RAND DIVISION 
(New York) 


MARKETING PERSONNEL 

Marcell N. Rand, exec vp, South Nor- 
walk, Conn. 

H. C. Landseidel, vp and general man- 
ager, electric shaver, Bridgeport, Conn. 

H. J. McGuire, vp and general manager 
international division, New York 

Sales 

H. A. Hicks, vp for sales of machines, 
supplies and dealer sales, New York 

R. O. Elliott, assistant general sales man- 
ager for machines and supplies, New 
York 

S. P. Bland, general sales manager for 
dealer sales, New York 

H. V. Widdoes, vp for sales, Univac and 
systems-photo records, New York 

H. L. Maley, vp and general sales man- 
ager for systems and photo-records, 
New York 

J. D. Hazzard, assistant general sales 
manager for Univac, New York 

R. D. Brown, assistant general sales 
manager for systems and photo-rec- 
ords, New York 

A. C. Barioni, general sales manager for 
electric shavers, Bridgeport 

C. W. Reifel, assistant general manager, 
international division, for office equip- 
ment and dealer sales lines, New York 

J. S Chollar, assistant general manager, 
international division, electric shavers, 
New York 

Advertising 

. H. Ensinger, vp for advertising-sales- 
promotion-publicity, New York 

Sterling J. Hiles, manager of the adver- 
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Your Neighbors Keep Cool 


—See Pages 12-13 


AKRON BEACON JOURNAL 


LOCALLY-EDITED MAGAZINE 
All the flexible power, prestige 


and saturation coverage 


of a great Newspaper. 


PLUS COLOR GRAVURE REPRODUCTION 


GOOD PLACE 
TO TEST 
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RAVURE MAGAZ 


@ AKRON BEACON JOURNAL @ LOUISVILLE COURIER-JOURNAL 
@ ATLANTA JOURNAL @ NEWARK NEWS 


AND CONSTITUTION @ NEW ORLEANS TIMES 
@ COLUMBUS DISPATCH PICAYUNE STATES 


@ DENVER POST @ PHOENIX ARIZONA REPUBLIC 
@ HOUSTON CHRONICLE @ ST. LOUIS GLOBE DEMOCRAT 
@ INDIANAPOLIS STAR @ TOLEDO BLADE 
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tising and sales promotion operations, 

New York 

A. C. Hancock, manager of publicity 
and publications, New York 

Arch Nadler, account manager for ad- 
vertising and sales promotion of systems 
and photo-records, New York 

William P. Most, account manager for 
advertising and sales promotion of busi- 
ness machines, supplies and dealer 
sales, New York 

E. M. Kempner, account manager for 
advertising and sales promotion of Uni- 
vac, New York 

Robert P. Clarke Jr., manager of ad- 
vertising, publicity and sales promo- 
tion for electric shavers, Bridgeport 

George R. Spahn, advertising and sales 
promotion manager for international 
division, New York 


ADVERTISING AGENCY 

Paris & Peart, New York—print media 
advertising on all Remington products 
including typewriters, business machine 
supplies, systems equipment and supplies 
(Kardex, Linedex, Index Visible, Chain- 
dex, Speedac, Inter-locking tube ref- 
erence equipment, Kolect-A-Matic ac- 
counting systems, Sched-U-Graph); in- 
sulated record protection equipment, 
vertical filing equipment, loose leaf 
equipment, steel lockers, storage shelv- 
ing, adding, accounting and calculating 

hi both 1 and electric tab- 
ulating machines, Univac electronic com- 
puters, library and museum equipment, 
photographic record equipment, electric 
shavers—Kenneth Lee and George Gib- 
son, account executives. 

Young & Rubicam, New York—all tele- 
vision advertising for Remington prod- 
ucts except typewriters—Edward Bond, 
account supervisor; Oliver McKee, ac- 
count executive for shavers, and Ray- 
mond Jones, account executive for busi- 
ness machines. 

Compton Advertising, New York-—tel- 
evision advertising for Remington type- 
writers—Jack Rees, account supervisor; 
George Renner, account executive. 

Locke-Johnson Co., Toronto—all office 
equipment lines in Canada—Gordon Hill, 
account executive. 

Cockfield, Brown & Co., Toronto— 
electric shaver advertising for Canada- 
Oswald Kolka, account executive. 

Robert Otto & Co. New York—all 
Remington products in _ international 
markets except Canada—Wes Wood- 
bridge, account executive for shavers; 
Stewart Fritche, account executive for 
office equipment lines. 


SPERRY-GYROSCOPE CO. 
(Great Neck, N. ¥ ) 


MARKETING PERSONNEL 

Carl G. Holschuh, president and general 

manager 
Sales 

George S. Starke, vp for sales 

Frank Conace, sales manager for aero- 
nautical equipment 

George M. Rouzee, 
air armament 

T. W. Melia, sales manager for surface 

ent . 

William Griswold, sales manager for 
marine 

John R. Whitford, sales manager for 
electronic tube 

George Lober, sales manager for micro- 
wave electronics 

Advertising 

Carlyle H. Jones, director of advertising 

and public information 


sales manager for 


ADVERTISING AGENCIES 

Reach, McClinton & Co.—precision in- 
struments, electronics, marine and aero- 
nautical—Francis Risley, account execu- 
tive. 

Edward W. Robotham Co., Hartford, 
Conn., for Wheeler Insulated Wire Co. 
—magnet wire, coils, transformers and 
communications equipment, amplifier 
chassis-William Robotham, account ex- 
ecutive. 


FORD INSTRUMENT CO. 
(Long Island City, N. Y.) 
MARKETING PERSONNEL 

Raymond F. Jahn, president 
Charlies S. Rockwell, vp and general 

manager 

Sales 
A. L. Coulson, vp for sales 
Advertising 

S. Holt McAloney, director of public 

relations 
Robert L. Graham, advertising manager 
C. B. Rossi, publicity manager 

ADVERTISING AGENCY 

G. M. Basford Co., New York—naval 
gunfire and torpedo control; aircraft 
navigational and weapons systems; radar 
drone control systems; special fusing 
and arming devices; missile guidance 
systems; nuclear reactors, controls and 
instrumentation, precision components— 
Mike Turner, account supervisor; Daniel 
Charny, account executive. 


VICKERS INC. 
(Detroit) 
Kenneth R. » president 
John F. Forster, exec vp 
Sales 
F. T. Harrington, vp for sales 
J. T. Burns, general sales for aero 
hydraulics 
A. M. Lane, 
mobile hydraulics 
W. F. Driver, general sales manager for 
machinery hydraulics 
W. J. Mocha, sales manager for Tulsa 

Winch division 
R. C. Randall, general sales manager 

for Vickers Electric division 

Advertising 
E. J. Doucet, director of advertising and 
public relations 
ADVERTISING AGENCIES 

Witte & Burden, Detroit—complete hy- 
draulic systems for airborne, industrial 
machinery, mobile and automotive, ma- 
rine and ord pplications, power 
steering-—Paul Witte, account executive. 

Batz-Hodgson-Neu h Advertising 
Agency, St. Louis—for Vickers Electric 
division of Vickers Inc.—magnetic am- 
plifiers, magnetic particle clutches and 
brakes, selenium rectifiers, arc welders, 
servo amplifiers—Charles Hodgson, ac- 
count executive. 

G. F. Sweet & Co., Hartford—for Ma- 
rine and Ordnance Dept., Machinery 
Hydraulics division—complete hydraulic 
systems and equipment for marine and 
ordnance applications—B. E. Burrell, ac- 
count executive. 

Paul Locke Advertising, Tulsa, Okla. 
~—for Tulsa Winch division of Vickers 
Inc.—winches, power  take-offs—Tom 
Tripp, aceount ‘executive. 


NEW HOLLAND MACHINE Co. 
(New Holland, Pa.) 
MARKETING PERSONNEL 
George C. Delp, president and general 

manager 


Sales 
Ralph G. Shinabarger, general sales 
manager 


sales manager for 


gt 


NEW PROFIT FOR 
ADVERTISING 


AGENCIES 


NOW YOU GET 


AGENCY COMMISSION 


15% 


AT WESTERN EMPIRE 


ON ALL DIRECT MAIL SERVICES 


® COUPONING 
® SAMPLING 
® PREMIUMS 


® CONTESTS 
* OCCUPANT MAILINGS 
® REFUND OFFERS 


Western Empire is the only direct advertising organization 
in the country that offers full agency commission on its 
standard high quality service—and at no increase in price! 


DIRECT ADVERTISING COMPANY 


NEW YORK CHICAGO SAN FRANCISCO 
141 East 44th St. 333 No. Michigon Ave. 612 Howerd Si. 
YUkon 6.9633 CEntral 6-2733 GArtield 1.8500 


A COMPLETE DIRECT ADVERTIGING SERVICE 
FROM COAST TO COAST! 


be 


Advertising 
H. Joseph Hull Jr., advertising and pub- 
lic relations manager 
ADVERTISING AGENCY 
J. Walter Thompson Co., New York— 
farm machinery—Ken W. Hinks, account 
executive. 


Standard Brands Inc. 


Standard Brands Inc., New York. 
The 42nd leading national! adver- 
tiser in 1956 spent an estimated 
$16,567,174 in advertising, of 
which $12,567,174 was in mea- 
sured media. The comparable fig- 
ures for 1955 were $12,000,000 and 
$8,828,094. 

Among the products turned out 
by Standard Brands, some of the 
biggest budgets were put behind 
Chase & Sanborn instant coffee, 
Chase & Sanborn coffee, Blue 
Bonnet margarine and Royal gel- 
atin, and Tender Leaf tea. The 
instant coffee was pushed by $2,- 
233,180 in newspapers, magazines 
and spot tv; the regular coffee by 
$1,285,853 in newspapers and 
magazines; Blue Bonnet and Roy- 
al gelatin by $1,042,464 in papers, 


spot tv and network tv; and Ten- 
der Leaf tea by $1,000,972 in 
newspapers, magazines and tv, 
spot and network. Another heav- 
ily promoted product was Hunt 
Club dog food, for which Standard 
put $803,600 into spot television. 
Fleischmann’s gin was backed by 
$487,883 in newspapers and mag- 
azines—and Fleischmann’s Pre- 
ferred whisky by $55,064 in those 
two media. Black & White scotch 
had a magazine and newspaper 
budget of $671,610. 

Standards sales in the first half 
of 1957 amounted to $255,468,199 
and net income was $6,885,446. The 
figures for the first half of 1956 
were $229,157,787 and $6,109,134. 


® Sales last year came to a rec- 
ord-breaking $473,206,728, a gain 
of 18% over 1955’s $400,666,000. 
Net income was 14.5% ahead of 
1955. The ’56 net was $12,094,829 
compared with $10,563,000 in °55. 
The sales gain in 1956 was attrib- 
uted by the company largely to 
greater unit sales and to “eight 
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and a half months’ sales of 
the Clinton divisions.” Standard 
Brands purchased Clinton Foods 
Ine. and its American Partition 
division. These are now operated 
by Standard as the Clinton Corn 
Processing and American Parti- 
tion divisions. The sale, consum- 
mated in April, 1956, was made 
for $58,541,937. 

Clinton Corn is “a major factor” 
in the wet corn milling industry, 
producing corn. starches, corn 
syrups, corn sugars and related 
products. American Partition pro- 
duces fibreboard partitions for 
cartons and containers used in the 
brewing and food industries. 


= In its annual report, Standard 
Brands said “the increase in the 
1956 consolidated earnings re- 
flected primarily the operations of 
the Clinton divisions from date of 
acquisition, Both the grocery and 
institutional divisions operated at 
higher levels, while the bakery 
division, which also showed in- 
creased unit and dollar sales, re- 


Some of the 
Nation’s leading 


advertisers who 


have made. their 
buy on WLW-1! 
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Angel Flake 

Ayds 

B C Remedy 
Butterfield Potatoes 
Colonial Stores 2 
Dream Whip 

Fall City Beer 
Fisher Cheese 
Folger’s Coffee 
Instant Fel’s Naptha’ 


Instant Maxwell House Coffee 


Jello 
Kahn's Wieners 
Kools 
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Kresge Stores 
LaF rance 


Advertising Age, August 19, 1957 


corded lower earnings largely due 
to inventory writedowns in two 
products” (frozen eggs and nut 
products). 

The report said the Fleisch- 
mann Distilling Corp., a subsidi- 
ary, and Standard Brands Ltd. 
(Canada) “operated at record 
high levels in 1956.” Combined 
net sales of all Standard’s uncon- 
solidated international division 
subsidiaries was put at $23,718,- 
646 in terms of U. S. dollars. Com- 
bined income, after provision for 
U. S. and foreign taxes, was $1,- 
194,480. Corresponding sales and 
income for 1955 were $23,877,409 
and $1,472,915 respectively. “The 
lower exchange values of certain 
local currencies more than ac- 
counted for the declines from 
1955,” the company said. 


#In May, this year, Joel S. 
Mitchell, president, said Standard 
Brands’ 
present product lines would give 
the company a gain in earnings 
over the $12,094,829, or $3.48 a 


greater volume sale of 


share, reported for last year. 
Growing volume, he said, would 
resuk from continued population 
growth, high disposable consumer 
income, development of new and 
improved products, expansion of 
Standard’s international division 


and from possible purchase of | 


other businesses. 


s Standard Brands has eight ad- 
vertising agencies, an increase of 
one over last year. The newcomer 
is L. W. Ramsey Co., Chicago, 
which handles Clinton Corn Proc- 
essing products. The other seven 
are J. Walter Thompson Co., Ted 
Bates & Co., Compton Advertising, 
Bisberne Advertising Co., Wildrich 
& Miller, Raymond Spector Co. and 
the L. H. Hartman Co. 

Standard consolidated its ad- 
vertising department, effective 
June 1, this year, and now has 
all product managers clearing 
through D. B. Stetler, vp and ad- 
vertising director. In December, 
last year, Standard announced it 
would sponsor an alternate week 


segment of “Queen for a Day” for 
52 weeks beginning Jan. 8, 1957. 
“Queen” is seen over the Nation- 
al Broadcasting Co. tv network. 


ADVERTISING EXPENDITURES 


1955 1956 

Newspapers .......... § 2,884,460 § 2,963,542 

gazi 3,753,312 4,164,387 
Farm Publications 184,266 220,949 
Busi Publi 384,400 482,800 
Network Television 1,551,016 2,899,611 
Network Radic ..... 53,964 
Spot Television .... 1,512,780 
8 EEE 196,676 323,105 

Total Measured 8,828,004 12,567,174 
Total Unmeasured 3,200,000 4,000 000 


Estimated Tetal 
Expenditure ... 12,000,000 16,567,174 
MARKETING PERSONNEL 
Sales 
A. R. Fleischmann, general sales manager 
Advertising 
D. B. Stetler, vp and director of adver- 
tising 
Lucien Perona, advertising manager, 
Fleischmann Distilling Corp. 
Fuller D. Baird, sales promotion man- 
ager, Special Products division 
Industrial Relations 
Charles Gildea, director 
ADVERTISING AGENCIES 
J. Walter Thompson Co.—Fleischmann's 
Foil yeast, Active Dry yeast (consumer 
advertising), Tender Leaf tea, Royal 
nuts, Fileischmann’s Yeast, Diamalt, 


141 


Fleischmann’s frozen eggs gS baking | pany in the U.S., and the nation’s 


powder, margarine short 
B. Dobbs, account supervisor; 
Donald, account executive. 

Ted Bates & Co.—Blue Bonnet mar- 
garine, Hunt Club dog foods, Royal pud- 
dings and gelatin, Fleischmann’s gin and 
whiskies—Clifford N. Parsells, senior 
group head; Allen M. Whitlock, account 
supervisor. 

Compton Advertising—Chase & San- 
born coffee and instant coffee, grocery— 
Olin Saunders, account supervisor. 


R. Me- 


Bisberne Advertising Co., Chicago— 
Ethical advertising—Marcus Bernstein, 
account executive. 


Wildrick & Miller Inc.—Diastafor de- 
sizing agent, Fleischmann’s Irradiated 
Yeast for animals—S. Donald Wildrick, 
account supervisor. 

Raymond Spector Co.—bulk pharma- 
ceutical and malt department of special 
products division—Bert Schwartz, account 
supervisor 

L. H. Hartman Co.—Fleischmann’s 
Black & White scotch, Churchill Ken- 
tucky bourbon. 

L. W. Ramsey Co., 
Corn Processing Co. 


Standard Oil Co. 
(Indiana) 


Standard Oil Co. (Indiana) is 
the ninth largest industrial com- 


Chicago—Clinton 


Libby Pineapple 
Manchester Hosiery 
Marlboro 

Max Factor 
Nu-Maid Margarine 


O'Keefe & Merritt Ranges ot be Tea 
t Paints e 
abies ae Vermont Maid Syrup 
Viceroy 
Philip Morris te 
Phillip’ ’g Milk of Magnesia W iedemann Beer 
Post Cereals Wilson Milk 
“ Wonder Bread 


Profile Bread 


Puffin Biscuits 
Saraka 
Serta Mattress 

Sheer Magic 
Slenderama 
Stokely-Van Camp 
Swans Down Cake Miz 


famous 


vised in COLOR! 


Stand By! WLW-1.. 
of the famous Crosley Group is ready to throw 
the switch and go on the air in Indianapolis! 
And, already, many sponsors have signed up 
on WLW-I for these good reasons: 


WLW-I Top Programs — Full ABC Network 
affiliation with the finest programs. PLUS 
Crosley originating programs like the one- 
and-only Ruth Lyons 50-50 Club and the 

“Midwestern Hayride,” both tele- 


. live-wire new member 


WLW-I Top Audience — Top programs mean 
top audience. So WLW-1 will be packing 
in a full house of TV audience to really bring 
home the business for sponsors — like the 
other Crosley Stations. 


WLW-I Top Promotion — Crosley's exclusive 
promotion department is turning on the 
current all over to cover the trade fronts 
with mighty unmatched merchandising — 
tying in products, programs, personalities. 


So it's no wonder a long list of sponsors has 
already signed up on WLW-1 in Indianapolis. 


Get your products on WLW-I .. . NOW! For 
your best buy . . . best buy WLW-I! 
newest member 
of the famous 
Crosley Group 
LW- 
indianapolis 


MAXIMUM POWER/ MAXIMUM TOWER 


channel 13 


Full ABC Network Affiliation 

Sales Offices: New York, Cincinnati, Chicago 
Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco « Bomar Lowrance & 
Associates, inc., Charlotte, Atianta, Dallas 


Crosley Broadcasting Corporation, a division ot Mveo 


40th largest advertiser. Its total 
promotional expenditures during 
1956 are estimated at $17,500,000, 
of which $8,220,177 was in meas- 
ured media. Of this total the par- 
ent company accounted for about 
$11,000,000, or more than 60%, and 
most of the remainder was as- 
signed to American Oil Co. Of the 
measured total, the largest seg- 
ment ($2,700,000) went into out- 
door, with newspapers getting the 
next largest slice ($2,200,000). 


Flas's a hand-picked audi- 
ence of *342,468 BUSINESS 
AND CIVIC LEADERS, key 
executives, Owners, part- 
ners, corporate officials, and 
directors of boards who 
have a lot to say about the 
actual selecting and buying 
of equipment, supplies, and 
services. In fact 90% of Ro- 
tarian subscribers have the 
authority to buy, select or 
approve purchases in their 
firms and 67% participate 
in planning company poli- 
cies and programs. 


Business leaders, yes, but 
many also participate 
COMMUNITY OR CIVIC 
ACTIVITIES, serving on 
various community boards 
and on national, state, or 
local planning or governing 
bodies. By exposing these 
leaders to your advertising 
message, the purchase of 
your product or service for 
civic or community use will 
surely be influenced. 


In their PERSONAL LIFE 
Rotarian subscribers have 
high annual incomes, size- 
able real-estate investments 
in homes, resort or country 
homes, farms and in income 
producing properties. They 
definitely can afford to buy 
the luxuries of gracious 


living. 


Through THE ROTARIAN’s 
Spanish language counter- 
part REVISTA ROTARIA, 
your advertising can reach 
“39,889 business and civic 
leaders who really count in 
Latin American affairs. 


Impressive sales are made 
through both publications 
because their circulation 
reaches executives who 
formulate policies, pro- 
grams, approve budgets 
and make final purchasing 
decisions. 


*(ABC) Circulation—Dec. 56 Audit. 


For complete facts write: 


"Rotarian 


1600 Ridge 


Evanston, 


Avenue 
Illinois 
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Spot television accounted for $1,- 
700,000, and network tv for an 
additional $845,000. The 1955 total 
is estimated at $16,000,000, of 
which about $12,000,000 was in 
measured media. 

The company, like other oil 
marketers, is a huge user of point- 
of-sale materials. The parent com- 
pany alone currently is spending 
almost $1,000,000 annually on 
p-o-p and window display mate- 
rial—and this figure includes only 
“temporary” materials; permanent 
identification signs, standards, etc., 
are not included. 


= Last year, Standard and its sub- 
sidiaries set a new income record 
of $1,911,540,141 for the consoli- 
dated company. This compares 
with $1,813,954,015 in 1955 and 
$1,318,000,000 in 1950. Net earn- 
ings in 1956 were $149,431,710, 
down somewhat from the record 
1955 figure of $157,117,828, which 
included $9,235,000 of non-recur- 
ring profit from the sale of an oil 
property interest. 

Standard Oil was incorporated 
in 1889 and, until the dissolution 
of the Standard Oil trust in 1911, 
it was solely a refining and mar- 
keting company selling in 10 states. 
Since that time, the company has, 
like other large petroleum compa- 
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nies, spread itself physically until 
it now operates in all 48 states 
either under the Standard label 
or that of one of its subsidiaries. 
The company has also moved into 
related areas such as petrochemi- 
cals, natural gas and TBA (tires, 
batteries and accessories) . 

In line with other major oil 
marketers, Standard has been mov- 
ing toward a widespread brand, 
which in this case may ulti- 
mately make the Amoco brand 
nationwide. At any rate, Ameri- 
can Oil Co. (Amoco), which is a 
Standard subsidiary covering the 
Eastern seaboard from Maine to 
Florida, last year absorbed Pan- 
Am Southern Corp., which previ- 
ously covered six south central 
states and (somewhat sketchily) 
four southwestern and western 
states. The Utah Oil Refining Co. 
(Utoco) markets in five north- 
west states. 


® Standard is the fifth largest U.S. 
petroleum company. The consoli- 
dated company produces about 4% 
of the country’s oil, refines and 
markets about 8%, and its pipe- 
line movement represents about 
16% of the total. 

“Primary consideration is being 
given to establishing new outlets 
in newly developed trading areas, 
to rebuilding outdated stations at 
locations that have long-range 
profit possibilities, and to retiring 
older outlets whose volume poten- 
tial has been adversely affected 
by changing traffic patterns,” the 
company’s 1956 annual report says. 
In terms of numbers, retail out- 
lets served have remained re- 
markably stable in the past 10 
years, although gasoline sales have 
increased about 80% in that time. 
In 1956 the company served 29,980 
outlets, compared with 30,140 the 
year before and 30,370 in 1946. 

Most important marketing move 
of the parent company during 1957 
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has been the introduction of a 
new super-premium gasoline, Gold 
Crown, with a huge promotional 
splurge in the spring heralding 
“the big change.” 


Earlier this year Standard re- 
organized nine wholly-owned 
affiliates into four operating com- 
panies, and the crude oil purchas- 
ing activities of three former sub- 
sidiaries into a fifth company. One 
of these new organizations, Amoco 
Chemicals Corp., became a busi- 
ness paper advertiser shortly after 
its formation. Standard also ac- 
quired Schrock Bros. Co., a fer- 
tilizer company at Congerville, Ill. 
It went out of the candle making 
business after 60 years, selling its 
manufacturing equipment and in- 
ventory to Candle-Lite Inc., Cin- 
cinnati, at year end. 

Last year the company elected 
two new exec vp’s: John E. Swear- 
ingen, who is responsible for co- 
ordinating the activities of six 
principal subsidiaries; and Robert 
C. Gunness, who directs and co- 
ordinates activities of the parent 
company’s manufacturing, sales, 
and supply and transportation de- 
partments. 


® Over-all, the company’s $8,220,- 
177 advertising expenditure in 
measured media in 1956 broke 
down as follows: 


Newspapers 
Magazines 
Farm Publications 
Business Publications ... 
Network Television 
Spot Television 
Outdoor 
*Total Measured oo... 8,220,177 
*In addition, $600,000 went inte spot radie, 
not measured. 


PARENT COMPANY 
MARKETING PERSONNEL 
(Chicage) 

Dwight F. Benton, sales vp 
A. C. Sailstad, general manager 
W. H. Miller, assistant general manager 
for advertising and promotion 
J. W. Ross, assistant general manager at 
large 
Public Relations 
Don Campbell, director 
Advertising 
Wesley I. Nunn, advertising manager 
Clare Wolf, assistant advertising manager 


ADVERTISING AGENCIES 
D’Arcy Advertising Co., Chicago—prod- 
ucts and services—W. C. Edwards, vp; 
Kent Lee, account executive. 
Batten, Barton, Durstine & Osborn, 
Chicago—institutional—H. H. Haupt, ac- 
count executive. 


ADVERTISING EXPENDITURES 
1955* 1956 


a $1,870.732 $1,750,835 
Magazi 1,100 12,930 
Farm Publications ... 331,421 405,190 


Business Publications 285,000 342,900 
Network Television 476,723 170,354 
Spot Television .......... 1,247,170 
Network Radie ............ 684,979 
GBB SOE  ceccceesessecececscencceee 1,014,237 973,649 
Tetal Measured 4,652,282 4,903,019 
Total Unmeasured 6,347,718 5,996,981 
Estimated Total 
Expenditure ........10,000,000 10,900,000 


*Some 1955 figures include expenditures 
for subsidiaries which were not separate- 
ly reported in 1955. 


AMERICAN OIL CO. 
(Including Pan-Am Southern 
Corp.) 

MARKETING PERSONNEL 

T. A. Aldridge, marketing vp 
Public Relations 
James Haskins, director 
Advertising 

George M. Glazier, advertising and sales 

promotion manager 

ADVERTISING AGENCY 

The Joseph Katz Co.—products and 
services—John T. McHugh, account ex- 
ecutive. 


ADVERTISING EXPENDITURES 


1956* 
Newspapers $ 442,215 
Magazi 660 
Network Television  ..........6.06 682,284 


Spot Television 
Outdoor 
Total Measured 
Total U d 
Estimated Total 
Expenditure 


UTAH OIL REFINING CO. 
(Salt Lake City) 
MARKETING PERSONNEL 

P. L. VanderJagt, sales vp 

Blaime M. Pack, general manager of 
marketing 

K. K. Crandall, manager of bulk sales 

J. Leon Anderson, consumer sales man- 


ager 
R. H. Castleton, reseller sales manager 
ADVERTISING AGENCY 
Gilham Advertising Agency, Salt Lake 
City—products and services—M. C. Nel- 
son, account executive. 
ADVERTISING EXPENDITURES 


1956* 
Newspapers S$ 10,686 
Spot Temevishem ooccccccccccccrrem 26,180 
Outdoor 43,254 
Total MeasUTed nooo 79,120 
Total U ed 
Estimated Total 
BEX POmGNe re aie ccccccccesessevsveeerneee 300,000 


*Figures for 1955 were not broken down 
separately for these subsidiaries. 


Standard Oil Co. 
(New Jersey) 


Standard Oil Co. (New Jersey), 
the 37th largest national advertis- 
er, invested an estimated $18,696,- 
000, in domestic advertising in 
1956, compared with an estimated 
$14,000,000 in 1955. Of the 1956 
total, an estimated $16,406,000 
was spent by Jersey Standard’s 
three principal marketing affili- 
ates, Esso Standard Oil Co., $13,- 


000,000; Humble Oil & Refining 
Co., $2,710,000, and Carter Oil Co., 


Popular S« 
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$696,000. The parent company 
spent about $1,200,000 in 1956. 
Measured media last year account- 
ed for $8,453,033. 

The considerable increase in the 
company’s advertising outlay in 
1956 as compared to the previous 
year was due principally to the 
acquisition of the Pate Oil Co. in 
Wisconsin, and Oklahoma Oil Co. 
and Perfect Power Corp. in the 
Chicago area—all three operating 
a total of 263 service stations. 


@ Jersey Standard, which this 
year marks its 75th anniversary, 
is the world’s largest oil company. 
Gross revenues were $7,281,883,- 
000 in 1956, a gain of $866,998,000 
or 14% over 1955. Consolidated 
net income for 1956 was $808,535,- 
000, reflecting a similar gain over 
1955’s earnings of $709,310,000. 
Significantly, in 1956, only 26.9% 
of Jersey Standard’s net profits 
were derived from United States 
operations. The U. S. net was 
$217,592,000, other Western Hem- 
isphere operations, $412,829,000, 
and Eastern Hemisphere activities, 
$178,114,000. 

Revenues in the first quarter 
of 1957 outpaced the same period 
last year, with revenues hitting 
$2,043,000,000, and in the like pe- 
riod last year, $1,730,000,000. Con- 
solidated net earnings mirrored 
the same picture: $237,000,000, up 
from $205,000,000. Nearly 40% of 
Jersey Standard’s net in 1956 
came from the Creole Petroleum 
Corp., the company’s Venezuelan 
affiliate. 


® The Jersey companies, a vast 
grouping of more than 50 affil- 
iated companies, marketing in 37 
countries, spent $38,552,000 on ad- 


‘ago | Vertising during 1956. The over-all 


estimated budget for 1957 is ex- 
pected to run about $41,000,000. 
Each of the affiliated companies 
operates with considerable auton- 
omy, the parent company func- 
tioning only in an advisory and 
coordinating capacity. Although 
there is central coordination of ad- 
vertising procedures through the 
office of Richard Hildreth, Jersey 
Standard’s advertising and mar- 
keting coordinator in New York, 
the actual spelling out of adver- 
tising plans is left up to the indi- 
vidual affiliates. Much of the 
advertising materials used and 
developed by the Esso Standard 
affiliate is filtered out to Jersey 
Standard’s affiliates all over the 
world, through the office of the 
advertising and marketing coor- 
dinator. Advertising seminars are 
frequently used, like the one re- 
cently concluded last month in 
Brussels. The parent company, 
which serves in an advisory ca- 
pacity as far as marketing is con- 
cerned, does no marketing itself. 


s Jersey Standard’s most impor- 
tant domestic marketing arm is 
Esso Standard, which markets in 
18 states on the East Coast and 
in the South, from Maine to Lou- 
isiana and Arkansas. The two 
other principal marketing affil- 
iates are: Humble Oil & Re- 
fining, Houston, (88% Jersey- 
owned), which markets in Texas 
and in 1956 moved into the New 
Mexico area, and Carter Oil, Tulsa 
(100% Jersey-owned), which mar- 
kets in eight states west of the 
Dakotas and heavily in the Pacific 
Northwest. Carter this spring 
moved into Oregon for the first 
time, opening up in the Portland 
area on a large scale. Considerably 
greater expansion in this area is 
expected for Carter in the next 
few vears. 

Esso Standard is by far the 
largest domestic marketing arm of 
Jersey Standard, spending about 
two-thirds of the company’s U.S. 
ad expenditure. Esso’s expendi- 
ture in 1957 is expected to run 
about 5% ahead of 1956’s $13,000,- 
000 figure. 

In 1956 Jersey Standard’s do- 
mestic affiliates produced 5% 


more crude oil, manufactured 5% 
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more refined products and in- 
creased sales 5% over 1955. 


s Esso Standard’s sales for 1956 
were up 11%, hitting a new high of 
$1,921,000,000 as compared to the 
previous year’s $1,734,000,000. Sales 
in 1950 were $1,424,300,000. Net 
profit in 1956 was $60,200,000, 
compared with a net in 1955 of 
$42,000,000, just short of a 50% 
increase, Sales volume increased 
more than 4% from 315,000,000 
barrels in 1955 to 328,000,000 in 
1956. 

Esso Standard introduced a 
third grade of gasoline in 1956— 
Golden Esso Extra, a 101+ super 
premium—which made Esso the 
first three-grader in the petro- 
leum industry. Cities Service and 
Gulf have now joined the ranks 
of the three-graders, while the 
majority of companies have main- 
tained the two-grade system. The 
multi-grade hassle was started in 
the winter of 1955, when the Sun 
Oil Co., Philadelphia, said it would 
introduce five grades throughout 
its 20-state marketing area. Gold- 
en Esso Extra accounts for about 
10% of Esso Standard’s 1956 sales. 

Esso, which has 23,000 dealers, 
expanded its dealer training ac- 
tivities in 1956, with the estab- 
lishment of the Central Esso Re- 
tail School at Lyndhurst, N. J., 
where instructors are trained to 
staff the 50 district retail schools 
planned by Esso. About 30 of these 
schools are expected to be in op- 
eration by the end of 1957. 


s Humble this year introduced 
Golden Esso Extra into its two- 
state marketing area. Total sales 
of the company increased by 7% 
from 918,000,000 barrels in 1955 to 
986,000,000 in 1956, while the 
number of Humble’s retail outlets 
grew in the same period from 2,- 
683 to 2,739. Humble continued to 
expand into New Mexico, and the 
Trans-Pecos area of Texas in 
1956, with Humble products avail- 
able as far west as Farmington, 
in the northwest corner of New 
Mexico. 

In 1956, Humble’s income rose 
2.3% to $179,000,000, compared 
with $175,000,000 in 1955. Humble, 
which was organized in 1917 and 
that year produced 8,800 barrels 
of crude oil, is today the largest 
producer of crude oil in the U.S., 
averaging 371,000 barrels daily 
and topping 1955’s 357,000 barrels. 
Assets rose from $1,323,200,000 in 
1955 to $1,433,000,000 in 1956. 


Carter Oil Co., whose operations 
were improved in 1956 by the in- 


creased market demand in the 
Mid-Continent and Rocky Moun- 
tain area, increased its production 
14% over 1955 to 65,000 barrels 
daily. The company considerably 
increased its marketing area dur- 
ing the year, entering western 
Washington and Oregon. Carter’s 
product sales set a new record, 
up 5%. Carter operates about 700 
stations in nine states. 

Jersey Standard’s oldest affil- 
iate, Gilbert & Barker Mfg. Co., 
introduced its new “Sales-Maker” 
gasoline pump, which is gaining 
wide acceptance in service sta- 
tions. 

Imperial Oil Ltd., Jersey Stand- 
ard’s Canadian affiliate, increased 
its production from 108,000 barrels 
daily in 1955, to 119,000 barrels 
daily in 1956, while its product 
sales in the same period were up 
about 10%. In the spring of this 
year, the company moved into 
a new 19-story office building in 
Toronto, 

Esso Standard during 1956 in- 
creased its newspaper and maga- 
zine advertising. The present na- 
tional magazine campaign was 
begun in the fall of 1955, and 
emphasizes an Esso research cam- 
paign. It is currently running in 
Fortune, Look, The Saturday Eve- 
ning Post and Time. The ads are 
full-page, four-color. In the fall of 
1956, Esso, in its 18-state market- 
ing area, has been running a half- 
hour spot television show, “Gold- 
en Playhouse,” which resumes 
this fall. Esso Standard is cur- 
rently running a campaign in 146 
business publications. 


® Esso currently is sponsoring 
local newscasts on 32 television 
stations, totaling more than half 
of Esso’s television advertising. 
Since last fall, Esso has been 
sponsoring “Golden Playhouse,” 
over 47 television stations, most 
of which do not carry the news- 
casts. The half-hour film presen- 
tations are bought from Official 
Films. 

Humble Oil is a heavy user of 
spot television and spot radio in 
its marketing area. For the last 
five years, the company has spon- 
sored the weekly television show, 
“Texas Review,” and during the 
past 22 years it has sponsored 
broadcasts of Southwest Confer- 
ence football. 

Carter spent its television budg- 


hen you think of CM&H 
you think of fine color engravings 
for letterpress reproduction. Now 


you can add a second thought (and 
save yourself time and trouble) 
by thinking of CM&H Gravure. 


COLLINS, MILLER & HUTCHINGS, INC. 


America’s Finest Photoengraving Plant 
now equipped for Letterpress and Gravure 


et of $200,000 last year mainly 
for newscasts. It is now using 
spot tv heavily in the Seattle area 
after the opening of 35 stations 
there since Jan. 1. 

McCann-Erickson continues to 
handle all advertising for Jersey 
Standard, as it has done for about 
40 years. 


ADVERTISING EXPENDITURES 
(In percentages) 
965 


NOWSPRPOTS onncccccccecceceeeeennes 23.74% 26.82% 

(Inel. supplements) 
Magazi 1.23 4.83 
Farm Publications Oy 37 
Business Publications ...... 1.4 131 
Network Badie Qn. 2.24 .% 
Spot Television ..... wh Al 15.75 
eee --h®.65 9.02 

Total Measured . «e885 68.85 
Point-of-Sale _......... <1 08 6.04 
Spot Radic ...... 12.99 10.22 
Direct Mail ... 4.37 2.94 
Merchandising —_ 1.35 1.78 
Co-op apprepriation ...... 37 64 
Road Maps-Touring 

DOR CRED | cccicctectinsetinganinhiteed 11.86 10.07 
(Other-teleph . 4.12 9.45 

teries, motion pictures, 

consumer and reseller 

publications and miscel- 

laneous) 

Total Unmeasured ........46.15 41.15 

ADVERTISING EXPENDITURES 


(in Dollars) 
In dollars, it is estimated that ad expen- 
ditures would work out something like 
this, working from a $9,450,000 base in 
1955 and a $13,000,000 base in 1956. 


1955 1956 
NOWSPOPOTS oon $2,243,430 $3,486,600 
ee 116,235 627,900 
Farm Publications . 8,505 48,100 
Business Publications 140,805 170,300 
Network Radio ........... 211,680 97,500 
Spot Television ........ 1,361,745 2,047,500 
a 1,006,425 1,172,600 
Total Measured .... 5,088,825 7,650,500 
Point-of-Sale _............. 1,048,005 785,200 
Spet Radio 1,328,600 
Direct Mall . 382,200 
Merchandising Mat. 127,575 232,700 
Co-op Appropriation 34,965 83,200 
Road Maps—Touring 
eee 1,120,770 1,308,100 
Others—see above .... 389,340 1,228,500 
Total Unmeasured 4,361,175 5,349,500 
Estimated Total 
Expenditure .......... 9,450,000 13,000,000 


ESSO STANDARD OIL CO. 
MARKETING PERSONNEL 

John A. Miller, general manager—mar- 
keting 

Robert O. Goodykoontz, assistant general 
manager 

Charles W. Bohmer Jr., northern regional 
manager of marketing 

Herbert R. Dowd, southern regional man- 
ager of marketing 

Advertising 

Robert M. Gray, advertising and 
pr tion 

Wilson N. Farlie, assistant manager 

Verne G. Carrier, assistant manager 


ADVERTISING AGENCY 

McCann-Erickson, New York—all prod- 
ucts—G. Lester Williams, management 
service director; Robert Cole, group 
head; Carl Everett, senior account exec- 
utive; Raymond Bauer, account execu- 
tive, (outdoor); Gus Fiedler, account ex- 
ecutive (print); Joe Powers, account ex- 
ecutive (television and radio); Larry 
Ss t tive (tv and radio); 
and Carl Smith, Foster Wich, and Ray- 
mond Williams, account executives (sales 
promotion). 


sales 


CARTER OIL CO. 
(Tulsa) 
MARKETING PERSONNEL 

John M. Sprague, vp, marketing and 

manufacturing, Billings, Mont. 
Cc. D. “Colonel” Hill, manager of market- 

ing, Billings 
J. R. Fleming, sales ager, Seattle 
S. M. Mitchell, sales manager, Denver 
Carl B. Yantis, merchandising manager, 

Billings 


Advertising 
F. Van Iderstine, advertising 
Tulsa 


ADVERTISING AGENCY 
McCann-Erickson, Chicago—all products 
—Tom Menaugh, account executive. 


ADVERTISING EXPENDITURES 


manager, 


1956* 
Newspapers --§ 360,000 
Radio Spot ..... -»- 40,000 


Spot Television 
Outdoor 

Magazines 
Sales promotion 


Travel Aids, MOS cece 


House Organ 
Estimated Total Expenditare ........ 
*Estimated totals 


HUMBLE OIL & REFINING CO. 
(Heuston) 
MARKETING PERSONNEL 
Harry W. Ferguson, vp in charge of sales 
and refining 
Sales 
Frank A. Watts, general sales manager 
Roy M. Stephens, assistant general sales 
manager 
Choycex Allison, manager of retail sales 
J. W. Austin, manager of wholesale sales 
Advertising 
G. A. Mabry, manager, advertising and 


public relations 
A. B. Penny, assistant manager, advertis- 
ing and public relations 
ADVERTISING AGENCY 
McCann-Erickson, Houston-—all prod- 
ucts—Joseph B. Wilkinson, account exec- 
utive. 


ADVERTISING EXPENDITURES 


1956* 

Newspapers $ 500,000 
Outdoor 350,000 
0 LS ee 600 000 
Spot Radic 760,000 

(inel. Texas Network) 
Point-of-Sale, direct mail, 

tourist MAPS, CFC. cecccccne 00,000 

Total Estimated Expenditure ... 2,710,000 


Sterling Drug Inc. 


Sterling Drug Inc., New York, 
is the nation’s 27th largest adver- 
tiser, with 1956 estimated adver- 
tising expenditures of $21,000,000, 
of which $16,455,986 was in meas- 
ured media. In 1955, the drug 
giant was estimated to have spent 
$17,000,000, including $7,485,377 in 
measured media. In 1957, Sterling 
may spend around $22,500,000 in 
the U.S. in advertising. 

Its sales have been at record lev- 
els. For the first six months of 1957 
it reported a gross of $94,660,071 
and a net of $8,774,444. In 1956, its 
sales were $177,731,000, and its net 
$16,919,000. The company elimi- 
nated Argentina and Chile earn- 
ings and sales from its reports 
starting in 1955, but its progress 
is evident from these facts: 1955 
sales were $166,931,000, against 
$138,727,000 for 1950; earnings 
moved to $15,684,000 in 1955, up 
from $13,482,000 in 1950. 

Sterling Drug operates 40 sub- 
sidiaries and divisions, and has 44 
manufacturing plants and 12,351 
employes world-wide. While it 
doesn’t break down its sales on a 
product basis, it says its 1956 sales 
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were divided as follows: me- 
dicinal preparations, $138,778,048 


(78.1%); industrial products, $21,- 


864,469 (12.3%); and household 
and toilet articles, $17,088,954 
(9.6%). 


= The heart of its consumer mar- 
keting operations in the U. S. is the 
National Brands Division, formed 
last year by merging three sub- 
sidiaries (The Bayer Co., The Cen- 
taur-Caldwell Co., and Chas. H. 
Phillips Co.) Chairman James Hill 
placed the advertising of this di- 
vision at more than $15,000,000 in 
1956, and reported to stockholders 
that it showed “satisfactory sales 
increases.” Other divisions—not- 
ably pharmaceutical products and 
industrial products—also showed 
significant gains, he said. 

The company acquired d-Con 
Co., Chicago, in January of this 
year. The acquisition is the world’s 
largest rodenticide maker. 

Among the new products is Bay- 
er Nasal Spray, scheduled for 
national introduction this fall, 
through drug stores. 

The company’s top brand is still 
Bayer aspirin, but its leadership 
has been challenge: by Bristol- 
Myers’ Bufferin, and Bufferin may 
top it in food and drug stores on a 
dollar volume basis, although Bay- 
er probably leads in units and is 


L baal vis E s — 
SAN FRANCISCO CENTRAL TOWER 


Ar Director Hal Florian has never seen the 


inside of an ivory tower. 


Even in his most imagi- 


native conceptions, Hal never loses contact with 
the customer. How can he, when his second story 
office at Anderson & Cairns overlooks and over- 
hears one of the city’s busiest marketplaces! Hal 
is a welcome paradox on our A & C creative team 
—an artist in a business suit, a businessman at a 
drawing board. Now in his tenth year with A&C, 


Hal is art director for 


an impressive array of 


accounts—Union Carbide’s DYNEL, Lee Hats 
and Sacony Apparel, to mention a few. Hal also 
finds time to act as second in command of our 
12-man art squad. And nights, in between award 
framing, Hal teaches advertising layout at the 
commercial art mecca of the East, Pratt Institute. 
Anderson & Cairns’ art directors, such as Hal 
Florian, are the shortest distance between you 
and your customers. Call Jack Cairns for an intro- 
duction today: the number is MUrray Hill 8-5800. 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


130 East 59th Street 


« New York 22,N.Y. 


So aieing = * bt, Mihai Re cares, VR ee i ee. Se” | ee oe rt rl cr eT i a 5 ‘ages ee eee Coe NGL ete Sh Rie rede et Ss ge gt, AM 
para dest cn ee £ po ead eA hi reel - i oar in ae a ain Sepak wiecthba Sette ees as 4 \ pcm 
: : Niece eM IE 2 ESPN cca. |g ER NRT RRR See NS eS eee RE RE RIS TA ak ee ee ee ee ae : et eee ee Aue apy ints cee Ta a 
ee age eae oe Z pre ees oo ge | yg ane nr NT er ee ia Ne thea een oe ee eee Oe tN Er aR a . Reg eae ee lesan eae ie ‘tee fe ea) ee 
aha a4 ie Oe ae Oe OREO geet Sea ey eet np a oe ne) OES Ri SRNR eae Shep ete ee as ie cok bl Bimges gee = SSMS ae + ae 
cat ae Fisica c* Spee Wee ts : EE eM 2 SR Rg ee aie merece eigenen TLE oe eC ye OEE aK ty git ROU ae ayn cacao) Stee Su Fie Si VERSE mies fj Lape ae ace ‘ cE: ee 
ae ‘A ARMORE So = pies i ge ahs ae ee Ait geees SOE etiods 4» rane RN i ein rp i yee a ae ti o ae oir ea — 7 oi 
' ; 
8 
q ‘i ee 
ee 
‘ f Lit. 
= 
ee 
ny ee] | 
~ 
| a 
ee | Le 
- 
a. . 
Po ae 
+ ie 
' ‘ 
oe 
ah) 
: oo 
. 2 * 
™ 
eee 
; oe 
ae a 
r 
Oat 
sg 
. Ree 
. SS ee 
SIMPSON-REILLY, LTD. 
tn Pea Gia” “Ae a 
* 4 PEF e J : ‘ ; f 
Gee ae ee 2 peel, ee 
Se ee a bil se ane 
r Pra 
TT : 
. seach 
| | = 
| aii 
; 
dA 2 
iw 
inv 
oS. 
LLL i ‘ 
' 
Aa 
Po te 
hl 
| es reg 
| tag 
: ; 
be o | 
e eo | i 
a e* | ae 
ss AEN Bees ip 
‘ . ~~ 
: ." Ce 
ae < 
ae 1 eae ae 
eon e 
: at eee . ea ca: 
es eS =: ae 
Soe ale . y ' 
aa) Se ~~ alee 
_ Pid cece sate Re Bjoae : 
ee ge asd Ree | 3 
Lee RSE ye ee ‘ 
. ie ID >: ic aries * 
e ee, as ni, Ae | es 
as . Pe pee ae ue Bi 
° ag. Bie ae 
VS oy ates | a) ie aan | | il 
e eS a meee | | 
RS is AR te age ; 
. Pn, RR re go Fe ge Se ES: ‘ 
en ee Sr faa I es eee 
| FE eda fe SR ee koe heey . 
RSE ree Pvc 
ee + Ay a ee 
Li i ies oi oe : 
bene.) ene. ‘ 
‘ ; 
° po : 
. a. e | 
e «a sail ve 200,000 é 
. I a 4 
, | SY teen 33. oon a, ‘ 
s weve 6,000 
a1 e ; ; e 
West ako a : 6. | 
; = | | 
: ; 
ee : a pata eee ee ae ee : ae ee ; te ; : ; re 
: ee ee ee sities det aan ee ’ aati ee ree Re ere en eg oa eee ee (ee ae ees 
: yf 28 ee es eee, ee vs ag pee ed Pe rs Sait ae (eee wre aa ts oes rad ‘ple SB apebagt. ; 7 AGT har. en eee Reni: ait : ie peony owe +3 
sien: 5 ' pam Sole ORAS Gaeta oie raat ty ce anaes ae 7 OE at em ere nakaten Bese ares ; Eg 8 ae oe oN So aca ST a a Ber oe 
: SrA : ee hy nee wee oe ae eee GA ee PA Dieses ae ee ae, ; Bi MN ‘= oe wd ea a cul ae He a ; Se RD ess 
ac” ea Se alt al eek 13 COO eis SBME AOSD ie eee a ele ee OY ee ti Se tl ne Gen) neal BR wees cor le me aie Seaman son mre SL SF oe rg ee 


144 


sold by a startling variety of re- 
tail outlets. 


= It is probably indicative of the 
booming drug business that the 
company’s research laboratories 
dedicated in 1950 are now inade- 
quate, and that new plans call for 
expansion of the lab staff from 340 
to 500 scientists. Like many an- 
other company, Sterling is diver- 
sifying, including explorations of 
the Zimmerman process to dispose 
of sewage sludge. It has agreed 
with the Metropolitan Sanitary 
District of Greater Chicago to 
build and operate a pilot plant at 
Chicago’s West-Southwest Treat- 
ment Works, the first test of the 
process outside the laboratory. 

In a drug company whose prin- 
cipal consumer products are pro- 
prietary, top management is close 
to marketing. In Sterling’s case, 
this means that James Hill Jr. and 
J. Mark Hiebert, respectively 
chairman and president, are close 
to the marketing problem, and 
that four of the seven vp’s of the 
parent company (Messrs. Ergen- 
zinger, Clark, Burns and Cooke) 
are directly concerned with the 
major marketing segment, the Na- 
tional Brands division. 


U. 8. ADVERTISING EXPENDITURES 
955 956 


Newspapers $2,518,287 
Magazines - 2,115,430 
Farm Fublications . 138,028 
Business Publications 222,200 
Network Television 1,414,613 2,638,741 
Spot Television .......... 8,823,300 
Total Measured .... 7,485,377 16,455,086 
Total Unmeasured 8,067,527 4,544,014 
Estimated Total 
Expenditure ...... 17,000,000 += 21,000,000 


NATIONAL BRANDS 
DIVISION 
(New York) 
MARKETING PERSONNEL 
J. Negley Cooke Jr., vp, marketing and 
sales promotion 


Sales 
J. Burns, vp, sales 
. E. Doolittle, divisional sales vp 
E. Gray, divisional sales vp 
H. D. Nitchie Jr., divisional sales vp 
R. L. Steenrod, divisional sales vp 
F. M. Deakins, divisional sales vp 


Advertising 
O. W. Ergenzinger, senior vp 
Stanley I. Clark, senior vp 


ADVERTISING AGENCIES 

Carl S. Brown Inc., New York—Dr. 
Caldwell’s Syrup, Fietcher’s Castoria, 
Z.B.T. baby powder—Carl S. Brown, Sam 
Gill. 

Compton Advertising, New York—Fiz- 
rin instant seltzer, Haley's Boostered 
aspirin, Instantine—James Walker (Fiz- 
rin) and Arthur Mountrey (Haley's and 
Instantine). 

Dancer-Fitzgerald-Sample, New York— 
Bayer aspirin, Dr. Lyon's tooth powder, 
Energine products, Haley's M-O, Mulsi- 
fied Cocoanut Oi] Shampoo, Phillips’ 
products and Pepsamar—George C. Tor- 
mey, account supervisor; A. W. Spence 
Jr., account executive. 

Thompson-Koch Co., New York—Cam- 
pho-Phenique, Double Danderine, Iron- 
ized Yeast, Midol, Molle shave creams, 
Jayne's Vermifuges—Robert MacNell, su- 
pervisor. 


WINTHROP LABORATORIES 
DIVISION 
(New York) 
MARKETING PERSONNEL 
Charles B. McDermott, sales vp 


ADVERTISING AGENCY 
Thompson-Koch Co., New York,—Ale- 
vaire, Creamalin, Demerol, Diodrast, 
Isuprel, Luminal, Mebaral, Neo-Syne- 
phrine, pHisoHex, Pontocaine, Telepaque, 
Theominal, Zephiran Chiloride—Walter 
Cook, supervisor. 


AMERICAN FERMENT CO. 
(New York) 
MARKETING PERSONNEL 
J. M. Hawkins, president 


ADVERTISING AGENCY 
Cortez F. Enloe Inc., New York—Car- 
oid, Astring-O-Sol, Al-Caroid, Caroid 
dental powder—Cortez F. Enloe, super- 
visor. 


GEORGE A. BREON & CO. 
(New York) 
MARKETING PERSONNEL 
Frederick O. 8S. Spencer, president 
Charles L. Czermak, vp, sales 


ADVERTISING AGENCY 


Sudier & Hennessey, New York—Doxy- 
chol-K, Pydirone, Broxoilin, Bronkephrine 
—Stuart Williams, supervisor. 


COOKE-WAITE LABORATORIES 
(New Yerk) 
MARKETING PERSONNEL 
Everett L. Hoskins, president 
Vernon W. Rooke Jr., vp, sales 


ADVERTISING AGENCY 
J. Voorhies Advertising, New York— 
Ravocaine-Novocain-Levophed, Novocain, 
Novocain-Pontocaine-Levephed, “Carpule”’ 
Positive Lock syringes, hypodermic need- 
les—Dudley Latham, supervisor. 


d-CON CO. 
(New York) 
Victor E. Moore, general sales manager 
Louis J. Didona, advertising manager 


ADVERTISING AGENCY 


Thompson-Koch Co., New York—d-Con 
Ready Mix, d-Con Mouse-Prufe, d-Con 
Ant-Prufe, d-Con Concentrate, d-Con Fli- 
Con, d-Con Roach-Prufe, d-Con Rid-X, 
d-Con Warficide—Robert MacNell, super- 
visor. 


JOHN PUHL PRODUCTS CO. 
(Chicage) 


MARKETING PERSONNEL 
Stanley H. Kord, president (supervises 
manufacturing, marketing, sales and 
advertising) 


ADVERTISING AGENCY 


Roche, Williams & Cleary, Chicago— 
Fleecy White bleach, Little Bo-Peep am- 
monia, Little Boy Blue bluing—Edwin C. 
Olson, account supervisor. 


STERWIN CHEMICALS 
(New York) 


MARKETING PERSONNEL 
William X. Clark, vp in charge of sales 
(this division distributes products made 
by other Sterling units). 


ADVERTISING AGENCY 


Thompson-Koch Co., New York— 
B-E-T-S, VextraM, Parakeet certified 
food colors, Roccal, bulk vitamins for 
food, feed, pharmaceutical industries, 
Zimco brand of Vanillin—Arthur David- 
son, supervisor. 

(An unreported division is Sterling- 
Winthrop Research Institute, Rensselaer, 
N.Y., which is the central research or- 
ganization of Sterling; an unreported 
subsidiary is Salvo Chemical Corp., Roths- 
child, Wis., which makes Zimco Vanillin.) 


Studebaker-Packard 
Corp. 


Studebaker-Packard Corp., 
South Bend, Ind., is the 57th larg- 
est U.S. advertiser, with total ex- 
penditures in 1956 of $12,841,000, 
including $10,341,000 in the meas- 
ured media. Expenditures in 1955 
totaled $13,275,000, of which $10,- 
575,000 was in measured media. 

The company reduced its news- 
paper expenditures by $1,600,000 
last year, but spent $1,500,000 for 
outdoor, a medium it did not use 
in 1955. 

In expenditures for the meas- 
ured media, the ad budget was 
split among the lines approxi- 
mately this way: Studebaker, $6,- 
031,000; Packard (and Clipper), 
$3,643,000; Studebaker trucks, 
$252,548; institutional, $414,733. 


= Expenditures for 1957 will 
probably run higher than 1956 
figures, since the auto maker has 
broadened its truck line and add- 
ed U.S. distributorship of the 
German Mercedes-Benz. 

Studebaker-Packard, whose 
output was 1.65% of total U.S. 
auto production last year, had 
sales of $303,038,430 and a net 
loss of $103,318,257, which includ- 
ed special charges of $60,000,000 
for depreciation, obsolescence and 
possible loss on disposal of equip- 
ment. Sales in 1955 amounted to 
$480,000,000, resulting in a net 
loss that year of $29,700,000. 


@ Signs of a slight upturn occur- 
red in the last two months of 
1956, when the corporation at- 
tained an operating profit of 
$895,000, the first operational 
profit in nearly three years. 

First quarter losses this year 
amounted to only $2,500,000, com- 
pared to $14,300,000 for the like 
period in 1956, though sales 
dropped from $107,012,000 to $58,- 
517,000 for the same periods. 
Slight operating profits were also 
reported for March and June of 
this year. 

The corporation produced about 
82,000 Studebakers last year, and 


13,000 Packards. The Packardim 


production line was shut down in 
June of 1956, but the Packard 
Clipper went back into produc- 
tion at the beginning of this year. 
The line will probably be expand- 
ed, at least to some _ extent, 
when the 1958 models go into 
production some time this fall. 


® Studebaker-Packard’s share of 
the total industry output for the 
first half of 1957 has slipped to 
1.11%. Production for the first six 
months included 31,000 Studebak- 
ers and 6,000 Clippers. 

In August, 1956, the financial- 
ly hard-pressed company entered 
into a management agreement 
with Curtiss-Wright Corp. Under 
terms of the agreement, the auto 
company obtained $35,000,000 in 
new cash, an extension on other 
loans and a new president. In ex- 
change, Curtiss-Wright obtained 
a lease on two Studebaker-Pack- 
ard plants, acquired an S-P West 
Coast subsidiary, Aerophysics De- 
velopment Corp., and was granted 
an option to buy a large block of 
S-P stock. 

Also, Roy T. Hurley, president 
of Curtiss-Wright, took over ad- 
visory management of the South 
Bend industry. Harold E. Church- 
ill, head of the Studebaker di- 
vision, was elected to succeed 
James Nance as corporation pres- 
ident. 


= Among changes made under 
the new management was aban- 
donment of Packard’s Detroit 
plant and the establishment of 
merged operations in South Bend. 
20 zone sales managers were ap- 
pointed and many dealers began 
selling both makes of cars. Pack- 
ard dealer outlets have increased 
73% since the two companies 
merged. 

In April of this year, S-P com- 
pleted an arrangement with Daim- 
ler-Benz A. G. of Stuttgart, West 
Germany, to become exclusive 
U.S. distributors of the Mercedes- 
Benz luxury cars. It has been 
strongly hinted that some features 
of the German auto, including a 
fuel injection system, may find 
their way into Studebaker cars by 
1959 or 1960. 


= A new Studebaker economy car, 
the Scotsman, which sells for un- 
der $1,800, was put on the market 
in May. First sales reports have 
encouraged the manufacturers to 
increase their planned production 
for 1958. 

The Studebaker truck line was 
expanded to provide wider cover- 
age of truck needs, and a direct 
mail campaign was established to 
introduce the new vehicles. The 
corporation mailed the pieces and 
provided dealers with truck reg- 
istration lists for prospects. 

President Hurley has said that 
the Studebaker and Packards, 
traditionally “craftsmanship” cars, 
will continue to try for styling 
that sets trends in the 1958 mod- 
els. 


® In March of this year, Carl 
Revelle, general sales manager, 
left the corporation to become 
general sales manager for the 
western division of the Mack 
Truck Co. He was replaced at 
Studebaker-Packard by his form- 
er assistant, Sydney Skillman. Mr. 
Skillman was also elected a cor- 
poration vp, a move apparently 
designed to give more emphasis 
to the marketing program. James 
Brenner, former Cleveland zone 
sales manager, was named assist- 
ant to Mr. Skillman. 

Burke Dowling Adams _ Inc., 
Atlanta, Ga., took over the en- 
tire corporation account last April 
after Benton & Bowles resigned. 
The new agency has opened an 
office in South Bend to service 
the S-P account. 


1955 1956 
Newspapers ooseeneneeelh 6,025,371 4,495,716 
agasi 2,566 086 2,157,678 


Farm Publications . 179,910 129,290 
Busi Publicati 74,100 50,000 
Network Television 1,547,854 1,322,888 
Spet Television ........ 653,210 


Network Radio ....... 182,000 
Outdoor soustammeneuquenet® 
Total Measured ....10,575,209 
Total Unmeasured 2,700,000 
Estimated Total 
Expenditures 


1,532,892 
10,341,674 
2,500,000 


13,275,208 12,841,674 


MARKETING PERSONNEL 
: Sales 
Sydney A. Skillman, 
sales manager 
James H. Brenner, assistant sales man- 
ager 
Robert L. Stevens, executive assistant 
to the general sales manager 
F. L. Armstrong, assistant to the general 
sales manager—Mercedes-Benz 
Theodore A. Zenzinger, car distribution 


manager 

Clare L. Hitchcock, truck sales man- 
ager 

Allan E. Fitzpatrick, fleet 
ager, cars and trucks 

Donald A. DeVlieger, used car department 
manager 


vp and general 


Advertising 
James W. Orr, director of merchandising 
Kenneth L. Steadman, supervisor of ad- 
vertising budget and coordination 


ADVERTISING AGENCY 
Burke Dowling Adams Inc., South 
Bend, Ind.—all products and Studebaker- 
Packard dealer associations—James Cobb, 
Gordon Baird and Roy Hudson, vps and 


Sunbeam Corp. 


Sunbeam Corp., Chicago, is the 
nation’s 76th largest advertiser. Its 
total ad expenditures in 1956 were 
estimated by ADVERTISING AGE at 
about $9,000,000, of which $6,027,- 
765 was in measured media. This 
was a sharp increase above AA’s 
estimate of $6,700,000 in 1955, with 
$3,297,274 in measured media. 

Television accounted for an im- 
portant part of the increased ad 
expenditure, as the company spent 
$3,035,331 on that medium in 1956, 
more than double the previous 
year’s total. Part of it went into 
radio-ty coverage of the Demo- 
cratic and Republican conventions, 
where Sunbeam was one of five 
radio-tv sponsors. 

Sales and earnings both set rec- 
ords in the fiscal year ended 
March 30. Sales of Sunbeam and its 
domestic subsidiaries rose to $121,- 
840,449, with a net profit of $11,- 
580,765, compared with $107,192,- 
769 sales and $10,178,280 net the 
previous year. Total sales, includ- 
ing those of foreign subsidiaries, 
increased 14% to $143,979,000, 
compared with $126,773,000 the 
previous year. 

The good showing continued in 
the current fiscal year’s first quar- 
ter, ended June 30, as net income 
rose to $1,853,755 on $26,440,000 
sales, compared with $1,759,800 net 
on $25,729,500 sales in the fiscal 
first quarter of last year. 


= Sunbeam’s major products in 
sales volume are fry pans, shavers, 
mixers and toasters. The company 
is close-mouthed about sales infor- 
mation, but reliable trade sources 
list toasters third or fourth na- 
tionally behind General Electric 
and Toastmaster. Sunbeam irons 
have slipped, with GE irons dom- 
inating the market. 

In the field of shavers, Sunbeam 
is believed to rate third in sales 
volume behind Remington and 
Schick. 

New products introduced by the 
appliance and shaver divisions 
during the fiscal year included the 
Lady Sunbeam Controlled-Heat 
Hair Dryer, the Simmer-Safe Con- 
trolled-Heat Saucepan, the Mix- 
master in an assortment of colors, 
the Golden Glide Shavemaster in 
six colors and a light-weight, fast- 
heating dry iron. 

In the hardware and machinery 
division, where the company has 
reported “significant increases” in 
sales, a new grinder-sander-honer 
and new electric hand saw were 
introduced. The company plans to 
add two new lawn mowers to its 
mower line, which saw increased 
sales and added a new type of 
mower at about the end of last 
year. One trade source reported, 
however, that the lawn mower 


Advertising Age, August 19, 1957 


line has not been catching on as 
| expected. 

Other Sunbeam products include 
Rainking sprinklers, a very strong 
selling item, hedge trimmers and 
Stewart animal clipping and shear- 
ing equipment. 


# Sunbeam has built considerable 
product acceptance for most of its 
products in the past 15 years, with 
the help of advertising, products 
priced high enough to bring good 
profits, and resistance to price- 
cutting and deals in the face of 
tough competition. In 38 states, 
Sunbeam is still hanging on to fair 
trade, whereas it has been dropped 
by many competitors, including 
General Electric and Westinghouse. 
Trade sources believe that Sun- 
beam will feel the pinch too se- 
verely and will be forced to drop 
fair trade eventually. 

The company reported no change 
in sales and advertising heads dur- 
ing the past year. W. B. Courtney 
is starting his second year as ad- 
vertising manager, having moved 
up from assistant manager after 
two Sunbeam admen, including A. 
E. Widdifield, vp of advertising 
and sales promotion, were killed 
in the crash of two airliners over 
the Grand Canyon in June of 
1956. Perrin-Paus Co., Chicago, is 
in its 23rd year as agency for Sun- 
beam. 


ADVERTISING EXPENDITURES 


1956 

Newspapers .. § 669,578 $1,141,305 
Magazines ...... . 1,180,180 1,804,012 
Farm Publications . 49,375 47,119 
Network Television 1,389,141 3,014,261 
Spot Television ........ 21,070 
Total Measured ... 3,207,274 6,027,765 
Total Unmeasured 3,402,726 2,972,235 

Estimated Total 
Expenditure ........ 6,700,000 9,000,000 

MARKETING PERSONNEL 
Sales 

Clifford C. Mendler, vp and general 


sales manager of the appliance division 

William Cornelius, vp and general sales 
manager of machinery and hardware 
division 


Advertising 
W. B. Courtney, advertising manager 


ADVERTISING AGENCY 
Perri-Paus Co. Chicago—all products 
—E. R. Perrin, account supervisor; 
Thomas Williams (print) and Tye Robin- 

son (radio-tv), account executives. 


Swift & Co. 


Swift & Co., Chicago, is the na- 
tion’s 20th largest advertiser, Its 
advertising expenditures in 1956 
are estimated by AA at about 
$26,000,000, of which $12,927,028 
was in measured media. Swift in- 
vested $10,898,960 in measured 
media in 1955, with total estimated 
ad expenditure of $22,000,000. 

The company’s sales and profit 
picture for 1956 was contrasting. 
Sales amounted to $2.42 billion, a 
slight gain over ’55 sales of $2.40 
billion. On the other hand, net 
profit last year plunged to $14,- 
012,210, as compared to a net in 
55 of $22,893,155. It was the low- 
est profit for the company since 
1951. 


® Profits continued to skid and 
sales continued to gain in Swift’s 
report for the first six months this 
year. Profits amounted to $3,554,- 
788, as compared with $11,040,670 
for a similar period in ’56. Sales 
for the first half this year hit 
$1.25 billion, a 3.2% gain over 
sales of $39,671,000 for the same 
period last year. Interim state- 
ments, however, are misleading in 
the meat packing field and not 
necessarily indicative of a rate of 
return for the full year, because of 
the seasonal nature of operations. 

Swift attributed the lower earn- 
ings in ’56 to “the competitive sit- 
uation, plus mounting expe ve 
The company also suffered a ten- 
day strike last year that tied up 
39 of its meat packing plants. 
However, the company pointed out 
that it processed and sold more 
tonnage last year than any time 
in its history. 


: ae f ol ae gal See — a a ade, ee ee a Sd ah ee +rE38 ST eval ee Pe ts ea i Dee . hy eae ees! eee | te lhe ‘SS cele ea ee) i a a See ee: Sane) eS ae eee. nee 
‘ co eee tae Rats, = ees TIME es og eye os ee ae ee a, 8 ee eS ae ; ti iP a Sar eae ee ete Nik SR ie ee eis Bat Re: See a ae 
ne” oa ii ag ee na thts PAN ae “a ee eae Tap yee oe ae Soa a ae Ace, sai ee - ee eas en ea ees ee i een ee a iar ee 
es ae pani. sae : Be ira el at: t,he Oe PS a peer i eee Le aati ce ig eo gl ot Pe eas ace) i ee ep sites eit ir Sh) fee ame al : 
i ili A. ie ee Rs 5. ee ee lg i} see AER RR ge IS SS a 
Bice wy 
see eS i 
ene: f 
rin D ' 
e | a ee a 
us i 
Tab 
reas ’ 
fe | 
E } i aa 
| es 
es 
me ’ 
i « sea 
Te : 
1. 2 ee 
ie om. | : 
ey {4 
as “a 
5 +e, . 3 
= =a 4 
‘. cuits : * 
+ athe ee : 
a wes 4 
a) a 
Peaks | account executives. ‘aa 
as po 
ene 4 
Bas E fe 
™ po | | 
ey 
5 oy asd 
—— : 
aes G 
aye ba 
Seg og 
= pee sy “Wks 
eure e ea 
a ae Ww 
ae gee 
Soke <e 
ieee <a 
Rory a « 
oe ‘ ee, 
Beet 4 
as 3 
Rarer: | iB 
ie | = 
mod Ta oy 
pes “iS 
rata heia -o 
a Sali" ial 
es Pig ee 
is # 
i. ae y 
Ree ree ; 
2 = 
hata iy nae 
“Aneta. a 
re Dege zt 
han ‘ ar 
een og 
Wee: i 
ae ae 
ae Rs 
Gre AS a 
; “a 
cee if ,) 
an a ee Sl 
eh. ae 
: ae oe 
= se ek, 
Se ada ee 
= Pike | cas 
ee ae a 
ye Ei | ay. 
Abie Spee | ; 
aah! _ 
L | ij * 
Wis Eig ta 4 
ki wenn “x 
" ee , 
; 
Bs 
a | 
een | A: 
a art a 
Reyer ae a” 
eas ADVERTISING EXPENDITURES : 
ew eee an 
. " Po : 
: «ys a alla mig. ee ee Se ON ace : oe, ee ; aa ne eS ee ire ‘ : : i Sa ce Ys See : 
ct fei eee IRN A 07 gir 59° CRAM Oe SE OER ac ye aE ang FS hr ded Ne hee SY Fate, aN ae eee Aare i yo 
ra a Se ee ee ee a SEDI noo ge sy te Pos 
ewe ei we Poe ae Sie Bae ee ee I eS tee See Se ae ae we ; Sak. oe Pe eee er ta Ries é 
oh ee ea Steet AL ae aren eee cae ie eae ip ht OO A ee Sk Shima ae. ayes.” : al Se ee ee Pi Neg * , err, eee 
sti ee ie a se ape peiipomm ny = cet Stage este? pam Rel ay, i an hl ie ance ma in AP di ae Dh 3 SA Ra ES — Fr Sa a i Pa a RS Aaa eo or a Ae ee ee ee eee Gi en EN Ne ae ie ce AM rag es oe a 4 32 ia ae tame = Pe 


Advertising Age, August 19, 1957 


Last year, Swift began market- 
ing Cheez Presto, a new cheese 
product in three flavors, in a plas- 
tic squeeze tube. The company al- 
so introduced Pard dog food with 
gravy in several regional markets 
including Chicago. 

This summer, the world’s larg- 
est meat packer came out with a 
new line of fruit-flavored meats 


145 
Advertising ADVERTISING EXPENDITURES A. C. LAWRENCE LEATHER CO. ADVERTISING AGENCY 
Ray Weber, general advertising manager 1966 (Peabody, Mass.) James Thomas Chirurg Co., Boston—All 
Public Relations Spot Television ............ ave §=—26 080 MARKETING PERSONNEL 


advertising—W. L. Shepardson, account 


Total Measured | executive. 


R. W. Reneker, vp 


26,038 s_N. Nectow, president 
G. ©. Reitinger, public relations manager | | 


ADVERTISING AGENCIES 
McCann-Erickson Inc., Chicago—Agri- 


dairy & poultry, franks & sausage, fresh 
meats, ham & bacon, home economics, ho- 
tel, restaurant and institutional sales, ice 
cream, industrial and public relations ad- 
vertising, meats for babies, packaged froz- 


cultural research, canned meats, casings, | 


| 


J. R. Zeis, manager 
W. A. Thoresen, city sales manager 
L. T. McKeehan, plant sales manager 


IOWA PACKING CO. 
(Des Moines) 
MARKETING PERSONNEL 


And one can’t UNSAY it! 

Maybe it was printed, broadcast, tele- 
vised. Somebody thinks it’s Libel, 
Slander, Piracy of his format or mo- 
terial, invasion of Privacy, C right 
Vielation. Accusing Agency, lient, 
Performer—anyhow, a claim is made, 
THEN you should hove our unique 


“AND RA 


WRITE FOR DETAIL 


TES 


EMPLOYERS 
REINSURANCE 


POLICY which is devised to toke the COR ON 
for babies. As part of its promo-|/en meats, table-ready meats and trade ADVERTISING AGENCY sting out of the claim. This INSUR- ; xPORATI 
tion for these products, Swift relations—W. R. Kinnaird, account super-| J. M. Hickerson Inc., Des Moines—Aii ANCE is amazingly inexpensive. Get Insurance Ex hange 

. ? . | visor; Walter Krause (fresh meats, ham & | advertising—Robert H. Morgan, account | - os rates NOW, before cny Kansas Qty, Mo 
mailed sample jars of the prod-|pacon and ice cream), K. Wade Chap-| executive. | claim is lodged. 


ucts directly to mothers—the first 
time such a tactic has been used 
for baby foods. 


s Swift startled the food and ad- 
vertising fields early this year 
when the company unleashed a 
$20,000,000 coupon offer in Life, 
Look and Ladies’ Home Journal. 
One issue of each magazine car- 
ried $1.45 worth of coupons re-| 
deemable at any grocer carrying | 
Swift products. The promotion was | 
backed by a 90-minute color spec- | 
tacular, “Ruggles of Red Gap” on 
¢ NBC-TYV, plus other media. 
Gen. The coupon offer resulted in a 
or “gray market” for copies of the) 
magazines carrying the coupons. | 
It was charged that many copies of | 
the magazines were bought in bulk | 


by retailers for the coupons and | 
then discarded. One Life advertis- | 
er asked for an adjustment for an | 
ad that was run in the issue car- 
rying the coupons. 

A major change in the market- | 
ing management team occurred 
last April when O. E. Jones, exec- 
utive vp, retired. Mr. Jones also 
headed up the advertising depart- | 
ment. H. E. Wilson, formerly vp in | 
charge of general sales depart- 
ments, has taken over Mr. Jones’ 
responsibilities in sales planning, 
frozen foods, advertising and mer- 
chandising service. 


ADVERTISING EXPENDITURES 
| 1955 1956 
NOWSPAPeTS .....-.cc $3,185,454 $3,223,682 | 
Magazines ......... . 1,403,519 2,617,754 
Farm Publications .... 447,707 315,350, 
Business Publications 75,000 | 
a Network Television .. 3,910,214 4,091,533 | 
7 Network Radio 1,605,430 —— 
4 Spot Television ............ 1,313,000 
7 Ae ae 346,636 1,290,619 
bi Total Measured ...... 10,898,960 12 927,028 
; Total Unmeasured ..11,101,040 13,072,972 
Estimated Total 
Expenditure .......... 22,000,000 


PARENT COMPANY 
MARKETING PERSONNEL 
(ALL LOCATED IN CHICAGO) 
Sales 

H. E. Wilson, vp consumer packaged froz- 
en foods, sales planning advertising and 
merchandising services | 
P. C. Smith, director and vp, beef, lamb 

‘ and veal, hides and skins, wool 
Cc. T. Prindeville, director and vp, plant 


food, agricultural chemicals, animal | 
“4 feeds 
Nawh P. E. Petty, director and vp, provision 


(pork products), casings } 
W. P. Ayers, vp, dairy and poultry, ice. 
cream 
J. P. Jurgatis, vp, canned foods, table- 
ready meats and sausage, Pard dog food 
J. B. Miller, vp, margarine, refinery prod- 
ucts | 
E. A. Moss, vp, adhesives, by-products, | 
industrial oils, soaps and detergents, 
tallow 
F. J. Townley, vp, all general sales for 
Swift and associated plants 


| 


man (table-ready meats), Harold Rorke 
(canned meats and poultry), David Wheat- 
on (frozen foods). 

J. Walter Thomp Co., Chi 


o-products, Pard and Pard meal, peanut 
butter, refinery products and Vigoro— 
George C. Dibert, account supervisor; 
Clarence Lund (Vigoro), K. H. Halvorsen 
| (Allsweet), Herbert Guenin (shortening), 
John Sandberg (Pard) and W. G. Taylor 
| (all products), account executives; Charles 
| Pettengill (Vigoro and Allsweet), assist- 
|}ant account executive. 


All-| 
sweet, commercial bakery products, End- | 


VOX POPULT 


SAN FRANCISCO — 


AND NOBODY LISTENS ANY HARDER To PoPULIS Vox 
THAN GUILD» BASCOM, Ano BONFIGLI - AOVERT/SING- 
40S ANGELES— NEW YORK 


GENTLEMEN, WE 
SIMPLY MUST FIND 
A SUPERIOR CLAIM 


|E. H. Cramsie, manager 


A. O. Lane, manager 
| A. C. Frahm, general sales manager 


Russell T. Gray Inc., Chicago—Adhes- 
ives, glues, gelatins, industrial oils and 
soaps—W. E. Morton, account supervisor; 
Al Hurd, account executive. 

Bert S. Gittins Advertising Inc., Mil- 
waukee—Farm plant foods, feeds and 
hatcheries—Gerald Seaman, account ex- 
ecutive. 


FOR THORNTON’S i 
\ PICKLED THISTLES ?! 


ARMSTRONG PACKING CO. 
(Ft. Worth) 
MARKETING PERSONNEL 


| 
T. A. Platt, plant sales manager 
W. B. Wiley, city sales manager | 

i 


ADVERTISING AGENCY 
Couchman Advertising Agency, Dallas— 
All advertising—A. Couchman, account| 
executive. 


CORKRAN, HILL & CO. 
(Baltimore) 
MARKETING PERSONNEL | 


B. C. ry, m 

A. O. Lane, manager 

Cc. H. Bowman, city sales manager 
H. J. Firebaugh, plant sales manager 


ADVERTISING AGENCY | 

H. W. Buddemeier Co., Baltimore—Al!l | 

advertising—H. W. Budd jer, t 
executive. 


PLANKINTON PACKING CO. 
(Milwaukee) 
MARKETING PERSONNEL 
I. E. Ericson, manager 
E. J. Belz, city sales manager 
P. H. Beele, plant sales manager 


ADVERTISING AGENCY 
Bert S. Gittins Advertising Inc., Mil- 


waukee—All advertising—Joseph P. Ken- A withthe y) 
ney, account executive. % “TL AR ee ope 
| a ge ", . Ut 
DERBY FOODS INC. We ia hy hls 
v LUV AT Aly AN 

(Chicago) ~ 


MARKETING PERSONNEL 
. 


ADVERTISING AGENCY 
McCann-Erickson, Chicago—Canned)| 
meats and Peter Pan peanut butter—E. S. 
Manchester and John Kinsella, account 


WE’VE FOUND 


THORNTON'S --- Oo 
UNBREAKABLE 


executives. 


EXPENDITURES | 


ADVERTISING 


Network Television 


Newspapers .............. 
Total Measured 


H. L. HANDY CO. 
(Springfield, Mass.) 
MARKETING PERSONNEL 
L. S. Wells, manager 
A. W. Patterson, sales manager 


ADVERTISING AGENCY 
Hoag & Provandie Inc., Boston—All 
products—Paul H. Provandie, account ex- 
ecutive. 


The Montreal Star not only provides near-saturation 
coverage of Montreal’s English market but backs up 
that coverage with practical merchandising services. 


These include letters to the 


men’s lists, market information—and many others. They 
all add another profitable sales plus to your advertising 


in The Star. 


The Montreal Star 


Represented Nationally by O'Mara and Ormsbee Inc. 


NEWS FLASH 
G. B. anc B. REYECTS SLOGAN: 
yr MUST BE JELLY CAUSE | 
JAM DON’T SHAKE LIKE THAT... 
FOR NEW MARY ELLEN JELLYJAM 


ACCOUNT. (wnat WE REALLY WANT 

{S A SLOGAN THAT WILL DO FOR MARY WHAT 
WE’RE Now DoinG FOR Skippy PEANUT BUTTER, 
BEST FOODS NUCOA, RALSTON’ WHEAT CHEK 
AND RICE CHEX, RY-KRISP AND INSTANT @ALSTON, 
HARRY AND DAVID FRUIT-OF-THE-MONTH z 
MOTHER'S CAKES AND COOKIES , AND FARMER 
‘JOHNS HAM AND BACON ) 


merchandising 
services! 


trade, dealer contacts, sales- 
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ADVERTISING 
Magazines .... 
Total Measu 


EXPENDITURES 
pinesnmsenecens coed $ 3,600 
- 3,600 


NEUHOFF PACKING CO. 
(Nashville) 
MARKETING PERSONNEL 
W. V. Wahmann, manager 
D. M. McBride, plant and city sales man- 
ager 
ADVERTISING AGENCY 
Doyne Advertising Agency, Nashville— | 
All advertising—George W. Doyne, ac | 
count executive 
ADVERTISING EXPENDITURES | 
1956 
S 195,120) 
34,843 | 
229,963 | 


Spot Television  ...........cc un 
Newspapers peieieeretnens 
Total Measured 


ST. LOUIS INDEPENDENT 
PACKING CO. 
(St. Louis) 
MARKETING PERSONNEL 
Weir, manager 
Cannon, advertising manager 
Karch, city sales manager 
P. Foster, plant sales manager 
ADVERTISING AGENCY 
Gardner Advertising Co., St. Louis— 
All advertising—G. W. Bamberger, ac- 
count executive. 


SPERRY & BARNES CO. 
(New Haven, Conn.) 
MARKETING PERSONNEL 
E. B. Killip, manager 
L. R. Bowman, plant sales manager 
R. E. Hoard, dairy & poultry and adver- | 
tising manager | 
ADVERTISING AGENCY 
Hoag & Provandie Inc., Boston—aAll 
advertising—Paul H. Provandie, account 
executive. 


Ss. M 
O.N 
Lc. 
F. 


VAN WAGENEN & 
SCHICKHAUS CO. 


Co. Ltd. was spent in measured media. 
Gasoline sales in the U.S. last| Advertising expenditures in 1957 
year “reached a record-breaking|are expected to be about $15,- 
volume” for Texaco. The percent- | 000,000. 
age of increase, according to the; The company has doubled both 
company, “was greater than that/its sales and assets during the 
of the industry.” Sales of middle|past 10 years. This growth re- 
distillates, lubricating oils, asphalts | flects both vigorous selling and 
and other products were also atjan aggressive research program. 
record-breaking levels. The Union Carbide laboratories 
have averaged one new product a 


and business magazines. 


® Union Carbide is the eighth 
largest user of business publica- 
tions, with an expenditure of $1,- 
565,000 in 1956—up a third over 
1955. 

Formerly known as Union Car- 
bide & Carbon Corp., the company 
changed its name last May 1l—a 
decision that reflects manage- 
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pears as measured media. The 
| previous year’s expenditures are 
\believed to have totaled $6,183,- 
|668, of which $183,668 appears as 
| measured media. 

Sales for the company in the 
jcalendar year 1956 were about 
| $392,918,249, against $361,506,493 
|in 1955. Net profit after taxes was 
$10,610,000 in 1956 compared with 
| $15,942,808 in 1955. The drop was 


s Last December, Texaco intro- 
duced a new improved premium 
Sky Chief. This gasoline, like its 


month during the past 25 years, 
and during the last two years 
they have introduced products at 


ment’s desire to make the Union|attributed to a lower margin of 
Carbide name better known to| profit in the textile industry. (All 


predecessor, contains Petrox, the 
company’s exclusive all-petroleum 
additive. 

Texaco sponsored the Saturday 
afternoon radio broadcast of the 
Metropolitan Opera Co. in 1956, its 
17th consecutive year of sponsor- 
ship. 

Last October, when the company 
decided to award its entire account 
to Cunningham & Walsh (except 
industrial advertising, assigned to 
G. M. Basford Co.), Texaco was 
using between 8,500 and 9,000 out- 
door boards, six magazines, includ- 
ing Farm Journal and Town Jour- 
nal, Life, Look, The Saturday Eve- 
ning Post and the now defunct 
Collier’s; 70 industrial publications, 
18 foreign publications and news- 
papers in 235 markets. 


the rate of two a month. In 1956, 
about a third of the company’s 
total sales and almost half of its 
earnings came from products and 
processes not available 15 years 
ago. 

Sales, which crossed the $1 bil- 
lion mark for the first time in 
1953, totaled $1,324,506,744 in 
1956, compared with $1,230,554,- 
556 in 1955. Net income, which 
soared from $89,779,271 in 1954 to 
a high of $145,834,416 in 1955, 
was up only slightly last year, to 
$146,233,444. Im the first six 
months of 1957, sales rose another 
8%, but the net was off 4%. 


s Union Carbide markets a gi- 
gantic, diversified line of prod- 
ucts, largely for industrial uses. 

Chemicals account for 28% of 


(Kearny, N. J.) ls The company was also sponsor- 


MARKETING PERSONNEL |ing the football broadcasts of nine 
Ray J. Kellogg, manager | 


universities in the South and 

I. J. Tuttle, sales manager ‘ . 
ADVERTISING AGENCY | Southwest, regular daily radio 
The ew Ole ge hm gg | sports broadcasts on the Pa- 
~  sepgesa (Barnard, accu” | cific Coast, the Southwest and St. 
ADVERTISING eee Louis, Chicago and Cleveland, 
NR | ii icisicicnneniciniiokee $44,261 | newscasts in Florida and newscasts 


Total Measured 


|network. In May, this year, Texas 
| scheduled 394 marine weathercasts 
lover WSTC, Stamford, Conn., and 
|WGSM, Huntington, 
radio campaign runs through Oct. 
12. 

The advertising figures shown 
below for Texas vary somewhat 


JOHN P. SQUIRE CO. 
(Cambridge, Mass.) 
MARKETING PERSONNEL 

H. F. Morris, manager 
ADVERTISING AGENCY 
Hoag & Provandie Inc., Boston—aAli 
advertising—Paul H. Provandie, account 
executive. 


WHITE PROVISION CO. 


N.Y. The} 


total sales. The company makes 
some 400 chemical products. It is 


ithe leading producer of petro- 
chemicals. 

Alloys and metals account for 
25% of total volume. The com- 
pany is the largest supplier of 
ferroalloys of such metals as 


chromium, silicon and manganese. 
It is now also the largest producer 
of titanium sponge. 

Plastics account for 20% of sales. 
| Bakelite is the largest producer of 
|vinyl (accounting for 40% of the 
industry’s output) and polyethy- 
lene (accounting for 61% of total 
national sales). 


the general public. Although the 
corporation ranks 14th in total as- 
sets among all U.S. companies, it 
has never enjoyed wide public 
recognition. 

To achieve this recognition, 
Union Carbide has considerably 
expanded its institutional adver- 
tising and public relations pro- 
grams. Of the $2,000,000 spent by 
the company in magazine space 
and network tv time in 1956, $1,- 
300,000 came under the category 
of “general promotion,” in which 
the company used the corporate 
umbrella to promote all of its 
products and services. 


® The chief vehicle for this “gen- 
eral promotion” was the network 
tv show, “Omnibus,” which Union 
Carbide co-sponsored. It is con- 
tinuing with this program in 1957. 

In December, 1956, Union Car- 
bide purchased the assets of the 
Visking Corp., the nation’s larg- 
est supplier of sausage casings 
and polyethylene film. This ac- 
quisition was promptly challenged 
by the Federal Trade Commission 
as a violation of the anti-merger 
law. The complaint charged that 
Visking bought 90% of its poly- 
ethylene resins from Union Car- 
bide. A hearing on the FTC com- 
plaint is set for Oct. 21. 


ADVERTISING EXPENDITURES 


figures are rounded off because of 
the difference in the company’s 
fiscal year.) 


s Taking up most of the United 
Merchant’s budget is the retail 
clothing sales operation, Robert 
Hall Clothes, whose total number 
of retail outlets is now more than 
245. 

United Merchants & Manufac- 
turers is divided into 11 merchan- 
dising and distributing units, 15 
weaving mills and 14 finishing 
plants, a research laboratory, two 
selling agents, a commercial fac- 
toring and a financing operation, 
and the clothing store chain. 

The Robert Hall operation is 
number one among family clothing 
store chains. In the New York 
metropolitan area, it has 46 stores, 
with two more opening in the fall. 
On this area naturally Robert Hall 
centers its greatest barrage of ra- 
dio and tv spot announcements. 


= Most of the Robert Hall ad 
budget is devoted to radio and tv. 
Frank B. Sawdon Inc., the agency, 
feels that broadcasting offers a 
“mass medium reaching out into 
the entire trading area” of the in- 
dividual Robert Hall stores. 
Additionally, since Robert Hall 
is a highway, supermarket type of 
chain operation, with every new 
store in the last seven years hav- 


(Atlanta) 


MARKETING PERSONNEL 
O. C. Yeakley, manager 
J. A. Scott, city sales manager 
L. 8S. Langley, plant sales manager 


ADVERTISING AGENCY 
Lowe & Stevens, Atlanta—All adver- 
tising—Jules C. Gerding, account execu- 
tive. 


Texas Co. 


Texas Co., New York, is the 43rd 
among the top 100 national ad- 
vertisers. Texas spent $16,197,008 
on all advertising and sales pro- 
motion last year. This included 
$9,343,805 invested in the meas- 
ured media. In 1955, the compar- 
able figures were $13,900,000 and 
$7,276,354. 

A sampling of the company’s 
advertising investments for its 
various products last year in 
measured media: General maga-| 
zines got $716,960 for Texaco Sky 
Chief gasoline, $625,135 for Havo- 
line motor oil, $419,940 for Texaco 
dealer service, and $278,570 for 
Texaco Fire Chief gasoline. In ad- 
ditiorr, the Texas Co. put $1,248,922 


from those published by Pub-| Gases account for 15% of sales. 
lishers Information Bureau, Bu-| The company is the largest pro- 
reau of Advertising and other or-|ducer of acetylene and oxygen. 
ganizations, but, except for spot| Carbon products account for 12% 
television, they are actual amounts|of sales. The company, through 
invested by the company and not/| National Carbon Co., is the leading 
totals based on one-time rates| producer of electrodes, refractory 
which appear on rate cards and | carbon, flashlights and batteries. 


Mewepepets ween > $ saan ing its own parking facilities, the 
Magaszi 1,466,964  1,485,695|COMmpany tries to capitalize on au- 
. i we Delite ti nny 1,565,000;to rather than foot traffic, ac- 
arm ublications .. 1077 262,733 s ‘ 
Network Television 148,140 620,04 | COUting for its fondness for spot 
Spot Television ........ —— 342,690 radio. i 
Outdoor _..... esi 200,800 Spot television, the Sawdon 
wee a - oy a = agency feels, offers Robert Hall 
——_<—£. mm |“a dynamic means of presenting 
Expenditure .......... 11,426,535 13,828,372 |its method of operations, its high 


quality clothes and low prices.” 


MARKETING AND Each tv spot is divided into two 


into newspapers to push its gaso-| 
lines and oils, and $2,185,799 into | 
network television, as well as| 
$1,712,220 into network radio for} 
its products. 

The fifth largest petroleum 
company in the U.S., Texas en- 
joyed a record-breaking sales to- 
tal of $2,046,305,092 in 1956. The 
net income amounted to $302,262 - 
620. In 1955, the company’s sales 
came to $1,767,266,000 and net 
profit was reported at $262,729,738. 
The 1956 net was equal to $5.51 a 
share compared with $4.79 a share 
in 1955. In 1954, the Texas Co. 
had sales of $1,574,369,713. 


® Texas’ stock was split two-for- 
one in May, 1956, and the number 
of stockholders from that time to 
the end of the year increased by 
8.745 to a total of 131,034. The 
company made capital and explor- 
atory expenditures last year 
amounting to $594,906,586. This 
figure included $180,389,511 for the 
capital stock of the Trinidad Oil 


which normally are used for such 
tabulations. 


ADVERTISING EXPENDITURES 


1955 1956 
NOwWSPapers once $1,058,742 $1,248,922 
Magazines cesesseserseree 9,024,524 2,379,522 
Business Publications 513,645 655,717 
Farm Publications... 238,927 280,606 


Network Television 1,463,419 2,185,799 
Spot Television ....... 169,090 
Network Radio ........... 1,311,653 1,712,220 
Outdoor .......... minateneene 665,444 711,929 
Total Measured .... 7,276,354 9,343,805 
Total Unmeasured 6,623,646 6,853,203 
Estimated Total 
Expenditure .....13,900,000 16,197 ,008 


MARKETING PERSONNEL 
Sales 

S. C. Bartlett, vp in charge of domestic 
sales 

W. B. Hawke, general sales manager 

R. W. Debnam, assistant general sales 
manager 

J. E. Fritts, assistant general sales man- 
ager-dealer sales 

J. A. Winger, manager of operations 

P. L. Morrell, manager of the national 
sales division 


Advertising 


| Donald W. Stewart, advertising manager 


J. M. Gregory, sales promotion manager 
Public Relations 
Kerryn King, director 


ADVERTISING AGENCIES 
Cunningham & Walsh—all consumer 
advertising and coordination of all adver- 
tising (except industrial products) in all 
media—John P. Cunningham, account su- 
pervisor 


G. M. Basford Co.—industrial advertis- 


ing—Ken Thompson, account supervisor. | 


Union Carbide Corp. 


Union Carbide Corp., New 
York, second only to Du Pont in 
the chemical industry, was the 
nation’s 54th largest advertiser in 
1956, with a total expenditure of 
$13,828,372, of which $5,171,462 
was spent in measured media. In 
1955, the company reports, ex- 
penditures for advertising were 


® In addition, Union Carbide is 


| the No. 1 operator of atomic en- 
ergy plants, a leading producer of | 
uranium, the largest supplier of | 
| tungsten, one of the largest pro- 
|ducers of vanadium and the larg- | 
| est producer of bottled gas. 
| Consumer products account for | 
only a small percentage of total 


}output but a large percentage of 
the advertising expenditures. 
These include Eveready flash- 


lights and batteries (the largest 
sellers in their fields), Prestone 
| anti-freeze (also the No. 1 seller 
\in its field), Trek anti-freeze, 
| Prestone automotive service prod- 
}ucts, 6-12 insect repellent, Dynel 
| textile fibers, Pyrofax bottled gas 
| for heating and cooking (the lead- 
ing seller) and synthetic gems. 


® National Carbon Co. is the 
principal consumer marketing 
arm of Union Carbide, handling 
jthe Prestone products as well as 
the Eveready line. The company 
began to expand the Prestone line 
in 1955, adding more products last 
year. Now marketed under the 
Prestone name are two sealer and 
stop-leak preparations, an anti- 
rust and water pump lubricant, a 
heavy-duty cleaner, a 10-minute 
radiator flush, a windshield 
washer solvent, a car wash and 
two car-finish protectors—one a 
paste wax and one a liquid. 
National Carbon accounted for 
$500,000 of the $694,000 spent by 
Union Carbide in newspapers last 
year and it accounted for all of 
the $342,000 spent in spot tele- 


vision. 
The Bakelite division is also an 


ADVERTISING PERSONNEL 

George Sykes, manager, corporate adver- 
tising and public relations 

Carl W. Patton, general manager, adver- 
tising and public relations, Bakelite Co. 

Laurence F. Granger, manager, adver- 
tising, Electro Metallurgical Co. 

Joseph P. Reap, manager, advertising, 
Haynes Stellite Co. 

Homer R. Morrison, manager, advertis- 
ing department, Linde Co. 

Albert H. Brust, manager, advertising 
and sales prémotion, National Carbon 
Co. 

Richard B. Barker, advertising manager, 
Pyrofax Gas Corp. 

Lloyd R. Stallings, manager, advertising, 
Silicones division 

George B. Moynahan, manager of adver- 
tising, Union Carbide Chemicals Co. 

Robert K. Kennedy, advertising manager, 
textile fibers department, Union Car- 
bide Chemicals Co. 


Clinton V. Pickering Jr., advertising 
manager, Union Carbide International 
Co. 


ADVERTISING AGENCIES 

J. M. Mathes Inc., New York—Corpora- 
tion advertising, Jan H. H. Meyer; Bake- 
lite Co., Samuel M. S. Lanham and Da- 
vid A. Clark; Electro Metallurgical Co 
and Haynes Stellite Co., Roger M. Peter- 
son; Linde Co. and Silicones Division, 
Walter M. Cramp; Pyrofax Gas Corp., 
John D. Orr; Union Carbide Chemicals, 
industrial and fine chemicals and 6-12 
insect repellent, John D. Orr. 

Anderson & Cairns, New York--textile 
fibers (Dynel)—Thomas Vohs, account 
executive. 

William Esty Co., New York—National 
Carbon Co. (Prestone and Eveready 
products)—James F. Behan, account ex- 
ecutive 

A. S. Noble Inc., New York—Union 
Carbide Chemicals (agricultural chemi- 
cals)—-Troy Ferguson, account executive 

National Export 
New York—Union Carbide International 
Co.—Joseph Madden, account executive. 


United Merchants & 
Manufacturers 


United Merchants & Manufac- 
turers, New York. The nation’s 
75th largest advertiser, with total 


Advertising Service, | 


parts, the first a jingle with a 
savings theme and the second 
showing models and prices. 

The “low overhead” pitch has 
been an institution with Robert 
Hall since 1941 and still runs 
through the copy. 


= Unmeasured media in the Unit- 
ed Merchants budget includes ap- 
propriations of approximately $2,- 
500,000 this year for spot radio. 
Newspaper advertising purchases 
in 1956 made at local rates and 
not appearing in measured media 
figures total more than $2,000,000 
for the Robert Hall chain. 

Two main radio and tv spot 
drives are run during the year by 
the Robert Hall operation, during 
the fall-Christmas period and 
during the spring-Easter period. 
The number of markets used has 
now increased to around 150. 

The company is the largest user 
of broadcasting media, which it 
purchases at a retail rate, in the 
retailing field. Merchandising fa- 
cilities offered by individual sta- 
tions are by far secondary to price 
in the chain’s radio-tv spot pur- 
chases, the Sawdon agency said. 

The Sawdon agency has been 
handling the Robert Hall account 
since 1942, which was approxi- 
mately ten years after the agency 
|began operations. Around 1950, 
Frank B. Sawdon began leading 
a double life as top sales and ad- 
|vertising executive with Robert 
|Hall and as president-owner of 
|the Sawdon agency. His agency 
|also handles the Con-Tact product 
}of the Cohn-Hall Marx division of 
United Merchants. 


|@ Advertising on a low scale was 


$11,426,535, of which $4,036,758 ‘active advertiser, in both general 


expenditures in 1956 estimated at|carried on in 1956 by the other 
$9,171,452, of which $4,671,452 ap-| United Merchants operations. The 
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Advertising Age, August 19, 1957 


Cohn-Hall Marx Co. division | 


The tire division introduced a 


| wire braid hose for use in oil 
spent $40,874 in newspapers and /|solid industrial tire, a Fisk Safti-| drilling and loading and unload-j|record $40,000,000 for expansion ball 
$36,540 in Sunday magazine sec-| Flight tubeless tire; the Safety|ing oil tankers. Further applica- | and modernization in ’57, compared |schedule. In October, it began 


147 


The company expects to spend a| NCAA and Eastern regional foot- 


tions for its Con-Tact Decorating | Age Royal Master tire which has/|tions of the U. S. Rubber timing | with $32,500,000 last year. 


Plastic. 

United Merchants’ magazine | 
expenditures include $16,640 for 
Cohama Fabrics, $6,765 for Julli- 
ard fabrics, $7,260 for Roomaker 
fabrics, and $149,423 in maga- 
zines and $25,750 in Sunday mag- 
azine sections for the company’s 
retail operation. 

The parent company, United 
Merchants, has no central sales 
and marketing staff for its divi- 
sions. 


ADVERTISING EXPENDITURES 


1955 1956 
Newspapers ............ $ s 40,374 
Magazines _.......... 183,668 TRO ORK 
Spot Television ... —" 4,450,490 
Total Measured 183,668 4,671,452 
Total Unmeasured 
SG. cieeiinw 6,000,000 4,500,000 
Estimated Total 
Expenditures . 6,183,668 9,171,452 


*Spot tv not measured in 1955, when 
United said it accounted for $1,100,000. 


COHN-HALL MARX 
Irene Fogel, advertising director 


ROBERT HALL 
MARKETING PERSONNEL 
Sales 
Frank B. Sawdon, vp in charge of sales 
and advertising 
Philip Schiller, general sales manager 
Advertising 
Robert W. Weisenberg, advertising direc- 
tor 
Eugene Spero, 
manager 
ADVERTISING AGENCY 
Frank B. Sawdon Inc., New York— 
Robert Hall—Jérry Bess, account execu- 
tive: Con-Tact Product of the Cohn-Hall 
Marx Co. division (no account executive 
for Con-Tact). 


U.S. Rubber Co. | 


U. S. Rubber Co., New York, is 
the nation’s 68th largest adver- 
tiser with $11,000,000 total expen- 
ditures in 1956, of which $4,627,- 
834 was in measured media. 1955 
expenditures were $9,000,000 of 
which $3,498,822 was in measured 
media. Current year expenditures 
will again be in the neighborhood 
of $11,000,000. 

In 1956, sales dipped to $901,- 
260,194—2.6% below the all-time 
record of $925,539,092 achieved in 
1955. Net earnings for ‘56 were 
down 5% to $31,870,000, compared 
to $33,559,000 in ’55. 

1956 sales of industrial products 


newspaper advertising 


and footwear were greater than) 
in ’55, but these increases were | 
more than offset by decreased 
sales of tires, foam rubber, up- 
holstery fabrics and other rubber | 
and plastic products used by au-| 
tomobile manufacturers. 
During the first quarter of °57, | 
sales rose to $232,000,000 or 1.1% | 
higher than the $229,000,000 in the | 
like period last year. Earnings, 
however, were only a little over 
$8,000,000, down approximately | 
11% from first quarter of 1956. 


s U.S. Rubber is No. 3 of the Big | 
Four domestic fabricators and mar- 
kets some 33,000 products. The) 
company operates through five di- 
visions: (1) tire division which 
accounts for almost half of total 
sales, (2) footwear and general 
products, (3) mechanical rubber 
goods, (4) textile and (5) Nauga- 
tuck chemicals. 

Non-tire products include wa- 
terproof footwear and clothing, 
casual footwear, bathing caps, golf 
balls, foam rubber, all kinds of 
hose, belting, packings, mats, rub- 
ber and agricultural chemicals, 
molded products, plastic and tex- 
tile resins, a long list of yarns 
(Lastex, Lactron, ete.) and a vari- 
ety of fabrics (Trilok, Asbeston, 
etc.). 

In January the company sold its 
wire and cable business to Kaiser 
Aluminum “because it was more 
closely related to the metals field 
than the rubber industry.” 


= New products introduced in| 
*56-'57 include a rubber air spring | 
which is now used only on the °57) 
Cadillac Eldorado Brougham. 


two layers of steel wire mesh | 
strengthening the 
Fleetmaster off-the-road tire U. S.| 
Royal Safety 8-passenger car tire | 


designed for cooler running at) 


Royal Winteride, a new mud and 
snow tire. 


belt were made, varying from the 


games (NBC-TV) to _ its 


sponsoring’ its current show, “Na- 
; | In 1956, the company greatly vy Log” 
tread, Super /|light duty belts in walking dolls |increased its television advertis-| has been the company’s sole net- 


(ABC-TV). This show 


to the heavy duty ones in the | ing, cut back on newspapers, and| Work tv activity since December. 


atomic submarine Nautilus. 


spent about the same as ’55 in | 


U. S. Rubber continues to be 


_ The Naugatuck chemical divi- |other media. It did not use net-|the eternal client at Fletcher D. 
“turnpike speeds” and the U. S.|sion brought out a new agricul-| work radio at all during the year | Richards Inc., the agency which 


tural chemical, Alanap, which 
kills weeds before they emerge 
from the ground; a new polyvinyl 


and very little spot. 


In 1957, the company expects | 
to spend about the same as in ’56, | 
® The footwear and general prod- | acetate plastic resin called Acetex|pbut has decreased its network | 


ucts division brought out a line of |f0T water-based outdoor paint; | television, increased its newspa- 


lightweight 


| 


high-styled Aqua-|#"4d a new plastisol polyvinyl| per budget, and left its magazine 


Foam plastic bathing caps, an ex- | chloride resin to be used in liquid and spot tv budgets about the 


tra-firm Platinum Label 
mattress and foundation, 


foam 
im- 


proved golf balls, U. S. Airlane) 


rug underlay, five additions to the 
Naugahyde line of coated fabrics, 
a sponge rubber freight car wheel 
lubricator and a new aircraft fuel 
container for jet planes which 
will withstand temperatures up to 
350 F. 

The mechanical goods division 
developed a flexible high pressure 


form to coat fabrics or to cast ar- 
ticles such as footwear and toys. 


|/patterns and textures of the 
three-dimensional textile fabric, 


| Trilok, for the auto industry; and | 


ja texture-set nylon yarn which 
gives new texture, resilience and 
durability to nylon carpets. 


be No products or brands were 
| discontinued during the year. 


same. 


The 25th iargest business paper | 
The textile division put out new | advertiser, U. S. Rubber spends 


|around $1,000,000 annually in this 
|medium. Well over half its budget 
goes into unmeasured media. 


= In 1956, the company was a 
regular backer of NBC-TV’s Sun- 
\day spectaculars from January 
|through August. From September 
| through December, it added the 


has handled all the company’s ad- 
vertising since 1930. 


ADVERTISING EXPENDITURES 
1955 


1956 

NOWSpPapers  .......00.00 $ 595,993 § 281,749 
OO 1,328,642 1,542,135 
Farm Publications . 275,085 201,482 
Business Publications 1,106,000 900,000 
Network Television .. 53,618 1,264,972 
Spet Television .......... 277,650 
CUES ttn 145,484 159,846 

Total Measured .... 3,498,822 4,627,834 


Total Unmeasured 5,501,178 6,372,166 

Estimated Total 
Expenditure ........ 

MARKETING PERSONNEL 
Cc. J. Noonan, vp 
Sales 

G. H. Callum, general sales manager, 
footwear division, manufacturers prod- 
ucts 


L. J. Healey, general sales manager, 


TOLEDO is the key 
SRR aca 


1 


eee 


from 


PORT OF TOLEDO NEWS LETTER 
Published by The Toledo-Lucas 


County Port 


For the first time in the history of the Port 


of Toledo, midwest 


offered regularly scheduled sailing dates. 
An outbound Fiell-Oranje vessel will call 
at the Port of Toledo approximately 


every ten days, it was 


PORT BRIEFS 


the 


Authority 


shippers will be 


announced recently 


by Don C. Shefferly of the Overseas 
Shipping Agency here. 


gee 


i to the sea 


es: 


+ Ninth ‘argest port in the U.S., Toledo is already the | 
center of Ohio's third market with $1,996,423,000 net 

ae buying power*. What will it be when the St. 
iwrence Seaway is completed? Keep your si 

trained on Toledo, the key to the sea. - 


TOLEDO’S NEWSPAPERS 


Construction which will double the ware- 


house capacity of the Toledo Marine 
Terminals, Inc. has been scheduled for 
completion by July 1. A warehouse of 


reinforced concrete 


will provide more than 200,000 cubic 
feet of additional storage and cargo 


handling space for 
cargo. 
. 


Cognizant of Toledo's strategic and ex- 
panding transportation facilities, several 


steel companies are 


with renewed interest as a potentiol 


plant site, according 
issue of Steel Mag 


entitled “Steel: fob Toledo?” points out 
that Toledo meets most of the requisites 
demanded by the steelmakers for their 
ever-expanding industry. “Opening of 
the St. Lawrence Seaway in 1959 will 
make it possible to import raw materials 
via water from any foreign port and to 
ship finished steel abroad,” the article 


states, 


block construction 


overseas general 


studying the area 


to the April 28th 
azine. The article 


There are 


are the key / 
great and growing market on the 
St. Lawrence Seaway 


The 14-county Toledo market is ranked third in Ohio (after only 
Cleveland and Cincinnati) with net effective buying income of 
$1,996,423,000*. It’s first in Ohio with farm sales of $212,584,829. 
It’s third in food sales—-$281,542,000. No wonder the BLADE 
for the third consecutive year has topped all Ohio newspapers in 
grocery lineage with 3,767,952 lines, including, General, Local 
and Department Store groceries. You can see why to open the 
door to this big, growing, industrial-agricultural market you 
must use the proper key—the TOLEDO BLADE and TIMES. 


to this 


no duplicate keys. 


TOLEDO BLADE Daily ond, Suaday. TOLEDO TIMES Mowing 


REPRESENTE 


D BY 


*Sales Management Survey of Buying Power, May 10, 1957. 
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footwear division, consumer products 
W. O. Green, general sales manager, tire 
division, dealer sales 
H. D. Smith, general sales manager, tire| H. M. Parsekian, general sales manager, 


@Q== 


SAN FRANCISCO 


Number One 


| 


division, manufacturers sales 
E. T. Day, general sales manager, 
chanical goods division 


me- 


Naugatuck Chemical division 

W. D. Johnson, 

textile division 
Advertising 

C. H. Gilbert, director of advertising 


G. T. Ward, assistant director of advertis- 
ing 


general sales manager, 


|C. H. Shirley, advertising and sales pro- 


motion manager, tires 
A. J. Hocking, advertising and sales pro- 
motion manager, footwear 


motion manager, mechanical goods 
W. H. MacHale, advertising and sales 


ical 
P. Bergh, advertising and sales promo- 

tion manager, textile 

ADVERTISING AGENCIES 

| Fletcher D. Richards Inc.—all products 
| —Hugh Lavery, (tires); John Devine (tex- 
| tiles), Robert Evans, (Naugahyde and up- 
holstery), Sylvia Harris (mattresses), Dun- 
it Ross (Naugatuck Chemical), Brooke 
| Watson (mechanical goods), and F. 
| Richards Jr. (golf balls, 
|count executives. 


D. 
footwear), ac- 


H. E. Dadson, advertising and sales pro- | 


THE MODERN ART 


. OF PHOTO-ENGRAVING 
WHEN EXECUTED 


IS AT ITS FINEST 


BY DOT. BEAUTIFUL COLOR, 


OUTSTANDING BLACK AND WHITE. 


VAN BUREN ST 


CHICAGO 7 
STATE 2-5367 


U. S. Steel Corp. 


U. S. Steel Corp., Pittsburgh, | 
was the nation’s 80th largest ad- 
vertiser in 1956, with total ex- 
| penditures estimated by AA at 


| $8,615,404. Of this, $6,215,404 was | 


lin measured media. This com- 
|pares with a total estimated ad 
| investment in 1955 of $7,515,527, 
| of which $5,697,527 was in meas- 
| ured media. 

U. S. Steel is the world’s largest 
producer of steel. Its capacity is 
39,600,000 tons of ingots and cast- 
ings, which represents about 29.7% 
lof the capacity of the industry in 
this country. It reported the larg- 
est quarterly profits in its history 
in the first three months of this 
year—$115,478,109, or $2.03 a 
share, compared with $104,160,945, 
or $1.83 a share in the first quar- 
iter of 1956. 


|= During 1956 U. S. Steel’s sales 
from products and services were 
$4,228,877,241, which compares 
with $4,097,680,287 in 1955. In- 
leome for °56 was $348,098,916, 
| equal to $6.01 a common share. 
| This compares with the income in 
1955 of $370,099,353, or $6.44 a 
share. 

| US. Steel has 14 divisions 
|which make all kinds of finished 
and semi-finished steel products, 
and which supply and transport 
|these products. Last December, 
|U. S. Steel Homes Inc., maker of 


Illinois’ 
2nd Big Market 


PIMITEOU! am 


* Old indien word for Peoriorea 


meaning land of plenty 


Peoria Journal Stor 
© saturates metro. oreo with 99.7% daily ratio-to-homes 
© delivers daily circulation of 100,000-plus 


© influences 13-county biliion dollar market 


Peoria Jour 


\\\ 


|pre-fabricated buildings, 
|had been an operating subsidiary 


promotion manager, Naugatuck Chem- | 


which 


of the company, became an oper- 
ating division. 


s U.S. Steel has not always been 
as intensive an advertiser as it 
is today. Only 20 years ago, For- 
tune, in an article on U.S. Steel 
E its March, 1936, issue, noted: 


“A modest beginning has also 
been made on the job of bring- 
ling the corporation’s advertising 
\up to date. Each subsidiary has 
always done its own advertising 
jand always only in trade papers. 
|Total advertising budget in 1935 
|was $700,000. Last fall Batten, 
| Barton, Durstine & Osborn were 
retained to take charge of all cor- 
|poration advertising. So far some 
|$70,000 has been spent on ads in 
| general magazines, a pioneering at- 
|tempt to establish communication 
with the public at large. There is 
even talk of a VP in Charge of 
Public Relations.” 


® There can be no doubt that 
U. S. Steel has succeeded in es- 
tablishing “communication with 
the public at large” of some kind. 
It sponsors the popular tv drama- 
tic show, “U.S. Steel Hour,” which 
won two awards in 1956—the 


Advertising Age, August 19, 1957 


CYCLONE FENCE DEPT. OF 
AMERICAN STEEL & WIRE 
DIVISION 


(Waukegan, Ill.) 
J. A. Willerton, manager—advertising 


- COLUMBIA-GENEVA STEEL 
DIVISION 


(San Francisco) 
R. W. Seely, vp in charge of sales 
R. G. Hill, manager of advertising 


CONSOLIDATED WESTERN 
STEEL DIVISION 
(Les Angeles) 
P. M. Cobb, vp in charge of sales 
F. H. Schenck, manager, marketing serv- 
ices 


GERRARD STEEL STRAPPING 


DIVISION 
(Chicage) 
H. M. Reed, vp in charge of sales 
R. R. Wyckoff, manager, advertising and 
market development 


NATIONAL TUBE DIVISION 
(Pittsburgh) 
H. J. Wallace, vp in charge of sales 
T. W. Gamble, manager of advertising 
S. W. Verner, manager of market devel- 
opment 


OIL WELL SUPPLY DIVISION 
(Dallas) 

M. F. Hazel, vp in charge of sales and 
general manager 

M. E. Shippee, director of advertising 
and sales promotion 

Kenton Chickering, general 
manager (includes market 


sales staff 
develop- 


Christopher Award and the Syl- 
vania Award. Its tv expenditures 
for 1956 were $2,033,971. Business 
publications and magazines, 
spectively, took large bites out of 
| the company’s budget also. 

Batten, Barton, Durstine & Os- 
born is the sole agency for the 
company, including all its divi- 
sions. 


s At the beginning of 1957, John 
Veckly was named director of ad- 
vertising for the corporation. 


ADVERTISING EXPENDITURES 


1955 1956 
MT ee $ 606017 $ 891,033 
Magazines -«- 1,129,711 1,153,024 
Farm Publications ... 543,559 393,376 
Busi Publicati 1,617,800 1,744,006 
Network Television .. 1,800,440 2,083,971 
Total Measured ........ 5,697,527 6,215,404 
Total Unmeasured .. 1,815,000 2,400,000 
Estimated Total 
Expenditures ......... 7,515,527 8,615,404 


MARKETING PERSONNEL 
Sales 
B. E. Estes Jr, director-staff administration 
Market Development 
R. C. Myers, director of market de- 
| velopment 
D. R. Waugh, assistant director of mar- 
ket development 
Advertising 
John Veckly, director of advertising 
H. W. Hoffman, assistant director—admin- 
istration 
R. J. Wilcox, assistant director—product 
advertising 
|W. H. Crawford, business manager 


DIVISIONS AND SUBSIDIARIES | 


AMERICAN BRIDGE DIVISION 
(Pittsburgh) 
|W. B. Hunter, vice-president—contracting | 


Me F. Taylor, manager—advertising 


| AMERICAN STEEL & WIRE 


DIVISION 
(Cleveland) 
H. M. Francis, 
O. B. Stauffer, manager—advertising 


ment 


re- | 


vp in charge of sales | coordinator; 


ment) 


TENNESSEE COAL & IRON 
DIVISION 
| (Fairfield, Ala.) 
D. A. Challis Jr. vp in charge of 
sales 
I. C. Kinney, advertising manager 
cludes market development) 


} 


(in- 


U. 8. STEEL EXPORT CO. 
(New York) 

G. A. Meckes, vp—commercial 

Walter Jones, manager of advertising 


and market development 


U. 8S. STEEL HOMES DIVISION 
(New Albany, Ind.) 
David F. Rucks Jr., vp in charge of sales 
R. J. Ritchey, manager—advertising and 
sales promotion 


U. 8S. STEEL PRODUCTS 
DIVISION 


(New York) 
W. IL. Hanrahan, vp in charge of sales 
J. D. Sawers Jr., general sales staff 
manager (includes advertising and mar- 
keting development) 


U. 8S. STEEL SUPPLY DIVISION 


(Chicago) 
K. P. Rindfleisch, vp in charge of sales 
L. A. Douglass, manager of advertising 
and market development 


UNIVERSAL ATLAS CEMENT 


(New York) 

J. C. McClure, vp in charge of sales 
and general sales manager 
J. A. Sullivan, director of advertising 
and public relations 
W. J. McCullough, assistant to vp—general 
sales (market development representa- 
| tive) 
| ADVERTISING AGENCY 

Batten, Barton, Durstine & Osborn, 
| Pitteburgh—Durton E. Vaughan, vp and 
| Pittsburgh office manager; J. B. Pollock, 
|U. S. Steel account supervisor; E. G. 
| Mantle, manager, staff administration, and 
Harold Middleton, media di- 
| rector; G. T. Urquhart, supervisor, tele- 


J. K. Sedgwick, manager, market develop- | vision commercials and national promo- 


| tions; H. P. Vieth, supervisor, American 


KEY TO 587,000 INDIANA 


POCKETBOOKS 


Let two great newspapers with a 
““ready-to-buy"’ audience carry 
your sales message into 140,191 
homes in the billion dollar ‘‘Gold- 
en Zone"’ market. 

} 


CON. SP 
METRO. AREAS POP. INCOME RETAIL SALES 
1. Chicago 
2. Peoria =| 287,600 
3. Davenport- 
Rock Island- 273,100 516,413 318,232 
Moline 
4. Rockford 180,200 387,477 250,292 


\ 
Star 


; one ae 
a 


$.R.0.S. Est. 1/1/57 


affiliated with WTVH 
Ward-Griffith Co., National Reps. 


. 


Complete coverage of 15-county 
Midwest Market 
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Steel & Wire Div., Cyclone Fence Dept., 
U. S. Steel Supply Div.; W. H. Lusher, | 
supervisor, U. S. Steel coal chemical, 
carbon steel and fabricated products, 
American Bridge Div., Oil Well Supply 
Div.; P. C. Fox, supervisor, U. S. Steel 
design steels, National Tube Div.; W. A. 
Hart, Jr., supervisor, U. S. Steel Homes 
Div., Tennessee Coal & Iron Div. | 


Hiram Walker- 
Gooderham & Worts 
Ltd. 


Hiram Walker-Gooderham & 
Worts Ltd. Walkerville, Ont., 
through its affiliates is the na-| 
tion’s 55th largest advertiser, with | 
1956 total U. S. advertising ex-| 
penditures estimated by ADVERTIs- | 
ING AGE at about $13,000,000. Of 
this $6,755,078 was in measured | 
media. This compares with an es- 
timated total 1955 expenditure of | 
$12,000,000, of which $5,910,992 
was in measured media. 

A company spokesman said that 
advertising expenditures this year 
will increase about $1,000,000 over 
the previous year. 

For the fiscal year ending Aug. 
31, 1956, Walker’s profits were up 
9% and sales showed an 8.7% gain 
over the previous year. Sales for 
the year ending Aug. 31 were) 
$370,925,502—about 85% to 90% of | 
which were U.S. asiee. Sales for 
the previous fiscal year were 
$341,273,232. Net earnings for the 
fiscal year 1956 were $21,079,312— |" 
the fourth best year in profits for 
the company (top year was 1950 
with profits of ._ $27,925,874). For 
1955, earnings were $19,327,468. 
The 1956 sales hit a record for 
Walker—the previous highest year 
was 1950 with sales of $343,122,732. 
(Figures given are in U.S. dollars.) 


® In the current fiscal year which 
ends Aug. 31, net earnings rose to 
$17,326,474 for the first nine 
months ending May 31, compared 
with $15,713,052 in the correspond- 
ing period of the previous year. 
President Howard R. Walton said 
that U.S. government figures for 
12 months ended April 30 show 


apparent consumption of distilled 


spirits 5.5% higher than the year 
before. He said that the Hiram 
Walker group’s case sales in the 
U.S. were up by at least the in- 
dustry’s percentage. 

Walker’s sales rise has been 
rapid and steady. In 1934, total 
sales amounted to $21,071,349. 
Gains in sales were made in al- 
most every year to 1950, lagged in 
1951 and 1952, then started up 
again, hitting the new high in 1956. 


s Walker ranks fourth among U.S. 
distillers. Besides its Peoria, IIl., 
plant, the largest in the world, the 
company has 15 other distilleries 
in five countries. The Walkerville 
plant is the largest beverage dis- 
tillery in Canada, the Dumbarton, 
Scotland, plant, the largest in 
Europe. 

The company’s latest annual re- 
port carried this comment on com- 
pany policy: “Diversification with- 
in the distilled spirits field is our 
established policy, and the compa- 
ny manufactures gins, cordials, 
liqueurs, brandies and rums for 
appropriate markets, as well as 
every important classification of 


whisky.” 


s Hiram Walker has made no! 
changes in its agency line-up since | 
January, 1956, when it moved its | 
vodka advertising from C. J. La-| 
Roche & Co., New York, to Foote, | 
Cone & Belding, Chicago. FC&B 
already had a number of Walker 
products, and LaRoche retained its 
other Walker brands. 

Last April a new campaign for 
Walker’s DeLuxe bourbon ap- 
peared in magazines, newspapers 
and outdoor, featuring cartoons by 
well-known Ludwig Bemelmans. 
No major marketing personnel or 
distribution changes were made in 
the past year. 

The major sales subsidiary is 


erham & Worts, Detroit, and w. 
A. Taylor & Co., New York. Be- 
sides these, there are a number of 
distributing and distilling subsidi- 
aries. 


N\ 
. 


ADVERTISING EXPENDITURES —open states | emaepee qumaitsnicumineiiiilea “ae ager 
1955 1956 Arch Howie, merchandising manager > 7y al 26,740 Advertising 
Newspapers 2,774,618 $2,758,014 Advertising | ota SRO © cccersceccesierrsnetestee 96,873 'L. A. Roden, vp and advertising manager 
Magazines 2,355,042 2,830,088 Leslie S. Gillette, advertising manager 
Outdoor . 781,832 1,104,376 and sales promotion manager | 
Total M v- 5910902 6,755,078 | ADVERTISING AGENCY 
Total Unmeasured 6,089,008 6,244,922 Brooke, Smith, French & Dorrance, De- | 


Estimated Total 


Expenditure ........ 12,000,000 = 13,000,000 ...nervisor; Owen A. Brady, assistant ac- | 
count executive. | says 
HIRAM WALKER INC. | ADVERTISING EXPENDITURES | John E. Sixt 
(Detroit) 1956 | 
| Canadian Club, Imperial, Walker's De- | Newspapers. o.........cccccsssssvessnenennneen $ 521,143 SALES MANAGER, WINSMITH, INC. 
Luxe, Hiram Walker's Gin, Ter High, | Magamimes occcecccccccccccesceeneeneenmeeneennenee 161,735 | : ‘ F 
Private Cellar, Twin Seal, Meadow | Outdoor .................... 68,731 | “I've seen a big change in purchasing 
Brook, James & George Stodart scotch, Bates BWeRSUTOE  cccccceinctpee 751,609 


Hiram Walker's Vodka, liqueurs, cor- 
dials and ready-to-serve cocktails. 
MARKETING PERSONNEL 
ee Be president and general sales 
ager 
nemenand Revit, vp, eastern division, and 
president of Hiram Walker Distributors 
Inc., New York 
Jules Kanter, vp and sales manager, Hi- 
ram Walker Distributors Inc., 
York 
B. H. Sykes, vp, 
president of Hiram Walker Distributing | 
Co., Chicago 
Jack Musick, vp and sales manager, Hi- | 


ram Walker Distributing Co., Chicago | Walter Botsford, administrative assistant 


| P. J. Spengler, vp, western division 
. Dols, merchandising manager 
John H. Haney, monopoly state manage | 
Advertising 
Donal J. O’Brien, vp and director of | 
advertising and sales promotion 
W. McConnell, assistant advertising | 
manager 
F. L. Fisher, 
manager 
L. H. Bender, display production man- | 
ager 


national sales promotion | 


Public Relations 
J. F. Wright, manager of publicity 
ADVERTISING AGENCIES 

Cc. J. LaRoche & Co., New York—Ca- 
nadian Club, Walker’s Gin, Walker's 
mixed cocktails and cordials—John S. 
Graetzer and John Waite, account exec- 
utives. 

Foote, Cone & Belding, Chicago—In:- 
perial, Walker's De Luxe, Meadow Brook 
rye and Hiram Walker vodka—Carl Hertz- 
berg, account supervisor; John McElroy, 
account executive. 

Maxon Inc., Detroit—Ten High bourbon, 
Hiram Walker's Private Cellar bourbon 
whisky, Twin Seal bourbon—James G. 
MacPherson, account executive. 


ADVERTISING EXPENDITURES 


|Hiram Walker Inc., Detroit. Oth- | 
|ers, active in advertising, are Jas. | 
Barclay & Co. Ltd., Detroit; Good- | Corby Reserve, Corby’s special selected 


Carl Rentschler, president 


New | 


central division, and | 


| 


JAS. BARCLAY & CO. LTD. Advertising 
la. H. Delsener, advertising and sales pro- | 


(Detroit) | motion manager 


W. A. TAYLOR & CO. 
(New York) 

| Old Smuggler scotch, Maraca rum, John 
Jameson Irish whisky, Drambuie scotch 
liqueur, Sandeman ports and sherries, 
Pol Roger champagne, Courvoisier co- 
gnacs, Booth’s House of Lord's and 
High & Dry gins, and Old Tom gin. 


Canadian whisky, Senator Corby, Royal 
Canadian whisky, Barclay’s London dry| Simons & Michelson Co., Detroit—all 
gin, Barclay’s Bonded and Barclay’s | products—Lawrence Michelson, Richard 
bourbon whiskies, Barclay’s brandy and | | Hughes and Lou Pollock, account execu- 
Grand Macnish scotch | tives. 


MAREESING PERSSMNEL | ADVERTISING EXPENDITURES 


ADVERTISING AGENCY 


MARKETING PERSONNEL 


| Norris Macdonald, vp and sales manager 1956 | Greg Wedell, president and general man- 


troit—all products—Blount Slade, account 


“| SELL SPEED REDUCERS TO THE OEM" 


functions. More and more, the Pur- 
chasing Agent has become a key con- 
tact in the OEM market.” 


“Today's P.A. is either an engineer or a man with a dad 
technical background. He's well-qualified to buy gears, 
reducers, and other components. Engineering respects 
his opinions.” 


GOODERHAM & WORTS LTD. 


(Detroit) | 
William Penn, G&W Seven Star, G&W | 
Five Star blended whisky; G&W Pri-| 
vate Stock, Mill Farm, Mountain Ridge | 
bourbon; Sherbrook bourbon and rye; 
Wight’s Old Reserve bonded straight | 
rye; G&W Special Canadian; G&W gin, | 
Five O’Clock and John Collins gins; 
Lauder’s scotch; Royal Banquet blend- | 
ed scotch type whisky | 


“To make important decisions, he requires helpful facts. 
That's why Winsmith advertises in PURCHASING NEWS.” 


MARKETING PERSONNEL 
| may Sibbert, vp 


ADVERTISING IN THE LAFAYETTE JOURNAL 
and COURIER PRODUCES PLUS SALES IN THIS 
RICH NORTHWESTERN INDIANA MARKET 


No advertising program in Indiana is complete that does 
not include a schedule in the Lafayette Journal and Courier. 
We always recommend the Journal and Courier because 
no other newspaper can give us the coverage necessary 
to sell in the Lafayette market. 


ROBERT D. LINDGREN 
——. Brokerage Company Food Brokers 


lai 


This Important Indiana Market Is Covered Only by the 


LAFAYETTE JOURNAL" COURIE R 


WEST LAFAYETTE 
INDIANA 


1 Member of Haderetbil Publications 
BOOUTUNIOND  ascsccccscscsccrosaseasiaseneomstnesed $2,098 642 
EE 2,013,083 Indiana's Best REPRESENTED NATIONALLY BY 
he remE  Solonced Market aaa ii 8) std 
YOUR ADVERTISING BELONGS IN | 
if / 


The Farm Publication You'p Reggie 
IF YOU LIVED IN TEXAS,OR OKLAHOMA!) 


Texans and Oklahomans appreciate the Jocalized treatment 
of ranch and farm news in The Farmer-Stockman . 
ONLY farm publication 


Edited Separately for Texas .. . 
Edited Separately for Oklahoma! 


This separate editing explains why ranchers and farmers 
of Texas and Oklahoma find The Farmer-Stockman so 
. so helpful. 
talks about specific needs. In fact, The Farmer-Stockman 
is voted the most helpful of any magazine reaching they 


intensely interesting . 


rural Southwest! 


Yes—your advertising belongs in the farm publicatioff 
you'd read if you lived in the Rural Southwest. It belongs 
in The Farmer-Stockman for maximum sales results! 


434,813 suvscrivers 


. . the 


It gets closer-to-home, 


Paid 


The remeet Segoe 


Black creas show 
Texes Counties spot- 
lighted in Texes 
issues ond Oklahoma 
Counties spotlighted 
in Oklahoma issves 


OKLAHOMA CITY + DALLAS 


during 1956 with 


777 a 


J. H. Hunter, Advertising Director WAR uy el ag Ane 
400 N. Michigan Avenue 500 N. Broodway mon. 


Chicago 11, SUperior 7-6145 
420 Lexington Avenue 
New York 17, MUrray Hill 4-3340 


Okiahome City 1, CEntro! 2-331! 
4321 WN. Central Expresswoy 
Dolias 5, LAkeside 1-312! 
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ADVERTISING AGENCY j 


Charles W. Hoyt Co.—all products— | 
Everett W. Hoyt, account executive. 


ADVERTISING EXPENDITURES 


$ 49,512|Sales and earnings is reported, 
655,260 | with total world-wide sales at 


Newspapers 
Magazines 


Outdoor 11,571 | $78,902,000 and consolidated net 
Tetal Measured . 716,343 at $5,581,000. 

A company notable for the 

Warner-Lambert more than 50 acquisitions it has 


had since founding 101 years ago 


Pharmaceutical Co, (as William R. Warner & Co., 
Warner-Lambert continued its 

Warner-Lambert Pharmaceuti- merger-minded ways by picking 
cal Co., Morris Plains, N. J., is up Nepera Chemical Co. and its 
the nation’s 24th largest adver-| subsidiary, Anahist Co., late last 
tiser, with 1956 U. S. advertising | year, giving the company further 
expenditures estimated at about penetration into the pharmaceuti- 
$23,000,000, of which $12,535,124/cal field. This latest acquisition 
was in measured media. The com-/ was preceded by mergers of Em- 
pany reported a world-wide 1956/erson Drug Co. and Lambert 
expenditure of $28,977,258, which Pharmacal Co., the latter bring- 
probably does not include certain |jng in Listerine, reportedly W-L’s 
ethical and other advertising ex- largest individual selling product. 
penses that could bring the total 
ad expenditure to some $30,000,- 
000. In 1955, Warner-Lambert re- 
ported world-wide advertising 
expenditure at $23,243,184, and in 
1954 the figure was reported at 
$14,507,657. 

In 1955, sales passed the $100,- 
000,000 mark for the first time 
and last year, including consoli- 
dated subsidiary companies, they 


® Today, the company has eight 
|principal operating divisions, sell- 
\ing ethical pharmaceuticals and 
medicinal chemicals; proprietary 
pharmaceuticals and drug sun- 
dries; toiletries and cosmetics and 
plastic and glass containers. It 
also includes an _é advertising 
agency, Lambert & Feasley, which 
handles both W-L and outside ac- 
were $137,771,980 (non-consoli-| counts. Last year, 41.3% of the 
dated foreign subsidiaries sales|company’s sales came from pro- 
brings the total to $153,320,000).| prietaries and drugs; 22.9% from 


Heavens to Betsy, Smidley! 


We've not a thing against Toledo, San Diego or 
Nashville . .. but Cascade's bigger than ANY of 
them! Why, Cascade's coverage area is bigger than 
Massachusetts, New Hampshire, Vermont, Connec- 
ticut and li'l ole Rhode Island combined! The Cas- 
cade four-station television network delivers more 
area, more people, and, by the way, more results 
than any single TV buy in the West. Let's not drop 
the old ball again, Smidley. 


a. ~< 
1 
— —taa ~~ 


- 


C> CASCADE 


BROADCASTING COMPANY 
a © @ 


| Net income last year was $10,826,- ethical pharmaceuticals and me- 000. Among measured media, spe- 
010, compared with $9,794,556 in| dicinal chemicals; 19.4% from toi- 
| 1955. For the first six months of|letries and cosmetics, and 16.4% 
1956 | 1957, an increase of about 10% in| from plastic and glass containers. 
Over the last five years, W-L’s| 


proprietary and drug business has 
gone up nearly 5%, while toilet- 
ries and cosmetics business, not 
without some intent, has dropped 
nearly 4%. 

Besides the recently acquired 
Nepera, and Anahist subsidiary, 
W-L’s principal operating divi- 
sions—where most of the adver- 
tising money is spent—include 
Lambert-Hudnut division, War- 
ner-Chilcott Laboratories. divi- 
sion, Emerson Drug Co. division, 
Standard Laboratories Inc., Pro- 
phy-lac-tic Brush Co. and War- 
ner-Lambert International. 

Other divisions are the Lam- 
bert & Feasley advertising agency, 
Maryland Glass Corp., Gulfport 
Glass Corp. and Parfums Ciro 
Inc. While advertising is gener- 
ally separated by divisions, the 
public relations function ai the 
company wears a double head, with 
the supervisor of public relations 
acting on the corporate level as 
well as for each division when re- 
quired. He reports to Warner- 
Lambert’s director of personnel 
and public relations. 


s Among the proprietaries, prin- 
cipal advertised products are Lis- 
terine antiseptic, Listerine and 
Antizyme _ dentifrices, Bromo- 
Seltzer, Anahist and Super Ana- 
hist cold and allergy remedies. In 
toiletries and cosmetics, advertis- 
ing support goes mainly to the 
Richard Hudnut Quick and Pin- 
Quick home permanents, although 
also included in this category are 
the DuBarry, Sportsman and Ciro 
perfume lines. 

The Standard Laboratories sub- 
sidiary spends advertising dollars 
for Sloan’s Liniment, Veracolate 
and Vince, and Warner-Chilcott 
for an extensive list of ethicals. 
International operations, both 
sales and advertising, are consid- 
erably autonomous. Local affili- 
ates are encouraged to select their 
own agencies and programs and 
generally speaking the leading 
advertised products are the same 
as in the U.S. Warner-Lambert 
products are now manufactured 
in 35 foreign locations with agen- 
cies and licensees in more than 
65 other countries. Further de- 
tails about some of the divisions 
follows: 


® In the Lambert-Hudnut divi- 
sion, Listerine antiseptic has been 
the largest selling product in the 
last two years and is far and 
away the biggest seller in its mar- 
ket. In 1955, the company re- 
ported a 12% sales gain for Lis- 
terine, making for an alltime 
high, and in 1956 Listerine was 
reported showing “substantial 


\cifie Listerine expenditures of 
| $1,341,500 in spot television, $1,- 
| 352,189 in general magazines and 
$220,997 in newspapers are re- 
ported. ; 

Discussing the dentifrice field 
in its annual report, Warner- 
Lambert says: “Our policy in 1956 
was to modify promotional activ- 
ity in the highly competitive den- 
tifrice market. The economy ap- 
peal of Listerine toothpaste con- 
tinued to maintain a moderate 
amount of volume in 1956, and 
sales of our Antizyme brand were 
in keeping with smaller promo- 
tional expenditures. Our policy 
for the past several months has 
been to divert advertising appro- 
priations from this exceedingly 
competitive field into more prom- 
ising areas and to await further 
developments in the dentifrice 
market.” 

Measured media report denti- 
frice expenditures of around $1,- 
250,000 in 1956, mostly in spot 
television. Both Listerine and An- 
tizyme are thought to have con- 
siderably less than 10% of the 
dentifrice market at this time. 
Well over $2,000,000 was spent in 
1956 to advertise Richard Hudnut 
home permanents, with tv getting 
about $1,500,000, magazines most 
of the rest. A new Bliss! hair 
permanent and Beauty Curl non- 
lacquer hair spray are slated for 
national introduction this month. 
All told, W-L’s home permanent 
products probably spend some 
$4,000,000 in advertising and add 
up to a slow third, after Toni and 
Procter & Gamble. 


@ The Emerson Drug Co. division 
spent more than $2,000,000 in ad- 
vertising for Bromo-Seltzer, one 
of the leading products in its field. 
A $2,000,000 ad budget was re- 
ported in 1955 and 1954. Now that 
it has merged, no individual sales 
for Bromo-Seltzer are reported, 
but they are presumed to be up 
somewhat, because the product is 
now carried by about five times 
as many salesmen as before the 
merger. 

In 1955, Emerson Drug Co. re- 
ported sales of $16,927,895 and a 
net of $1,221,544; in 1954, sales of 
$15,167,250 and net of $1,108,319. 
This division also markets Fizzies, 
an effervescent instant soft drink 
tablet, now in its third year of 
test operations. Spending around 
$300,000, Fizzies is now in most 
major markets and claims 45% of 
the non-bottled soft drinks in 
each area. The division is also con- 
cerned with the development of 
“new items adaptable to Emer- 
son’s background and experience 
in proprietary medicines.” 

In January, Warner-Lambert 
became the first sponsor of the 
newly-organized NTA film net- 


| work, plunking down about $2,-| 


600,000 through its Lambert & 
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above two divisions are being ad- 
vertised. At the time of the pur- 
chase, Robert G. Urban, exec vp 
of the Lambert-Hudnut division, 
said the films will be used as “an 
excellent and unique vehicle for 
new products that we may intro- 
duce this year.” 


s The Anahist Co. subsidiary ac- 
quired with Nepera last year is a 
leader in the proprietary cold 
market, claiming a major share in 
the field. It was first introduced 
in 1949 and has grown rapidly, 
especially since the introduction 
of Super Anahist in 1952. In the 
last two years, Anahist nasal 
spray, chest rub, antibiotic throat 
lozenges and Super Anahist tab- 
lets with codeine have been in- 
troduced, and more cold remedy 
products are in the works for this 
division. 

Sales for 1957 are reported 38% 
ahead of last year and advertis- 
ing 40% over the 1956 budget. 
The division relies heavily on spot 
tv and radio commercials, with 
lesser emphasis on other media. 
$2,748,690 was measured in spot 
tv for Super Anahist last year, 
fractional amounts for the nasal 
spray and cough syrup. 


s Although not the most signifi- 
cant from an advertising view- 
point, the ethical pharmaceutical 
divisions—Warner-Chilcott Labo- * 
ratories and Nepera Laboratories 
—have consistently been the com- 
pany’s most profitable divisions. 
In 1955, Warner-Chilcott reported 
a 13% sales increase and 22% 
earnings gain and in 1956 they 
are reported “substantially above 
the 1955 level, mainly because of 
the influence of increased sales 
of widely-prescribed specialties.” 
Seven items, selling more than 
$1,000,000 each in the domestic 
market, produced about $15,000,- 
000 in sales last year; six of the 
seven are leaders in their re- 
spective fields of therapy. 

Much of the company’s future 
planning is directed toward these 
two divisions, where advertising 
is to medical and professional 
men, unmeasured, and handled 
almost entirely by one agency, 
William Douglas MacAdams. Paul 
B. Robinson, formerly with Sudler 
& Hennessey, joined Warner- 
Chilcott this year as director of 
advertising and promotion, a 
newly-created position. Leading 
advertised products are Gelusil, 
an antacid adsorbent; Peritrate, 
an angina pectoris prophylactic; 
Tedral, an anti-asthmatic, and 
Proloid, a purified thyroid globu- 
lin. Two new products are cur- 
rently being introduced: Releasin, 
a hormone for the prevention of 
premature labor, and Pacatal, a 


tranquilizer, which the company 
prefers to call a “normalizing” 
agent. Last year, Sterisil, for 


growth” and its sales gain is esti-|Feasley subsidiary for a lineup of|treating vaginal infections, was 
mated to now be about 15% with) 128 stations, one-hour weekly. A | introduced, and the company as- 
actual sales of roughly $15,000,-| variety of products made by the! sumed the marketing of Pyridium, 


People In Waukegan 


Are New - Car - Crazy 
Says Wizard 


Here's the confirmation, 
says Waldo: 


In Greater Waukegan (Lake Coun- 
ty) automobile registrations zoom- 
ed to 88,240 units in 1956, more 
than one car per family. Sales in 
the area were $50,818,000, sec- 
ond in Illinois outside of Chicago. 
With sales like these no wonder 
auto manufacturers regularly in- 
vest in the Waukegan News-Sun, 
the paper that reaches the heart 
of America's 8th richest county. 
Circulation now is over 31,000 
daily, and growing daily. 


The Waukegan News-Sun 


Represented national 
Burke, Kuipers & Mahony, Inc. 


C. R. Cunninghom Nat’! Adv. Mgr. 
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a widely-prescribed urinary anal-| 
gesic. 

Nepera’s main products are| 
Mandelamine, a urinary ooo shal" 
tic; Biomydrin, for ear, nose and 
throat infections; Choledyl, for! 
use in asthma and congestive | 
heart failure, and Seshaivansina, | 
an antihistamine. 


s Standard Laboratories Inc. 
markets several packaged medi- 
cines which produce “a _ stable 
sales volume and an excellent 
profit.” These include Sloan’s 
Liniment, Sloan’s Balm, Veraco- 
late, a bile salts laxative, and 
Vince, a mouth wash and denti- 
frice. 

Last year, $82,025 was spent in 
magazines to revitalize the de- 
mand for Sloan’s liniment, one of 
the best known remedies in its 
field, which has been on the de- 
cline for some time. It is still 
presumed to sell more than l,- 
000,000 bottles annually and to be 
somewhere between fifth and 
tenth in the marketplace. Vince 
and Veracolate this year are being 
ethically promoted through Noyes 
& Sproul. 


® Pro-phy-lac-tic Brush Co. is a 
leading manufacturer of toilet 
brushes and combs under the 
brand names Pro, Pro-phy-lac-tic 
and Jewelite, and a fabricator of 
plastics, including dishware, un- 
der the names Prolon, Cadence 
and Florence. The division re- 
ported a moderate increase in 
brush and comb volume last year. 
A $106,603 campaign for Pro-phy- 
lac-tic toothbrushes was meas- 
ured in general magazines last 
year. The division established its 
own sales force this year; pre- 
viously, brush sales had been 
handled by Lambert-Hudnut,. It 
was Pro-phy-lac-tic that brought 
Warner-Lambert into the plastic 
molding field, selling—besides 
dishware—such diverse items as 
chairs, weather stripping and 
plastic signs. 

Other advertising changes over 
the year were the dropping of 
Lawrence C. Gumbinner Adver- 
tising from the agency stable as 
Parfums Ciro transferred to Lam- 
bert & Feasley, and the addition 
of Sudler & Hennessey and Noyes 
& Sproul to the ethical list. 

Major corporate activities last 
year included the completion of 
a $10,000,000 program of plant ex- 
pansion and improvement pro- 
gram, including construction of a 
new toiletries and cosmetics plant 
at Lititz, Pa., and the removal of 
administrative activities to a new 
headquarters in Morris Plains, 
N.J. The Canadian subsidiary re- 
cently completed an expansion 
which almost doubled its facili- 
ties. 


ADVERTISING EXPENDITURES 
1955 


1956 

NOWSPOPOTS —ovveesees $ 793,601 $ S11,417 

Magazines _....... » 1,774,568 2,846,007 

Farm publications .. P 4,350 

blicati 369,200 524,500 

Network television ow 2,102,500 2,265,660 

Spot television ........ oe 6,383,100 

Total Measured . 5,040,049 12,535,124 

Total unmeasured 11,440,305 10,464,876 
Estimated total 

Expenditure .......... 23,243,184 30,000,000 

LAMBERT-HUDNUT 


(Morris Plains, N.J.) 
MARKETING PERSONNEL 


Sales 

Robert G. Urban, exec vp 

Frank E. Camp, vp, toiletry 

Charles A. Pennock, vp, cosmetic sales 

Paul Regnier, regional sales manager for 
cosmetics 

Henry Herold, regi 1 sales 
cosmetics 

Edward M. Butler, regional sales man- 
ager for cosmetics 

William Morrison, 
ager for toiletries 

Robert N. Case, regional sales manager 
for toiletries 

Hugh S. Graves Jr., regional sales man- 
ager for toiletries 

Howard C. Stutsman, regional sales man- 
ager for toiletries 

Frederick W. Squires, regional sales 
manager for toiletries 

William H. Clymer, regional sales man- 
ager for toiletries 


Advertising 


ger for 


regional sales man- 


Gerard S. Fowler, vp for cosmetic ad- 


vertising and merchandising 


ADVERTISING AGENCIES 

Lambert & Feasley, New York—Lis- 
terine Antiseptic, Listerine tooth paste 
and ‘oe tooth paste, Parfums Ciro 
Morris, account executive. 

Sime yy Colwell & Bayles, 
New York—Richard Hudnut Quick, Pin 
— Enriched Creme Shampoo, Creme 
nse, Beauty Curl—Donaid Anderson, 
peice supervisor: Mary Ayers, associ- 
ate account supervisor; Sylvester Cleary 
and Edward Dooley (new products), ac- 


| count executives. 
Norman, Craig & Kummel, New York | 


—Sportsman grooming essentials, Du 
Barry preparations, Bliss! Home Perma- 
nent and new products. Bud Whitney, 
account executive. 


EMERSON DRUG CO. 
(Baltimore, Md.) 


MARKETING PERSONNEL 
Sales 
Richard J. Golden, general sales man- 


ager 
Ross Maymon, field sales manager 


Advertising 
Kirk L. Billings, advertising manager 
ADVERTISING AGENCY 
Lennen & Newell, New York—all prod- 
ucts—Jackson Taylor, account super- 
visor; Martin J. Dwyer, account execu- 
tive. 


ANAHIST CO. 
(Yonkers, N.¥.) 
MARKETING PERSONNEL 
John S. Hewitt, president 
Robert MacFarlane, general sales man- 
| ager 


ADVERTISING AGENCY 
| Ted Bates Co., N.¥.—all products— 
| 


Dan Ladd—account executive. 


WARNER-CHILCOTT 
DIVISION 
(Morris Plains, N.J.) 


MARKETING PERSONNEL 
Sales 
William N. Enes, sales manager 


(Continued on Page 154) 


Cc. L. MaecNelly Jr.—account supervisor, 


%& BOARDMASTER Visual Control 
Saves You Time, Money. 

%& Gives Graphic Picture of Your 
Operations. Stops mixups. 


%& Simple to Operate. Write on 
Cards, Snaps in Grooves. 


%& Ideal for Sales, Production, 
Inventory, Scheduling, Etc. 


% Made of Metal. Compact and 
attractive. 150,000 in Use. 

Full price $4.9-50 with cards 

24-page illustrated 

FREE | 800Ker wo. v-300 

Without Obligation 

Write or Calli Wisconsin 1-8444 

GRAPHIC SYSTEMS, 55 West 42nd St., New York 36, N. Y. 


.. LIKE CALIFORNIA LW7HOLT 
THE BILLION-DOLLAR 


V Actually, effective buying income of more than $2.7 billion 
Vv TRIPLE the retail sales of Worcester (Mass.) metropolitan area 
¥ Not covered by San Francisco and Los Angeles newspapers 


The 3 Bee newspapers help you climb sales mountains in Cali- 
fornia — and take your product message into the prosperous 
Inland Valley. Removed from Coast influences by mountains, 
Valley families read and shop from their own local Bee 


newspapers. 


Data Source; Sales Management’s 1957 Copyrighted Survey 


e THE SACRAMENTO BEE 
. THE MODESTO BEE 
* THE FRESNO BEE 


NATIONAL REPRESENTATIVES . . . 


O’MARA & ORMSBEE “ 
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PHOTOGRAPHIC 
REVIEW 


Stroupe Bain Monahan Darrow Miner Brand 

Weenolsen Katz Grossman Tolchin Bardach 
MISS RHEINGOLD—Candidates for the 1958 title of Robert Weenolsen and Peter M. Bardach of Foote, 
“Miss Rheingold” visit WMGM, New York, for a Cone & Belding; Arthur Tolchin and Raymond 
recording session. Candidates are Carolyn Stroupe, Katz of WMGM, and Dee Grossman of Liebmann 
Robin Bain, Cathy Monahan, Madelyn Darrow, Breweries, sponsor of the annual “Miss Rheingold” 
Marylu Miner, and Jolene Brand, With them are_ contest. 


eee 
~ ape ts. * 


—_ 


Mapes Blake 
Beseler Markham Hathaway 

LAYING PLANS—Top officers of the Outdoor Advertising Assn. of 
America are shown at a New York meeting where plans were 
studied for a new program to promote better public understanding 
of the medium. They are Fred C. Beseler, B&B System Inc., Shreve- 
port, president; Harley B. Markham, Markham Advertising Co., 
Pocatello, Ida., chairman; Odell S. Hathaway, Midport Co., Mid- 
dletown, N.Y., vp; John C. Mapes, Hill & Knowlton, New York, pr 
counsel, and Frank Blake, OAAA pr director, Chicago. 


DIPLOMATS— 


— cri Rose Marie Reid, BOOSsTER—Comdr. Whitehead and 
, a swimwear man- Baron Wrangell “have become fa- 
4 oe ufacturer, is mous,” proving “the power of O’Brien Pirie Hennessey 
Z —s practicing the art printed advertising,” points out RENTERS—J. C. O’Brien, president, and J. J. Hennessey, treasurer, 
Tor m of diplomacy by Oxford Paper Co., maker of print- Chicago Federated Advertising Club, check over a 10-year lease 


sending six ing papers, in current business with John T. Pirie Jr., president of Carson, Pirie, Scott & Co. CFAC 

“Swimfash- publications. Charles W. Hoyt Co., _is moving from its present quarters at 139 N. Clark St. to Carson’s 

ion Ambassa- New York, is the agency. building at 36 S. Wabash Ave. 

dors” to Rio de 

Janeiro to show 

Brazil the latest OS gt a” ee ee 

in U. S. swim- Be 

wear. The two 

“envoys pleni- 

extraordi- 

nary” pictured ' eee 4 

here are Geri eeme just , ' = : eal A * 

pare) ase cow.. a i ut BEL IEVER—Jaffe-Naughton-Rich 

of Los An- le } a ao . demonstrates its faith in outdoor 

geles, and Edith Others produ ; 4 advertising with this rotating bul- 

Alice Jereb of letin erected in Minneapolis by 
Cleveland. Naegele Outdoor Advertising Co. 


SOFT DRINK INVASION—British consumption of soft drinks has tripled in the past 15 ular dominating Picadilly Circus. Pepsi-Cola’s new red-and-black posters say, “Peps 
years and sales are headed for a new record this year, with advertising expenditures You Up” (Colman Prentis & Varley). Schweppes Ltd., the marketing agent for Pepsi, 
behind all brands running at a $3,000,000 annual clip. Especially prominent in London has its own sign in Picadilly Circus, opposite Coke’s (Clifford Blorham & Partners). 
these days are the outdoor ads. Coca-Cola (Erwin, Wasey & Co.) has a huge spectac- Kia-Ora Ltd. (Service Advertising) uses a London bus for its fruit drinks. 
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PS. Your advertising will be read by more people in 
This Week Magazine than in any other publication! 
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William H. Mysch, sales administration 
manager 

Glenn Hastings, manager of sales pro- 
motion and sales training 

Raphael Cohen, manager, Laboratory Sup- 
ply Division 

Gerald M. Slade, manager, 
Veterinary Medicine 

Robert P. Ewing, division sales manager 

Bernard R. Zachy, division sales man- 
ager 

F. H. Merkel, division sales manager 

George W. Sample Jr., 


Division of 


| Jean S. Travis, 
division sales | 


manager | 
Claud E. Davis, division sales manager 
Russell E. Lindenmuth, division sales 


manager 

Edson O. Geissler, division sales manager 
William J. Havey, division sales manager 
Robb R. Hicks, division sales manager 
Francis C. Clark, division sales manager 


Marie does it 
FASTER... 


complete mailings, multi- 
raphing, mimeograph- 
ing, addressing, fill-in on 
meliereppes letters, 
planographing. 
: Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 


uick service and fast delivery 
ALL WAbash 2-8655. 
the how 
431 S. Dearborn St 5 


Joseph Becker, division sales manager 
Tom G. Bastyr, division sales manager 
Albert Neimeth, division sales manager 
Justin L. Weakley, division sales man- 
ager 
Advertising 
Paul B. Robinson, director of advertising 
and promotion 
William D. Gulick, advertising manager 
John L. Robinson, asst. advertising man- 
ager 
advertising production 
manager 
ADVERTISING AGENCY 
William Douglas MacAdams, New York 


|—most products—Wm. F. B. O'Donnell, 


—Stewart Williams, 


account executive. 
Suddier & Hennessey, N.Y.—Pyridium 
account executive. 


STANDARD LABS INC, 
(Morris Plains, N.J.) 
MARKETING PERSONNEL 
Sales 

Douglas Brown, president 
Edward H. Fennell Jr., sales manager 
Advertising 

Cerf Berkley, advertising and sales pro- 

motion manager 

ADVERTISING AGENCY 

The Rockmore Co., New York—Sloan's 
—Leonard Shaub, account executive; 
Noyes & Sproul, N.Y.—Vince and Verac- 
olate—R. A. Steindler, account executive. 


PRO-PHY-LAC-TIC 
BRUSH CO. DIVISION 
(Florence, Mass.) 
MARKETING PERSONNEL 
Sales 


George W. _vung, vp in charge of sales 


Robert G. Clayton, sales and merchan- 
dising manager 

Charles F. Palmer, field sales supervisor 

Donald B. Harter, director of department 
store sales and promotions 

Victor S. Brand, eastern sales manager 

Raymond M. Vincunas, central sales 
manager 

Harold C. Gardenier, western sales man- 
ager 

Advertising 

Eugene A. McAlary, manager of adver- 

tising and display department 
ADVERTISING AGENCY 

Lambert & Feasley, New York— 

|D. Morris, account supervisor; C. J. 

| Lumb, account executive. 

| 

| 


PROLON PLASTICS DIVISION 
(Florence, Mass.) 
MARKETING PERSONNEL 

John H. Moore, vp and general sales 
manager 

Elmer H. Thompson, 
custom molding 

Mark Hopkins, vp in charge of propri- 
etary sales 


VP, manager of 


Michael Murphy, eastern regional sales 
manager 
Walter Schatz, midwest regional sales 


manager 
Arnold Graff, West Coast regional sales 

manager 

Advertising 

Reginald Roome, sales promotion and 
advertising for Melmac Tableware under 
the names, Prolon ware, Florence, Bev- 
erly and Cadence. 

ADVERTISING AGENCY 

Lambert & Feasley, New York—Doug- 
las Morris, account supervisor, C. J. 
Lumb, account executive. 


EVEN IN ITALIAN IT’S: “Sell the POST 


Vendete la Poot TInjluenziale — 


enorme mercato d'influenza attiva. 


INFLUENTIAL —the mass market of active influence.” 


NEPERA LABORATORIES 
(Morris Plains, N.J.) 


MARKETING PERSONNEL 
es 
Harley L. Knauer, sales manager 
Al Nagourney, division manager 
Gerald Jaffee, division manager 
Robert Penney, division manager 
Advertising 
Julien Garbat, advertising manager 
ADVERTISING AGENCY 
William Douglas MacAdams, N.Y.—all 
products—Wm. F. B. O’Donnell—account 
executive. 


INTERNATIONAL DIVISION 
(Morris Plains, N.J.) 
MARKETING PERSONNEL 

Paul van der Stricht, president 

Robert H. Gleckner, vp 

Leo Klobertanz, foreign advertising and 
promotion manager 


Wesson Oil & 
Snowdrift Co. Inc. 


Wesson Oil & Snowdrift Co. 
Inc., New Orleans, is the nation’s 
8ist largest advertiser, with total 
expenditures estimated at about 
$8,000,000 in 1956, including $6,- 
127,489 in measured media. This 
was nearly double estimated 1955 
total expenditures of $4,250,000, 
of which $1,238,233 was in meas- 
ured media. 

The company’s profits have de- 
clined in the past two years and 
a good part of this was attributed 
by President A. Q. Petersen as 
“due to increased expenditures 
for advertising, necessitated by 
intense competitive conditions.” 

In the fiscal year ended last 
Aug. 31, sales dipped slightly to 
$165,379,058 from the $166,712,469 
of the previous year. Net profit 
was $4,064,649, compared with 
$4,706,721 previously. 


s In the first nine months of fis- 
cal 1957, ended last May 31, sales 
were $132,399,283—a sales clip 
which, if continued in the last 
quarter, should put the company 
even or ahead of the previous 
‘year. But the net for nine months 
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was down again—at $1,681,040. 
Wesson’s peak sales and earnings 
in the past ten years were 
chalked up in 1948 when sales to- 
taled $223,048,533 and net profit 
was $20,255,079. Lowest sales in 
ten years were in 1950 when they 
dipped to $145,927,129, but 
brought third highest earnings of 
$8,705,229. 

Wesson’s big consumer product 
is Wesson oil, which ranks as the 
nation’s largest selling salad oil 
and liquid shortening. Snowdrift, 
the company’s consumer non- 
liquid shortening, ranks second in 
the region where sold—the 22 
southern and Pacific Coast states. 

The company’s MFB, Quick 
Blend and Wesson Oil (in 5 gal. 
cans) are three of the ten branded 
shortenings and cooking oils sold 
in bulk to the institutional and 
manufacturing food industry. Un- 
der the Blue Plate label, the com- 
pany also sells margarine, mayon- 
naise, salad dressing, coffee, tea, 
peanut butter, canned vegetables, 
jams, jellies and seafood. 

Only major product develop- 
ment during the past year was 
the introduction of Wesson oil in 
half-gallon size, which is being 
promoted for its re-usable glass 
decanter container. The company 
says it first tested the half-gallon 
in eight states for four years. 


s Subsidiary companies owned 
by Wesson are the Southern Cot- 
ton Oil Co., South Texas Cotton 
Oil Co., Blue Plate Foods Inc., 
Wesson Oil & Snowdrift Sales Co., 
Southern Shell Fish Co., South- 
port Paint Co. and Fidelity Chem- 
ical Corp. 

Wesson also lists the following 
“operating organizations,” the 
“entire capital of which is owned 
by Wesson”: Monroe Oil & Fer- 
tilizer Co., Monroe, Ga.; Meridian 
Fertilizer Fact y, Hattiesburg, 
Miss.; LaFayette Mill & Gin, La- 
Fayette, Ala.; Zepulon Ginning & 


<<<<<<<<<~<<<<<<<<! 


W7e are proud of our 


roster of clients 


~<~<~<~<~<~< ~~~ ~<~<~<~<~<~<<< <<< <<< <<< << «2 >> 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 
for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
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Fertilizer Co., Zebulon, Ga.; 
Planters Gin Co., Clarence, La.; 
Hunter Gin Co., Cherry Valley, 
Ark.; East Point Gin Co., East 
Point, La.; and Evelyn Gin, Eve- 
lyn, La. 

Wesson, which once was only a 
cottonseed processor, has placed 
increased emphasis on packaged 
foods and now operates six vege- 
table oil refineries and shorten- 
ing packing plants at New Orleans, 
Chicago, Memphis, Houston, Sa- 
vannah and Bayonne, N.J. Based 
on latest reports, Ohio Match Co. 
owns 27.5% of Wesson’s outstand- 
ing common stock. 

No major changes have oc- 
curred in the marketing and dis- 
tribution program and personnel 
in the past year. Fitzgerald Adver- 
tising Agency continues to handle 
the company’s advertising. 


ADVERTISING EXPENDITURES 
1 


1956 
NOwSpapers ves $1,371,600 $1,065,013 
gazines 979,350 1,269 693 
Farm Publications .... 49000) 94,300 
Busi Publicati 186,000 100,000 


Network Television 270,830 
Spot Televisien ....... 


Total Unmeasured 1,238,233 
Estimated Total 
Expenditure .......... 4,250,000 8,000 000 
MARKETING PERSONNEL 
Sales and Marketing 
Miles J. Kehoe, vp 
Sales 

H. P. Rowley, vp 

W. F. Guinee, assistant general sales 
manager 

E. H. Morrison, vp, New York 

E. L. Reinke, vp, Chicago 

H. C. Fisk, vp, New Orleans 

P. L. Brothers, vp, San Francisco 

G. F. Hendry, division sales manager, 
Savannah, Ga. 

T. P. Martin, division sales manager, 
Houston 
Advertising 

H. D. Schneid tet 


t advertising 


manager 
ADVERTISING AGENCY 
Fitzgerald Advertising Agency, New) 
Orleans—Robert Carley, account super- 
visor; L. F. Ohliger, account executive, | 
Wesson Oil; John O'Connell, account ex- | 
ecutive, Snowdrift, and Jim McMahon, | 
account executive, institutional products. | 


} 
Westinghouse | 
Electric Corp. 


Westinghouse Electric Corp..,| 
Pittsburgh, was the country’s 11th | 
largest advertiser during 1956. It 
spent $32,000,000 in advertising, 
$15,267,023 of it in measured me- 
dia. 

Westinghouse’s 1956 ad in- 


| 1956, but part of the dip was due 


|/1956 net would have been $15,- 


| Westinghouse continued its sharp | 


vestment represents a giant in- 
crease over its total expenditure | 
of $25,000,000 in 1955. This in-| 


crease is accounted for in part by 
a widespread and aggressive 
“comeback” campaign by the 
company, one of the major elec- 
trical manufacturers, following 
the settling of a 156-day strike in 
March, 1956. 


® However, Westinghouse’s in- 
creased advertising is more than | 
the result of a one-shot attempt | 
to recover any market it might | 
have lost during the strike. It is | 
part of a long-term expansion of | 
its entire advertising and market- 


jing. The company expects its raed 


vertising for this year will hit 
$35,000,000. 

Despite the strike, Westing- 
house’s total net sales in 1956 were | 
$1,525,375,000, an increase of 6% 
over 1955. The company reports | 
it is currently operating at a rate 
that indicates 1957 volume will 
exceed $2 billion for the first time 
in its history. The corporation’s 
annual report for 1956 disclosed 
that the apparatus and general 
products divisions billed 57% of 
the company’s total volume; con- 
sumer products division, 26%, and 
defense products, 17%. 

Westinghouse’s crippling strike 
lasted throughout most of the first 
quarter. Amid industry reports of 
a shaky financial condition and 
doubts of its ability to recover 
fully, the company bounced back 
in the remaining three quarters to 
chalk up 1956 sales of $1,525,375,- 
000, third highest in company his- 
tory and 6% above the 1955 total 
of $1,440,977,000. The two highest 
years were 1954 with $1,636,184,- 
000 and 1953 with $1,582,047,000. 


@ Net profit dropped from $42,- 
803,000 in 1955 to $3,492,000 in 


to a switch in tax accounting 
methods. Gwilym A. Price, presi- 
dent and chairman, said _ that 
without the switch, which was 
made to get a better tax break 
and strengthen cash reserves, the 


537,000. 
In the first quarter of 1957, 


recovery, chalking up sales of 
$475,686,000, compared with $225,- 
366,000 in 1955 and the previous 
peak of $406,537,000 in the first 
quarter of 1954. This year’s first 
quarter net was $14,198,000. 


# In line with expanded efforts 
in advertising, Roger H. Bolin, di- 
rector of advertising for the com- 
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with art...with speed...with accuracy 


around the clock | 


And your Progressive typography can be dovetailed around the 
clock with the electro, Progress plate, plastic plate and mat 
facilities of the other two members of the PHP Group . . . giving 


you one-point control at all points of the job, night as well as day. 
Booklet AA-1 describes our complete services. Write. 
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NEW YORK: MUrrsy Hil 21723 + WILMINGTON: OLymple 56087 + 


THE PROGRESS + HANSON + PROGRESSIVE GROUP 
PHILADELPHIA + NEW YORK ¢ WILMINGTON + BALTIMORE + WASHINGTON 


PROGRESS Plate Making Company HANSON Electretype Company PROGRESSIVE Composition Company 
923 Filbert Street, Phita. 7 th & Sansom Streets, Phila. 7 9th & Sansom Streets, Phila 7 
Walnut 2.0447" Walnut 2.5567" Wainwt 2-2711° 


“of comme, any of the Gren cam be renched by ome cal 


BALTIMORE: SAratoge 7-5902 + WASHINGTON: Executive 37444 


in Akron 


Just in case you hadn’t noticed, there’s a lot 
more than tires rolling off the assembly lines in 
Akron these days. Take a minute to take another 
look at Akron—it may surprise you. 


What’s up? Population for one thing. Buying 
power for another—up over 60% in the past 10 
years. And retail sales—up a big 115.7%—com- 
pared to the U. S. total of 92.2%. 


The roster of companies located in Akron reads 
like a Who’s Who in American industry— 
Chrysler, General Motors, Firestone, B. F. 
Goodrich, Quaker Oats, Goodyear, Diamond 
Match—to name just a few. Akron also boasts 
the world’s largest fishing tackle factory, one of 
the largest cereal mills and is one of the largest 
producers of children’s books and rubber toys. 
With all this activity, there’s still more to come. 
General Motors, for example, has just broken 
ground for the first of a series of buildings to be 
erected for their Euclid Division. And Chrysler’s 
$85 million stamping plant is nearing completion 
and will be in full operation this summer. 


If you want your share of the big boom in Akron, 
PARADE and the Akron Beacon Journal will give 
it to you. Each Sunday they call on 9 out of 10 
homes. Each Monday they begin to move goods 
off dealers’ shelves all across town. 


PARADE ...The Sunday magazine section 
of 56 fine newspapers covering some 
2700 markets...with more than 15 million 
readers every week. 


* 


ig parade 


How big is |Paradel 


in Akron? 
Per cont of tamitias reached 


POST ........8.8% 
LOOE..,....10.1% 
LI + ves, A B.2% 


Sea 8 


Maetrogoiitan County Area 


[Tre Sunday Picture Magasine 


Parade 
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pany, regrouped the headquarters 
advertising department. Report- 
ing to Bolin now are three product 
group advertising managers. They 
are S. F. Johnson, manager, ap- 
paratus and defense advertising; 
W. T. Rush, manager, general 
products advertising, and E. W. 
Seay, manager, general advertis- 
ing. 

One of the first projects of the 
new departmental setup was the 
immediate launching of a major 
“corporate image” campaign on 
“Westinghouse Studio One” and 
in the major financial publica- 
tions—spearheaded by Time. The 
“Big Picture of Westinghouse,” as 
the program was referred to in- 
ternally, was the result of a feel- 
ing on the part of management 
that Westinghouse was known 
only to the public for the items 
that each individual person had 
associated with the company. It 
was felt that there was, therefore, 
a general lack of understanding 
of the size and scope of Westing- 


FAST? 


...uh huh! Case 1: 2400 
color slides in 4% days. 
Case 2: 120 TV slides in 
21 hours. Both big national 
advertisers . . . both out 
of town. Unbelievable? Try 
us. Film spots, slides, visual 
aids, photography. 


: 4 
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house, especially in the fields of 
research, engineering, and atomic 
power. 


s On “Studio One,” special com- 
mercials were devised by Mc- 
Cann-Erickson covering such 
Westinghouse projects as the first 
atomic sub, “Nautilus,” Rayescent 
lighting, completely automatic 
controls for automation in indus- 
try, and the world’s most efficient 
power stations. Special programs 
were also arranged. A “Studio 
One” broadcast on Feb. 11 was 
tied to the celebration of Na- 
tional Electrichl Week. An Air 
Force show on July 29 saluted the 
golden anniversary of the Air 
Force. In both these shows, the 
commercial messages were spe- 
cially tailored for the specific 
projects, and the story content 
was devised to tie in to the cele- 
bration. 

In addition, the defense divi- 
sions of the company, through 
Fuller & Smith & Ross, sponsored 
the special CBS telecast of Armed 
Forces Day. 


= Ketchum, MacLeod & Grove’s 
campaign for the corporation 
in magazines carried out the same 
theme. These ads were given 
additional impact by the device 
of unusual space purchases. In 
January 
were purchased in Time to tell 
the story that Westinghouse built 
the propulsion equipment for the 
world’s fastest ship, the “U.S.S. 
United States”; the world’s larg- 
est ship, “U.S.S. Forrestal’; and 
the world’s first atomic subma- 
rine, “Nautilus.” In the June 10 
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six consecutive pages 


issue of Time, 12 one-third page 
ads were run to tell the story of 
research and engineering projects 
at Westinghouse. In the fall a 
special industrial campaign will 
appear in the same magazine, us- 
ing five consecutive two-third 
page sections to tell the story of 
recent Westinghouse contributions 
to the industrial life of the nation. 

These advertising programs were 
augmented by _ special indus- 
trial department programs such 
as “Power Up,” designed to assist 
the electric utility industry in 
modernizing the country’s indus- 
trial plants through electrical 
modernization. 


s In achieving 26% of the com- 
pany’s volume, the consumer prod- 
ucts divisions in the nine months 
left to it in 1956 after the end of 
the strike, billed within three- 
tenths of 1% of the volume sold in 
twelve months of 1955. 

This selling effort was accom- 
panied by the greatest investment 
in advertising that the company 
had ever made for its consumer 
products divisions. It was sparked 
by the famous “Watch Westing- 
house” campaign, as well as three 
other merchandising efforts that 
enlisted the cooperation of West- 
inghouse’s dealer organization, 
coast-to-coast. 

It also included coverage of both 
political conventions, the election 
campaign, and election night re- 
ports. 

Some 28 out of 32 Westinghouse 
consumer products showed sales 
gains in 1956. The per cent of gain 
or loss for various Westinghouse 
consumer products in 1956, and for 
the industry as a whole, compared 
with 1955, was: 


Product Westinghouse Industry 
Automatic Washer .......... + 5.6 + 10.8 
Clothes Driers ........ «> 31.1 + 15.8 
Elec. Ranges ........ > 6 —_ a) 
Refrigerators ....... w= 10.3 — 119 
Air Conditioners oe 98.9 — 3 
FYOCZCTS 2000000000 au 26.8 — 114 
Dishwashers ..... on 43.8 + 35.6 
Dehumidifiers ...... out 42.1 + 186.5 
Water Heaters .................. + 15.6 — 33 
Garbage Disposers ........ - f + 13.5 
Small Appliances + 39.9 + 13.5 
Vacuum Cleaners ..........4 26.4 + 13.9 
SPUN wccexstnisemecitnctinntealanligal — 19.4 + 18 


# While maintaining its position 
in television through sponsorship 
of “Studio One,” Westinghouse de- 
veloped programs for both 1956 
and 1957 which utilized newspa- 
pers, both on a factory-financed 
and cooperative basis, more ex- 
tensively than ever on behalf of its 
Consumer Products divisions. It 
also carried out a heavy schedule 
of trade paper advertising. In ear- 
ly 1957 it put more than $2,000,000 
in a “Bing Bong” campaign de- 
signed to train dealer salesmen on 
appliance features. 

Research and product develop-| 


new, or improved, products during 
1956 and 1957. 

The electric appliance divisions, | 
for example, introduced the Space- | 
Mates laundry twins, the automat- | 
ic appliance center, a new model | 


|jcanister vacuum cleaner, and col-| 


ored toasters and roasters. It also | 
organized a Custom Kitchens de- 
partment and toured six model} 
| kitchens. 
» The lamp division also created 
jand marketed a group of color 
bulbs, which, for the first time, 
| encouraged the use of lighting for 
decoration as well as illumination. 
| Meanwhile, it developed incandes- 
cent lighting by turning out sever- | 
,al series of bulbs of higher wattage | 
in smaller sizes. It also improved | 
| fluorescent lighting and mercury | 
vapor lamps markedly. 
In the fall of 1956 it demonstrat- | 
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luminescence to a point of prac- 
ticality as a new light source. 

In July, 1957, the television-ra- 
dio division introduced electronic 
fine tuning on its television re- 


ceiver line—a unique feature. 


s During early 1957, Chris J. Wit- 
ting, vp and general manager in 
charge of the consumer products 
group, launched a reorganization 
of distribution and marketing ac- 
tivities to strengthen the electric 
appliance and television-radio di- 
visions’ sales efforts. 

Historically, 70% of the output 
of consumer products group fac- 
tories has been distributed by the 
Westinghouse Electric Supply Co.; 
30% by independent distributors. 


Early in 1957, John F. Myers, vp/, 


of the corporation, was elected 
president of the supply company, 
which was assigned a new role in 
consumer marketing. 

Meantime, Mr. Witting effected 
a program, blueprinted by a task 
force working under the direction 
of Richard J. Sargent, general 
manager of marketing and distri- 
bution for the consumer products 
group. This set up three new or- 
ganizations which were designed 
to cover the market more inten- 
sively and to provide sales spe- 
cialists competent to support dealer 
effort effectively at the local level. 


® First of the new organizations 
established in the reorganization 
was Westinghouse Appliance Sales 
which, under the general manage- 
ment of Louis G. Berger, was as- 
signed the responsibility of mar- 
keting major appliances, televi- 
sion, room air conditioners, dehu- 
midifiers and vacuum cleaners in 
company-owned distribution terri- 
tory. Mr. Berger was formerly 
sales manager, consumer products. 

Second was Factory Field Sales, 
which was set up to handle all 
products of both the electric ap- 
pliance and tv-radio divisions and 
to service independent distribu- 
tors. Named to be its general man- 
ager was George H. Meilinger, 
formerly manager of distribution 
for major appliances. 

Third was Specialty Products, 
a department of the apparatus and 
supply division of Westinghouse 
Electric Supply Co., which will be 
responsible for sale of electric 
housewares, fans, and radios in 
metropolitan areas of territory pre- 
viously covered by Wesco. Robert 
W. Stewart, formerly sales man- 
ager of consumer products for | 
Wesco, is its general sales manager. 


| 
® Late in 1956, F. M. Sloan, vp | 
and general manager of the lamp | 
division, decentralized operations | 
of his division, setting up five | 
product departments, each with its | 
own management staff. Division | 
sales manager is Charles W. Erb, | 
with R. D. Barr, general sales man- 
ager; G. W. Howson, as sales 
manager for the large lamp de- 
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ager for the lamp parts depart- 
ment; and E. S. Fisher as sales 
manager for the Ken-Rad lamp 
department. 

In mid-1957, T. B. Kalbfus, for- 
merly sales manager, was named 
general sales manager of the tv- 
radio division. Charles J. Urban 
was made sales manager for ra- 
dios and Robert M. Fichter for 
television. 


ADVERTISING EXPENDITURES 
1 


1956 
NOWSPapers on. $2,514,967 $3,137,028 
A en 1,708,032 2,137,871 
Farm Publications .... 46,129 43,101 
i blicati 1,260,000 1,195,000 
Net Television ............ 4,392,870 8,598 023 
Spet Television ........ 156,000 
Outd 126,627 
Total Measured ....10,048,625 15,267,023 
Total Unmeasured 14,951,375 16,732,977 
Estimated Total 
Expenditures ......25,000,000 32,000,000 


PARENT COMPANY 
(Pittsburgh) 
MARKETING PERSONNEL 
J. H. Jewell, vp in charge of marketing 
Public Relations 
Dale McFeatters, vp, information services 
Charles N. Fry, public relations director 
Advertising 
Roger H. Bolin, director of advertising 
E. W. Seay, manager, general advertising 
A. C. Bredahl, manager, technical serv- 
ices, general advertising department 
S. F. Johnson, manager, apparatus and 
defense advertising 
W. T. Rush, manager, 
tising 


products adver- 


GENERAL PRODUCTS 
DIVISIONS 


MARKETING PERSONNEL 

W. W. Sproul, vp and general manager 

W. T. Rush, manager, general products 
advertising 

C. A. Boyles, assistant manager, general 
products advertising 

Advertising 
While the headquarters advertising de- 

partment serves all Westinghouse appa- 
ratus, defense, and atomic power divi- 
sions, as well as three of the general 
products divisions (small motor, welding 
and standard control), seven of the 
general products divisions have their own 
advertising departments. Their executives 
include: 

Jack Gottfried, advertising manager, Mi- 
carta division, Hampton, S. C. 

Harvey Newman, advertising manager, 
lighting division, Cleveland 

Charles Weaver Jr., advertising manager, 
air conditioning division, Staunton, Va. 

LeRoy Brain, advertising manager, Bry- 
ant Electric Products, Bridgeport, 
Conn. 

Gerald Heagney, advertising _manager, 
x-ray and industrial electronics divi- 
sion, Baltimore 

A. H. Monitto, advertising manager, 
elevator division, Jersey City, N. J. 

W. T. Rogers, advertising manager, Stur- 
tevant division, Hyde Park, Mass. 

ADVERTISING AGENCY 
Fuller & Smith & Ross, Cleveland— 
industrial and apparatus. 


CONSUMER PRODUCTS GROUP 

Chris J. Witting, vp and general man- 
ager of the consumer products group, 
Pittsburgh 

Richard J. Sargent, general manager, 
marketing and distribution, consumer 
products group, Pittsburgh 

John W. Craig, vp and general manag- 
er, electric appliance divisions, Colum- 
bus, O 


ment were continued through the partment; R. M. Harris, sales mane |r. M. Sloan, vp, lamp division, Bloom- 
strike. After the settlement, both |@ger for the miniature lamp de-| field, N. J. 

were taken up with renewed vigor.|Partment; H. J. Hanbury, sales |* 
The result was that the consumer|™anager for the photolamp de-|¢ j Kelly, general manager, television- 
products group marketed several | partment; Jack Gelok, sales man-| radio division, Metuchen, N. J. 


T. Orth, vp, electronic tube division, 
Elmira, N. Y. 
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SALES AND MERCHANDISING— 
HEADQUARTERS 


John F. Myers, president, Westinghouse 
Electric Supply Co., wholly-owned dis- 
tributing organization, Pittsburgh 

Louis G. Berger, general manager, West- 
inghouse Appliance Sales, distributor of 
major appliances, television receivers, 
room air conditioners, vacuum clean- 
ers, and dehumidifiers to retailers in 
company-owned distribution areas, Pitts- 
burgh 

George H. Meilinger, general manager, 
factory field sales, Mansfield, O. 

Robert W. Stewart, general sales man- 
ager of specialty products, a depart- 
ment of Wesco’s apparatus and supply 
division. 
radios, housewares, and fans in metro- 
politan areas, Pittsburgh 

Bolan H. Boatner, vp of Wesco and 
general manager of its apparatus and 
supply division, Pittsburgh 

Francis E. Mefford, manager, headquar- 
ters sales management group, Wesco, 
apparatus and supply division, Pitts- 
burgh 

Bruce A. Everly, sales manager, in- 
side apparatus and supplies, Pittsburgh 

Glen E. Nietfeld, sales manager, outside 
apparatus and supplies, Pittsburgh 

Joseph W. Hartman, sales manager, 
lighting and lamps, Pittsburgh 

Gilbert Baird, sales promotion manager, 
consumer products 


SALES AND MERCHANDISING 
ELECTRIC APPLIANCE 
DIVISION 


Electric Appliance Divisions 
Major Appliances 


John J. Anderson, general manager, ma- 
jor appliance division, Mansfield, O. 

J. R. Clemens, manager, sales planning, 
Mansfield 

J. F. Moyer, manager, dealer promotions, 
Mansfield 

J. F. O'Donnell, manager, 
counts, Mansfield 

J. D. Lee, laundry equipment department, 
Mansfield 

J. J. Riggs, merchandise manager, laun- 
dry equipment department, Mansfield 

Robert P. Brook, manager, range de- 
partment, Mansfield 

E. D. Kenna, merchandise manager, range 
department, Mansfield 

W. Ross Arbuckle, manager, refrigerator- 
freezer department, Columbus, O. 

c. J. Vondran, merchandise manager, 
refrigerators, Columbus 

Cc. J. Kenney, merchandise manager, 
freezers, Columbus 

W. E. Slabaugh Jr., manager, 
sales department, Mansfield 

J. G. McKinley, merchandise manager, 
contract sales department, Mansfield 

F. A. Lowery, manager, water heater 
& kitchen utilities department, Mans- 
field 


major ac- 


contract 


R. R. Wine, merchandise manager, dish- 
washer department, Mansfield 

W. M. Sayre, merchandise 
water heater department, Mansfield 


ADVERTISING EXPENDITURES 


1956 
Newspapers $1,578,134 
GD. centpretiemercsniesincmtnaptnntins 928,546 
Farm Publicat 32,500 
ae Oe 3,433,629 
Ge8 BU canteens 86,592 
Tetal Measured .. 6,059,401 


Portable Appliances 

S. J. Stephenson, manager, portable ap- 
pliance division, Mansfield 

F. P. Waters, assistant to division man- 
ager, Mansfield 

W. B. Massenburg, assistant to division 
manager, East Springfield, O. 

Cc. G. Duy, manager, sales planning, 
Mansfield 

W. M. Byrne, merchandise manager, elec- 
tric housewares, Mansfield 

F. P. Walter, merchandise manager, bed 
coverings, Mansfield 

Cc. E. Anderson, manager, fan-heater de- 
partment, East Springfield 

M. L. D’Ooge, merchandise manager, 
fan-heater department, East Spring- 
field 

H. D. Kelty, manager, vacuum cleaner 
department, East Springfield 

R. C. Ellsworth, merchandise manager, 
vacuum cleaner department, East 
Springfield 


ADVERTISING EXPENDITURES 
Newspapers 
Magazi 212,380 


Specialty products markets E 


dunasosintovateogalocingantctiententnet $ 213,125| Joseph C. Lane, 


Farm Publications 
Network Television 
Spot Television 

Total 


PO, eee 
Refrigeration Specialties 


H. F. Hildreth, manager, refrigeration 
specialties division, East Springfield 

H. R. Bryant, sales manager, refrigeration 
specialties division, East Springfield 

Richard 8S. Sheetz, manager, water cool- 
er department, East Springfield 

Cc. W. Paulson, manager, room air con- 
ditioner department, East Springfield 

W. M. Abbott, merchandise manager, 
room air conditioner department, East 
Springfield 

E. C. Watts, manager, beverage cooler 

department, East Springfield 


Gordon, merchandise manager, 
beverage cooler department, East 
Springfield 


F. E. Moquin, merchandise manager, 
water cooler and dehumidifier depart- 
ment, East Springfield 

Lamp Division 

Charles E. Erb, manager, large lamp 
department, and divisional sales man- 
ager, Bloomfield, N. J. 


R. D. Barr, general sales manager, 
Bloomfield 
H. E. Plishker, merchandise manager, 
Bloomfield 
R. E. Ebersole, marketing manager, 
Bloomfield 
R. H. Voorhis, manager, market plan- 


ning, Bloomfield 

G. W. Howson, sales manager, 
lamp department, Bloomfield 

R. M. Harris, sales ger, 
lamp department, Bloomfield 

F. M. Ogden, marketing manager, minia- 
ture lamp department, Bloomfield 

Jack Gelok, sales manager, lamp parts 
department, Bloomfield 

E. S. Fisher, sales manager, 
department, Bloomfield 

H. J. Hanbury, sales manager, 
lamp department, Bloomfield 

Electronic Tube Division 


large 


inioats 
m 


Ken-Rad 
photo 


Louis Martin, general sales manager, 
Elmira, N. Y. 
E. R. Sliger, manager, distribution and 


marketing services, Elmira 

Joe C. Lane, manager. advertising and 
sales promotion, Elmira 

Vv. G. Rydberg, sales manager, industrial 
tubes, Elmira 

R. N. Stoddard, sales manager, 
ment sales, Elmira 

J. J. Doyle, sales manager, 
tubes, Elmira 

Cc. R. Potter, manager, 
gineering, Elmira 

R. W. Andrews, manager, finished goods 
planning, Elmira 

W. A Hayes, manager, 
sales, Bloomfield, N. J. 

H. G. Cheney, manager, 
region sales, Chicago 

E. F. Larson, manager, 
region sales 

Television-Radio Division 


T. B. Kalbfus, general sales manager, 
television-radio division, Metuchen, N.J. 


govern- 
renewal 


commercial en- 


eastern region 
midwestern 


Pacific Coast 


"| Robert M. Fichter, television sales man- 


ager, Metuchen 

A. A. Currie, television merchandise 
manager, Metuchen 

Charles J. Urban, radio sales manager, 
Metuchen 

E. D. Smithers, radio merchandise man- 
ager, Metuchen 

R. H. G. Mathews, sales manager, high 
fidelity radio-phonograph department, 
Metuchen 


ADVERTISING EXPENDITURES 


1956 

Newspapers $ 230,816 
Magazines petreteneneretnienenteeathainends 22,670 
Network Televisio 
re 

Total M d 

Advertising 

Robert R. Lynch, advertising manager, 

major appliances, Mansfield 
S. T. Clark, advertising manager, port- 


able appliances, Mansfield 
H. R. Cummins, advertising manager, 


refrigeration specialties, East Spring- 
field 
Frank Ruth, advertising manager, fans 


and vacuum cleaners, East Springfield 
Russell W. Johnson, advertising manager, 
television-radio division, Metuchen 
E. L. Hadley, assistant advertising man- 
ager, television-radio division, Metuchen 
Walter D. Scott, advertising manager, 
lamp division, Bloomfield 
advertising manager, 
electronic tube division, Elmira 


ALLOY 


“ 


PURCHASING NEWS.” 


“| SELL INVESTMENT CASTINGS TO THE OEM” 


Michael Gladstone 


“And in selling precision castings of all 
sizes, materials, and complexity, you 
run into countless technical questions.” 
“The P. A. is a man we work with closely. He’s technically 
oriented, and a mighty important buying influence.” 


“That's why Alloy Precision Castings advertises often in 


says 


PRECISION CASTINGS CO., 
CLEVELAND, O. 


ADVERTISING AGENCY 

McCann-Erickson, New York—all con- 
sumer products—Myron C. McDonald, 
management service director; Carl John- 
son, account service head (supervisor) ; 
Walter Juettner, product group head; 
Charles Nulle, Robert Penfield, James 
Gillis, William Chase, William LaSalle, 
Charles Loizeaux, Robert Schwing, James 
Farley, Howard Upson, account execu- 
tives; Joseph Enright, William 8S. Snider, 
assistant account executives. 


Wm. Wrigley Jr. Co. 


Wm. Wrigley Jr. Co., Chicago, is 
the nation’s 8lst largest advertis- 
er, with total expenditures esti- 
mated by AA at $8,000,000 in 1956, 
of which $5,734,376 was in meas- 
ured media. The previous year’s 
total expenditures were about the 
same, with $5,575,631 in measured 
media. 

Trade sources estimate the 1956 
expenditure on transportation ad- 
vertising at $1,200,000. 

Wrigley’s total sales in 1956 rose 
to $90,003,164 from $86,065,000 in 
1955. Profits, however, showed a 
slight decline from $11,643,060 in 
1955 to $11,153,703 in 1956. 

The gum manufacturer’s sales 
have shown a steady and healthy 
rise; the 1956 figures were about 
24.7% higher than 1950. Profits 
have declined by 7.3% over the 
six-year period, but were still 
about 12.4% of sales for 1956. 

The outlook for 1957 indicates a 
continuing sales increase and an 
upturn in profits. 


s Wrigley does not disclose the 
sales and advertising percentages 
for its three major chewing gums— 
Wrigley’s Spearmint, Doublemint 
and Juicy Fruit—but admits that 
they rank in that order. The com- 
pany has another brand, P-K, 
which is not usually advertised. It 
is estimated that the company has 


about 45% of the chewing gum 
market. 

A sixth agency has been added | 
on a “test basis” to Wrigley’s ros- | 
ter of one Cambridge and four Chi- | 
cago agencies. The new agency, | 
added as of July 1, is Brick Muller 
& Associates, Memphis, which will 
concentrate on radio spots in the 
South. 

Wrigley’s agencies do not have 
fixed assignments as far as brands 
and media are concerned. 


ADVERTISING EXPENDITURES 
1 


1956 

Newspapers ................ $1,878,405 

Magazines __....... 422,185 

Business Papers 52,200 

Network Television 741,360 413,730 

Spot Television ........ _ 999,070 
Network Radic ........ $50,951 

we 1,002,565 1,968,736 

ed .... 5,575,631 5,734,376 

Total Unmeasured 2,424,369 2,265,624 

Estimated Total 
Expenditure _...... #000 000. 8,000,000 


MARKETING PERSONNEL 
Sales 

Philip K. Wrigley, president 

A. G. Atwater, sales vp 

Cc. J. McCready, assistant to sales vp 

District Sales Managers 

H. J. Cook, assistant vp, New York 

W. R. Eichele, Cleveland 

F. P. Houck, Chicago 

Cc. J. Hough, Atlanta 

D. J. Clements, Dallas 

W. C. Page, San Francisco 

Advertising 

Wrigley Offield, advertising manager 
ADVERTISING AGENCIES 

Arthur Meyerhoff & Co.—Arthur Meyer- 
hoff, account supervisor. 

Frances Hooper Advertising Agency— 
women's and educational markets—Fran- 
ces Hooper, account supervisor. 

Charles W. Wrigley Co.—outdoor—Mel- 
vin C. Keyser, account supervisor. 

Ruthrauff & Ryan—R. W. Metzger, ac- 
count supervisor; Irene Small, account 
executive. 

Eddy-Rucker-Nickels Co.— eastern car 
cards—Frederick H. Nickels, account ex- 
ecutive. 

Brick Muller & Associates, Memphis— 
radio spots—Brick Muller, account su- 
pervisor. 


Mr. W. L. Hauhn, local manager for the 
Standard Oil Company, says ‘‘It is always a 
pleasure to recommend The Muncie Star 
and Muncie Evening Press. Full co-opera- 
tion on any request is never refused." 

Why don't you take advantage of the cov- 


erage and merchandising of 
great newspapers. 


MUNCIE, 


RIOR sci 


these two 


MUNCIE EVENING PRESS 


INDIANA 


National Representatives: Kelly-Smith Company 


A MAJOR EXPANSION FOR 
GREATER SERVICE TO OUR CLIENTS 


4-Color Process OFFSET LITHOGRAPHY 


has now been added to that already great family of 


BARNES-CROSBY COMPANY 


...a leader in the Graphic Arts since 1897. 
Our national reputation is well known for the best 
in Photo-Engraving, Art Service and Photography. 

And now, a fully equipped, modern plant to produce 
quality OFFSET LITHOGRAPHY 4/c positives and proofs,. 
plus dependable service. Our 41” Robertson Camera, and 
our 38x50 proofing press enable us to handle jobs 
to that size. May we be of service—and 
quote on your next 4-color job? 


CO. 


BARNES-CROSBY COMPANY 


PHOTO-ENGRAVING 


320 North Dearborn Street 


A. B. RAND, President, 


¢ OFFSET + ART SERVICE + PHOTOGRAPHY 


© Chicago 10, Illinois e 


Telephone MOhawk 4-5776 
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Ketchum Boosts Gillilan 

oe William J. Gillilan, account su- 
pervisor and vp of Ketchum, 
| MacLeod & Grove, Pittsburgh, 
has been promoted to marketing 
director. He joined the advertising 
agency in 1938 as an account as- 
| sistant. 


BOOKLETS jh 


Diatinetive literature with come- 

hither that impels, ‘olle-“eelis 
Request tzjohn erst = your letter 
head or phone HA 7-9 


thal Follow Bott” n 


Leo P. Bott, Jr., 64 E. Jackson, Chicage 


Should your company venture into the Direct Selling field? 


Here's the blueprint for successful Direct Selling! Quickly, 
factually, graphically, “The Truth About Modern Direct Selling" 
gives you the inside sales-siant on modern Direct Selling. It's as 
BIG in enlightening FACTS, as brood in its pactical approach as 
is the nine billion dollar sales volume of this constantly-growing 
highly versatile Direct Selling field! It tells you why few products 
or services aren't suited to it, and a big-ticket price makes no 
difference—how today's Direct Selling Specialist can sell any- 
thing you can sell him. 


eae raves seo! meson 
DIRECT SELLING 


Sounds good! But is Direct Selling for YOU? This is the book 
to give you a definite, authoritative answer. It will tell you why 
this powerful distribution force adds volume fast, perils no part 
of present over-the-counter retail sales, and can be tested virtually 
cost-free. Write for your FREE copy today. Pin, paste or staple 
this ad to your letterhead and mail to: SPECIALTY SALESMAN, 
The Magazine of modern Direct Selling; Room 812-8, 307 N. 
Michigan Ave., Chicago |, Ill. 


Write for FREE Copy 
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Information for Advertisers 


If you want to sell “the big, 
booming church market,” you need 
Moody Monthly, 820 N. LaSalle 
Jehy Chicago 10, according to a bro- 
chure released by the publication. 


The eight-page brochure gives 
some vital data on the 60,000 
Protestant churches it reaches 
every month. 


e The Philadelphia Inquirer has 
published “The Delaware Valley 
Market,” a new 96-page market 
data book for the Philadelphia re- 
tail trading area. By stating market 
values in 56 capsules, the book 


the placement of outlets, helps 
manufacturers align sales and dis- 
tribution territories and aids ad- 
vertisers in evaluating the market, 
measuring its growth and obtain- 
ing efficient coverage. The book 
is available from the general pro- 
motion department of the newspa- 
per. 


e The “Second Annual Consumer 


Some magazine coverage can be kinda like this... 


Oe 


It is the one magazine edited for 
employee food operations; circulating 
exclusively to Business and Industry; 
covering the fastest growing segment 
of the food service market. With your 
advertising in Inplant you get maxi- 
mum coverage of this billion dollar 
market. 


230 E. Obie St., Chicago 11, Ill. © 30 Rockefeller Plaza, New York, N.Y. © 


INPLANT 


FOOD 
MANAGEMENT 


220 Montgomery St., San Francisco 4, Calif. 


Analysis Survey of Greater Fort 
Smith, Ark.” is expected to be re- 
leased the first week in October. 
Personal interviews of 3.3% or 665 
households of the 19,960 occupied 
dwellings in the zone were the 
source for the survey. Requests for 
the survey should be sent to Fred 
Smith, national advertising depart- 
ment, Southwest-Times Record, 
Fort Smith, Ark. 


e In the dozen years that have 
elapsed since the end of World 
War II, industrial newcomers, plus 
expansion of existing plants, have 
invested almost a third of a billion 
dollars in the San Jose area. This 
is the theme of a new market bro- 
chure, “California’s Up and Com- 
ing Billion Dollar Market,” just 
issued by the San Jose Mercury 
and News. Copies are available 
from the newspaper or from Rid- 
der-Johns. 


e Nation’s Business has just com- 
pleted a survey of 3,000 subscrib- 
ers’ business gift and buying prac- 
tices which indicates that buying 
for Christmas gifts, advertising and 
sales promotion, employe awards, 
sales incentives, anniversaries and 
commemoratives has become a 
year ‘round activity, involving a 
wide variety of items. The study 
also reports data on when pur- 
chases are made, how much is 
spent and other information. A 
copy of the report is available on 
request to Herman C. Sturm, di- 


rector of advertising, Nation’s 
Business, 711 Third Ave. New 
York 17. 


e “Quick Facts about the Halifax 
Market” is a media file folder pre- 
pared by the Halifax Chronicle- 
Herald and Mail Star. Copies are 
obtainable by writing to A. L. Red- 
den, national advertising depart- 
ment, Halifax Herald Ltd., Halifax, 
N.S., Canada. 


e Tv is a better entertainment 
medium than an advertising medi- 
um, the Detroit Free Press reports 
in a new television audience meas- 
urement survey. Called “Talking 
About Television,” it has been 
published in looseleaf form so that 
additional material may be added. 
Interested advertisers and agen- 
cies may obtain copies by writing 
Room 100, promotion-research de- 
partment, Detroit Free Press, De- 
troit 31. 


e “Facts in Grocery Distribution” 
is an annual Progressive Grocer 
report now in its 24th year. Sales 
estimates for all types of food 
stores are given. Copies are avail- 
able for 25¢ from the publication 
at 161 Sixth Ave., New York 13. 


e The Virginian-Pilot and Ledger- 
Star, Norfolk, Va., have just com- 
pleted a brochure describing the 
54 trading areas and shopping cen- 


ters in Norfolk, Portsmouth and ' 
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South Norfolk. Copies are avail- 
able on request to Bill Diederich, 
research director of the newspa- 
pers. 


e The New York Mirror has just 
released a massive brochure giving 
the results of a survey conducted 
by Richard Manville Research in 
the New York metropolitan area. 
It’s called “A Study of the Charac- 
teristics and Product Usage of the 
Readers of Seven New York Daily 
Newspapers and Five New York 
Sunday Newspapers.” 


e The Miami area, which is ex- 
pected to double its 1950 popula- 
tion figures by 1960, is the subject 
of the fourth continuing series of 
market data books issued by NBC 
Spot Sales. The study is based on 
the latest information issued by 
the Economic Society of South 
Florida. Copies of the study are 
available from the research de- 
partment, NBC Spot Sales, 30 
Rockefeller Plaza, New York. 


e Copies of a report, “A National 
Survey Among Farm Journal Sub- 
scribers on Dairy Products,” may 
be obtained from the research de- 
partment of Farm Journal, Wash- 
ington Sq., Philadelphia, on re- 
quest. 


e A “bargain hunter’s guide” to 
“the very richest audience in 
America” features a new brochure 
issued by WICC, Bridgeport, Conn. 
Copies of the new brochure may 
be had by writing the station. 


e Just off the press is the new 
1957 market analysis published by 
the Greensboro News and Record, 
Greensboro, N.C. It gives complete 
comparative analyses of all 252 
metropoiitan market areas in the 
nation. Copies may be obtained by 
writing on business letterhead to 
the advertising research depart- 
ment, Greensboro News and Rec- 
ord, Greensboro, N. C. 


e A 6%% increase in the com- 
bined circulation of American uni- 
versity alumni publications rep- 
resented by American Alumni 
Magazines is announced in the sec- 
ond edition of “How to Reach the 
College Graduate Market.” The 
new booklet is available to media 
men and advertising managers 
from Birge W. Kinne, American 
Alumni Magazines, 22 Washington 
Sq., N., New York 11. 


e “Problems in the Distribution 
and Use of Advertising Mats” is 
a report of a survey prepared for 
Public Relations Service Co., Ak- 
ron, O., by Pfeiffer, Gravereau & 
Thornton. It is available from the 
company at 532 S. Arlington St., 
Akron. 


e “The Monmouth Consumer 
Analysis” for 1957 is available on 
request from the Daily Review At- 
las, Monmouth, II. 


e The “1957 Footwear News Fact 
Book,” containing a breakdown of 
| the latest market information on 
the footwear industry, has just 
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Watt Kunkel 


Hanke 

SHIRT SLEEVE SESSION—Robert Kunkel, Leo Burnett Co., Chicago, 

chats with Leslie A. Watt, publisher, O. A. Hanke, vp, both of Watt 

Publishing Co., and A. B. Peck, Peck & Billingslea, Chicago, at a 

Watt sales meeting in Mt. Morris, Ill., at which Mr. Kunkel spoke on 
“How we buy advertising space.” 


been released. This is the fourth 
fact book prepared by Footwear 
News. It is distributed free, on re- 
quest to W. D. Williams, advertis- 
ing director, Footwear News, 7 E. 
12th St. New York 3. 


e The Minneapolis Star & Tribune 
has just finished its fifth annual 
survey of statewide cigaret market 
trends in Minnesota. Copies may 
be obtained by writing to William 
A. Cordingley, national advertis- 
ing manager, Minneapolis Star & 
Tribune, Minneapolis 15. + 


Miller Publishing Elects 
Milton Kihlstrum President 
Miller Publishing Co., Minnea- 
polis, has elected Milton B. Kihl- 
strum president, Martin E. Newell 
chairman of the board and W. E. 
Lingren exec vp, succeeding Mr. 
Kihlstrum. Mr. Kihlstrum succeeds 
Harvey E. Yantis, who died April 
12. Carroll K. Michener, former 
board chairman, has retired after 


M. B. Kihistrum W. E. Lingren 


40 years with the company. Mr. 
Lingren formerly was secretary of 
the company. 

; Mr. Newell, with Miller since 
1928, will continue in charge of the 
company’s Kansas City operations. 
Mr. Kihlstrum, with Miller since 
1936, will continue as treasurer. 
Paul L. Dittemore was also elected 
a vp, and Don E. Rogers was re- 


named a vp. Both will remain in 
charge of branch operations, Mr. 
Dittemore in New York, and Mr. 
Rogers in Chicago. 


Coverage 
vs. 


Cost 
in Madison, Wis. 


You pass the point of diminishing returns when you look beyond WKOW-TV in Madi- 
son. The “bicycle tire” fringe you add with VHF costs $53 and contains homes you 
reach with “basic buys.” WKOW-TV delivers 70% as much share of the audience* 


at only 45% of the cost. ; *Madison Telepulse—April, 1957 


WKOW-TV 
> in Madison, Wis. 


Sandbagged? Not if you remem- 
ber it’s the man who can buy 
that counts. 


The Reporter serves the farm 
advertiser selling in the seven- 
state Northwest. It reaches 
feeder-stockmen with average 
acreages of over 4,000 acres per 
ranch . .. the ultimate in buying 
power. Write for details to: 
WESTERN 
LIVESTOCK REPORTER 
Billings, Montana 


FULL COLOR AVAILABLE 
for 100% coverage of 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


the SYRAC 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


CIRCULATION: 


Americas fio. 1 
Test Market 


The SYRACUSE NEWSPAPERS are read, daily and Sunday, 
in 100% of the homes of metropolitan Syracuse 
— the nation’s best test city according to a nine- 


year audit of testing operations by Selling Re- 
search Inc. 


THESE NEWSPAPERS also deliver a great big plus—effec- 
tive circulation in 14 surrounding counties! 


IN THIS TRULY IMPORTANT MARKET, with a population 
just short of 1,400,000 and annual spending 
power of $2 billion, you just can’t buy another 
combination of media that will do a comparable 
job at a comparable cost. 


R.O.P. Full Color—Daily and Sunday 


jf 


America's No. 1 
Test Market 


ae a : 
, AIRE NEWSPAPERS a 


THE POST-STANDARD 
Morning & Sunday 


Sunday Post-Standard 105,245 


Combined Daily 233,150 Sunday Herald-American 221,744 
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Norman Rockwell ‘Directs’ Photographing of 
Huge Kodak Mural for Grand Central Station 


New York, Aug. 13—As most 


But on Sept. 10 these two well- 


of the art world knows, illustrator|known facts become related. On 


Norman Rockwell works 
photographs. As most of the Man- 
hattan ad world knows, Eastman 
Kodak Co. dominates Grand Cen- 
tral station with its huge (18x60’) 
Colorama on the balcony. 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspo- 
pers—national, sectional or local 
— magazines, trade-papers, 
promptly. 


PRESS cureme BUREAU 
165 churen St., Oho ork 7, N.Y. 


from | that date Kodak will mount a new 
| transparency, a photograph “con- 


ceived and directed by Norman 
Rockwell.” In this case, Mr. Rock- 
well directed the photograph from 
a sketch he had already made. 


= The idea was W. B. “Pete” 
Potter’s. The ad director of Kodak 
had long wanted to get a “Rock- 
well picture” into the Colorama. 
Jack V. Tarleton, longtime agency 
man and now Kodak’s director of 
advertising art, approached Mr. 
Rockwell, who liked the idea, pro- 
vided technicians would handle 
the photographic detail. 
Originally it was to have shown 
a cut-away view of a railroad 
car, with tired vacationers home- 
ward bound. The only suitable 
ear they could find was in Cali- 


fornia on a movie lot, and the ex- 


> 


A ONE BILLION ONE HUNDRED SIXTY-NINE 
MILLION DOLLAR MARKET 


Just ONE 
medium 
covers 


KRON 


Biggest One 
Newspaper City 
in the Nation 


MEDiA COVERAGE OF AKRON METRO AREA 


Media 


AKRON BEACON JOURNAL daily 
AKRON BEACON JOURNAL Sunday 


Cleveland Plain Dealer daily 
Cleveland Plain Dealer Sunday 
Cleveland Press daily 
Cleveland News daily 


Circulation | % Coverage 
132,934 | 96.5% 
126,165 | 91.6% 

13,760 10% 
8,342 6% 
1,366 1% 

548 | less than 1% 


AKRON METROPOLITAN AREA—OHIO’S MOST 
CONCENTRATED AREA OF GREAT INDUSTRIAL NAMES 


CHRYSLER $85 MILLION 
Stamping Plant . 
GENERAL MOTORS 
Euclid Division 


*WORLD’S TRUCKING CAPITAL 


* ENTERPRISE MFG. CO. 

*B. F. GOODRICH 

*ALSCO 

*McNEIL MACH. & ENG. CO. 
* FIRESTONE 

*FIRESTONE STEEL 
*SEIBERLING 


*WEATHER-SEAL 
BABCOCK & WILCOX 
COLUMBIA-SOUTHERN CHEM. 
QUAKER OATS 
AMERICAN HARD RUBBER 
*MOHAWK 
*GOODYEAR 
*GENERAL 
*GOODYEAR AIRCRAFT 
*SAALFIELD PUBLISHING 
*ROBINSON CLAY PROD. 
*NATIONAL RUBBER MACH. 
DIAMOND MATCH 


* Indicates Main Plant and Offices 


AKRON BEACON JOURNAL — 


Ohio’s Most Complete Newspaper 


STORY, BROOKS & FINLEY, Representatives 
JOHN $. KNIGHT, Publisher 


BEFORE, DURING—Norman Rockwell, sketch in hand, 
shuffles the cast of models for Eastman Kodak’s 
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giant transparency. At the right, he directs the ac- 
tual shooting. 


pense of moving the photographic 
unit west seemed prohibitive. 
Then the locale was shifted to 
a summer cottage being vacated 
at the end of the season. Mr. 
Tarleton found a cottage at West 
Hampton Beach, Long Island. He 
shot pictures of it, and Rockwell 
okayed them. Then Mr. Tarleton 
rented the house for two days, 
getting permission from the ten- 
ants and owners. A cast of 14 
adults and children, were assem- 
bled. The first day was no good 
for photography; the second was 
fine. Photographers Ralph Am- 
dursky and Charles Baker made 
20 shots on a special 8x20” view 
camera. Above are two “on loca- 
tion” shots, and the finished prod- 
uct. + 


| Balsam Forms Industrial 
Agency in Pasadena 

George Balsam has formed an 
industrial advertising agency, Bal- 
sam Advertising, at 465 E. Un- 
ion St., Pasadena. Mr. Balsam, 
president of the new agency, was 
formerly a vp of Allen, Dorsey & 
Hatfield, Los Angeles, and prior 
to that was an account executive 
of G. M. Basford Co: in New York. 
The new agency will specialize in 
electronic instrument and compo- 
nent accounts and lists among its 
clients Dressen-Barnes Corp.; 
Transco Products Inc.; Kenco 
Mfg. Co.; Arnold Magnetics Corp., 
NYT Electronics, and Chadwick- 
Helmuth Co. 

The agency will also prepare 
all literature for the electronics 
division, West Coast plants, of El- 
gin National Watch Co. 


AND AFTER—The finished transparency, directed by 
Norman Rockwell, will promote Eastman Kodak Co. 


in Grand Central Station, New York. The display 
goes up on Sept. 


10. 


‘Zeitungs Katalog’ Offers 
Guide to German Print Media 


Donley Forms Consulting Co. 


Harold B. Donley, —, of 


The West German advertising | distribution, Bryant Mfg. Co., In- 
agency association, Verband Deut- | dianapolis, a subsidiary of ews 


scher Werbungsmittler und Wer- 
beagenturen (ADW), has issued 
its annual guide to German media, 
“Zeitungs Katalog 1957.” A basic 
reference for German admen, the 
700-page volume presents perti- 
nent data for every publication in 
the country. 

Listed in the book are all the 
German newspapers, magazines 


and business publications, with 
their circulations, advertising 
rates and mechanical require- 


ments. Even the political per- 
suasions of newspapers are de- 
noted. Further information is 
available from the ADW at Mun- 
chener Strasse, 5, Frankfurt. 


Four-Color Ads to Push 
Spam-Bisquick Tieup 

Spam, made by George A. Hor- 
mel & Co., and Bisquick, packaged 
by General Mills, are jointly back- 
ing a promotional campaign of 
more than $500,000. Four-color 
newspaper ads will appear in 59 
major markets. Full-color advertis- 
ing, featuring Spamcakes—Bis- 
quick pancakes with slices of Spam 
cooked in the middle—will run in 
October issues of Everywoman’s 
Magazine, Family Circle, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s, Sunset Magazine 
and Woman’s Day. 

Bisquick will carry coupons 
worth 10¢ on Spam in flagged 
packages. Batten, Barton, Durstine 
& Osborn is the agency. 


Corp., is leaving the company to 
form his own marketing consult- 
ing business in Phoenix. Mr. Don- 
ley began his business career in 
1921 with Westinghouse Electric 
Corp., where he remained for 26 
years. He also has held executive 
positions with General Electric 
Co. and Hunter Fan & Ventilating 
Co. 


‘Reporter’ Expands Overseas 

Beginning with its Aug. 8 issue, 
The Reporter expanded its news- 
stand distribution to include Den- 
mark, Finland, France, Germany, 
Israel, Italy, Norway, Sweden 
and Switzerland. The bi-weekly 
went on sale in England a year 
ago. Overseas distribution is be- 
ing handled by Boarts Interna- 
tional, New York. 


Lloyd, Beadle Join Whitney 

James B. Lloyd, formerly with 
Lowe Runkle Co., Oklahoma City 
agency, has joined Whitney Ad- 
vertising Agency, Tulsa, as an ac- 
count executive. B. O. Beadle, for- 
merly with Paul Andres Publica- 
tions, Oklahoma City, has joined 
Whitney as a copywriter. 


McFarland Joins Standley 

J. P. McFarland, former vp and 
general sales manager of Con- 
verted Rice Inc., has acquired an 
interest in Tom Standley Co., 
Houston specialist in point of sale 
merchandising. 


Use 


Intensive Coverage of Missouri's 


Covers a TOP-THIRD Farm-Income State. 


‘MISSOURI 


Top Commercial Farms. 
Vital Editorial Program—Edited 100% for MISSOURI Agriculture. 


State Farm Paper Format—lIssued Semi-Monthly. 


RURALIST 


STATE FARM PAPER FOR MISSOURI 
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$2 Billion Spent on Advertising 
by Top 100 National Advertisers 


(Continued from Page 1) 
*55) and Chrysler Corp. with $60,- 
093,289 (down from $68,629,722 in 
55). 

Rounding out the top ten, more 
than $20,000,000 behind Chrysler, 
were National Dairy Products 
Corp., which invested an estimated 
$37,470,000 in advertising last year 
after hiking expenditures from | 
$31,112,000 in 1955, and Radio| 
Corp. of America, which spent an | 
estimated $35,173,000, compared | 
with $30,773,000 the previous year. | 

Only two of the top ten—Gen- 
eral Motors and Chrysler—failed 
to show an increase in advertising 
expenditures in 1956. In the entire 
list of 100, the figures showed 84 
advertisers boosting expenditures, 
three holding even and 13 cutting 
back. 

General Motors, in addition to 
being the nation’s leading advertis- 
er, is also biggest in sales, which 
came to nearly $10.8 billion in 1956. 
The biggest company in assets is 
American Telephone & Telegraph 
Co. Its assets total $16.2 billion. 


s The advertising figures listed for 
each of the 100 leaders include 
“measured media” expenditures | 
published by various statistical bu- 
reaus and associations for newspa- 
pers, magazines, network televi- 
sion, spot television, business 
publications, farm publications and 
outdoor. To get a grand total for 


each of the 100, “unmeasured me- 
dia” expenditures were added to 
the measured media totals. These 
unmeasured media expenditures | 
include point-of-purchase, direct | 
mail, radio, premiums and all oth-| 
er forms of advertising. 

The figures were developed in 
ADVERTISING AGE’s second annual, | 
exclusive presentation of the “mar- | 
keting profiles’—or complete re- | 
ports on the sales, advertising and | 
marketing operations—of the 100) 
leading national advertisers. The | 
collection of 100 profiles, which 
begins on Page 59, represents many 
months of intensive research and 
reporting by the staff of ADvEeRTIS- 
ING AGE. 


® Much of the information in the | 
100 profiles has never been pub-| 
lished before. Other material has | 
been published but never before 
has been collected in one place’ 
for quick, easy reference. 

For that reason, you may want! 
to save this issue of AA as a val-| 
uable reference source. 

In addition to advertising ex- 
penditures, in total and by media, 
for each of the 100 leaders, the 
profiles include data on sales and 
profits. Where possible, the ma- 
terial also includes sales ranking 
of the company’s leading product 
lines and brands, the share of 
the market accounted for by these 
brands, and information about 
new products and new campaigns, 
and about personnel changes and 
revisions in marketing organiza- 
tion and programs. 


® To get this information, the ed-| 
itorial staff went to each of the 
100 companies. To the hundreds | 
of individuals at these companies 
and their agencies who helped to 
make this report as accurate and 
complete as possible, AA profers 
a resounding thank you. 

Where information was hard to 
get, the staff took pains to go to a 
great variety of sources to fill in 
the gaps. Much of the material 
presented here as a result of this 
kind of reporting represents in- 
formation which for competitive 
reasons would be difficult for oth- 
ers to lay hands on. 

The selection of “the 100 lead- 


ing advertisers” was based on 


“measured media” expenditures. 
The editors believe that the list 
and the phrase, “leading national 
advertisers,” while not wholly per- 
fect, is as reasonably close to being 
accurate as they could make it. 


s At the same time, they realize 
that if measured media were not 
the criterion here, other adver- 
tisers not now in the list would 
deserve to be included. These are 
companies whose expenditures in 


so-called measured media are rel- 
atively low, but who invest heav- 
ily in local and various unmeas- 
ured advertising. 

Sears, Roebuck & Co. is a good 
example. It invested an impos- 
ing $58,240,358 in advertising (not 
including Allstate Insurance Co. 
and Universal-Rundle Corp., sub- 
sidiaries) in 1956, but $57,777,000 
of this was local, including about 
$45,000,000 in newspapers at local 
rates. It was only the first year 
Sears entered national magazines, 
spending $434,010 on them and 
$29,348 on farm publications to 
support local advertising (AA, 
July 1). 


s Other likely contenders are 


pharmaceutical houses like Ab-;best only a partial measurement 


bott Laboratories ¢which invests|of advertising 


investment. The 


millions in company publications,!100 profiles presented here give 


direct mail, etc., but spends rela-| 
tively little in measured media) in | 
addition to Montgomery Ward, | 
Marshall Field’s, Macy’s, Gimbel’s, | 
Penney’s, A&P, Kroger and others. | 

What is important about the) 
list and the profiles compiled by 
AA is that it provides the adver- 
tising world with its only careful 
analysis of total advertising and 
promotional expenditures for each 
of the giant advertisers listed. 
Since the big advertisers vary 
considerably in the emphasis they 
give to measured media as op- 


posed to unmeasured, the figures 
on measured media alone are at 


the complete picture. # 


Eisnitz to Cosmopolitan Ad 
Samuel R. Eisnitz, in the copy 
department of Montgomery Ward 


|& Co., has been named general ad- 


vertising director of Cosmopolitan 
Advertising Corp., New York, dis- 
tributor of the Cosmo Directory, 
new lobby bulletin display board. 
He will also continue in his posi- 
tion at Montgomery Ward. Robert 
Storch, formerly in the traffic de- 
partment of Joseph Jacobs Inc., has 
joined Cosmopolitan as assistant 


| advertising director. 


If you had a tape measure 1572 feet long... 


... you could tie one end 
on THAT doorknob, head down 
Madison Avenue and tie the other 


end on THIS doorknob, and still 


have plenty left over for a 


couple of pretty fancy bows. 


RAY 
Y 


JONES 
&R 


285 Madison Avenue 


OKLAHOMA CITY 


The tower with 1572 feet of SAL LG power in Oklahoma! 


Get the story from AVERY-KNODEL 
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Philco Contest Will 
Have Public Choose 


Own Miss America 


PHILADELPHIA, Aug. 13—Philco 
Corp., a sponsor of the Miss Amer- 
ica Pageant in Atlantic City on 
the CBS-TV network Sept. 7, will 
conduct a “Guess Who Will Be 
Miss America” public contest with 
more than 1,500 dealers through- 
out the country. The contest will 
run from Aug. 19 thru Sept. 6. 

In addition, the company will 
sponsor a contest for all pageant 
network stations with prizes being 
awarded to four stations for the 
best local promotions of the tele- 
cast. 

In the dealer contest, each deal- 
er will feature in his windows pic- 
tures of all contestants in this 
year’s pageant. The public will 
then be invited to guess which 
will be Miss America, the first and 
second runners-up, and tell in 25 
words why they would like to own 
a “Miss America” television re- 
ceiver. 


s Each dealer will stage his own 
contest and will award five indi- 
vidual prizes: A Philco transistor 
radio as first prize and four Miss 
America dolls. 

The window displays also will 
help promote the tv sponsorship 
of the pageant. 

For the station contest the net- 
work will be divided into large 
and small categories for judging 
two stations from each group to 
receive tv console prizes. 

More than 100 stations are 
scheduled to carry the telecast. + 


Furriers Guild Sets 
Seal of Approval Drive 

Master Furriers Guild of Amer- 
ica is planning a nationwide cam- 
paign, starting early in 1958, to 
promote its National Guild Stor- 
age Seal of Approval. The seal 
will be given to members of the 
guild who pass inspection of their 
fur storage service. 

To handle the program the 
guild has named Maurie H. Oro- 
denker Advertising Agency, Phil- 
adelphia. The agency has pre- 
pared a special campaign kit con- 
taining three different newspaper 
ads and four radio spots. Emphasis 
also will be placed on direct mail 
and point of purchase advertising. 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The world-sponning Army 
Times service publications ore 
the mass circulation media read 
most by the military. Write or 
call for tull information. 


sin 


ARMY TIMES * AIR FORCE TIMES * NAVY TIMES 
The American WEEKEND - MILITARY MARKET Mogorine 


The ARMY-NAVY. AIR FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


U. S. OFFICES. Charleston, S. C., Chicago, Hono- 
los Angeles, Miami, New York, Philadel. 

phic, Sen Francisco 
FOREIGN OFFICES 
Rome, 


tuly 


Frankfurt, 
Tokyo 


London, Poris, 


Bill Introduced to Prevent 
Censoring TV Songs 

Rep. Chelf (D., Ky.) has intro- 
duced a bill designed to air Stephen 
Foster’s songs on radio and tv with 
original words. Rep. Chelf and 
other southern legislators have 
denounced as “censorship” sub- 
stitution of other words for “dark- 
ies” or “mammy” in such songs as 
“My Old Kentucky Home” and 
“Swanee River.” The bill would 
make it a crime for any song to be 
banned or censored on radio-tv 


networks. Non-compliance would 
be punishable by as much as five 
years in jail and a $25,000 fine for 
a third offense. 


Art Directors Elect Four 

Everett G. Edelman, Philipp 
Lithographing Co., has been elected 
president of the Art Directors Club 
of Milwaukee. Other officers elect- 
ed are Fred Terry, Hoffman & 
York, vp; John Steinke, Frank H. 
Bercker Studios, secretary; Arthur 


Beier, Andrews Agency, treasurer. 


Emery Appoints Three 

Marshall Hawks, formerly an 
account executive of W. B. Doner 
Co., Baltimore, has joined Emery 
Advertising Corp., Baltimore, as 
account manager and director of 
radio and tv. C. Richard MacLel- 
lan, after several months’ associ- 
ation with Larsen Products Corp., 
Bethesda, Md., has rejoined Emery 
as assistant account manager. Wil- 
liam R. Hevell Jr., now with W. B. 
Doner Co., will join the agency 
Sept. 1 as creative director. 
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Borden Boosts Osterheld 

Herbert F. Osterheld has been 
promoted from assistant ad man- 
ager to the new post of advertis- 
ing manager of the Borden 
Cheese Co., New York, a subsidi- 
ary of Borden Co. 


Goldsen Joins Richards 

Leonard Goldsen, formerly 
with Kenyon & Eckhardt, has 
joined Fletcher D. Richards Inc., 
New York, as project director of 
the research department. 


‘wl ) 
ps) 


BWC -Erickson's Deklcbe 


Starting in October 
Media/scope will be issued every month, 

Starting with that issue, 
Media/scope will accept advertising. 
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Spellman Adds Accounts 

Spellman Associates, new Boston 
agency formed in June by John W. 
Spellman Jr. (AA, July 1), has 
been appointed to handle three new 
accounts. They are Jensen Labor- 
atories, Boston; Lamac Enterprises, 
Boston maker of drugs and toiletry 
products, and the New College of 
Pharmacy, Boston. Spellman will 
direct a campaign in a New Eng- 
land test market for Dyn-r-gy, 
new non-prescription energy pill, 
for Jensen. 


General Dynamics, Liquid 
Carbonic Discuss Merger 
Discussions are being held re- 
garding possible merger between 
General Dynamics Corp., New 
York, and Liquid Carbonic Corp., 
Chicago. Boards of directors of 
both companies have approved a 
transaction in which Liquid Car- 
bonic would become a division of 
General Dynamics. Rex L. Nichol- 
son, president of Liquid, would 
retain his position as senior exe- 
cutive officer of the Liquid Car- 


bonic division. 

Stock exchange would be on a 
share for share basis. Frank Pace 
Jr., president of General Dynam- 
ics, terms the merger “a logical 
extension of the corporation’s. ac- 
tivities into the chemical field.” 


Burry Biscuit to Weightman 
Burry Biscuit Corp., Elizabeth, 
N. J., has named Weightman 
Inc., Philadelphia, to handle ad- 
vertising for its Burry’s cookies 
and crackers. Weightman had 


previously been in charge of the 
middle Atlantic division. The re- 
mainder of the account was han- 


conducting campaigns on a re- 
gional basis. 


Ford Promotes Mecke 
Theodore H. Mecke Jr., former- 

ly executive assistant to the vp- 

public relations of Ford Motor Co., 


has been named general public 
relations manager of Ford. 


a new magazine edited 


for all the people 
who buy advertising — 
and for nobody else 


The enthusiastic response of readers to Media/scope’s four 
test issues overwhelmingly verifies their hunger for a 
specialized editorial service they’ve never had before. 


And why not? 


The media-buying function is the most important in adver- 
tising today. Its complexity and scope have grown apace. 
The people in it today are among the most talented in 


advertising. Many are top-ranking executives in their 
companies, 


But until now there’s been no publication for them...no 
single magazine covering all types of media... devoted to 
the science of selecting markets and media...and nothing 
else but! Now Media/scope fills the void... serves all adver- 
tising men and women whose work interests in any way 
encompass media application, evaluation, selection or 
purchase. 


The readers of Media/scope are the most important people 
in the world to anyone with space or time to sell. They are 
the people responsible for decisions as to media field and 
the selection of specific media within each field. 


In Media/scope a medium gets their attention and interest 
because all any reader is interested in at the time is media. 


If you have information about your market, your audience 
or your medium that can help media people make wise 
decisions... your advertisement in Media/scope can rival 
the editorial content for attention. 


For additional information, see the Media/scope Service- 
Ad in SRDS, Class. 1, or contact Media/scope at any one of 
the offices listed at the right. 


medium for 
anyone with 


a new and valuable 


advertising to sell 


Roger Barton, editor-in-chief of Media/scope, 
is widely known as the former editor of 
ADVERTISING AGENCY Magazine and of AMERICAN 
PRINTER. He was president (1954-55) of the 
National Conference of Business Paper Edi- 
tors, the editorial wing of Associated Business 


Publications. 


Mr. Barton heads a staff of editors, each 
experienced in one or more fields of media. 
Under his direction Media/scope will help 
readers keep on top of the latest and the best 
thinking, ideas and methods in the media- 


buying function. 


420 Halliburton Bidg., 1709 W. 8th 
Calif., DUnkirk 2-8576 


An SROS Publication Serving the Media-Buying Function 
New York: 420 Lexington Ave., New York 17, N. Y., 
MUrray Hill 9-6620 + Evanston, Illinois: 1740 Ridge Ave., 
Evanston, Illinois, HOliycourt 5-2400 


+ West Coast: 
St., Los Angeles 14, 


dled by Beacon Advertising As-| 
sociates, New York. Plans call for | 


‘TV Guide’ Pitch to 
Sponsors Plays Up 
Selective TV Dialing 


PHILADELPHIA, Aug. 13—Ameri- 
ca’s advertising fraternity is being 
introduced to another new word, 
“Dialmanship.” 

The word describes the selectiv- 
ity of America’s television view- 
'ers. It is serving as the key to an 
intensive TV Guide summer cam- 
paign to alert sponsors and agen- 
cies to the importance of reminding 
viewers of their new and contin- 
uing shows this fall. 

The drive emphasizes the con- 
tinuous use of the magazine’s pro- 
gram section by readers and video 
viewers. 

Since trade reports indicate that 
57% of the programs on tv in the 
fall will be new ones, TV Guide 
points out that networks, sponsors 
and agencies will need intensive 
promotions to introduce them to 
the public. 

The “Dialmanship” campaign 
got under way last month with 
special trade ads. Backing these are 
a series of 11 direct mail pieces 
going to sponsors of tv shows. The 
mail pieces explain that “Dial- 
manship” is the art of selective 
televiewing, and that sponsors 
must influence viewers to select 
their shows. + 


Masters Sets Record 
$1,500,000 Ad Budget 

Masters Inc., New York, chain 
of discount stores, has set a rec- 
ord ad budget of $1,500,000 for 
the coming year, in comparison 
to the $900,000 spent last year. 
About $1,000,000 will go to news- 
papers in store areas; about $350,- 
000 will be spent for radio and tv 
spots; while $150,000 will be used 
for direct mail flyers to Masters’ 
mailing list of more than 500,000. 

Part of the newspaper budget 
will go into an institutional cam- 
paign to explain the part Masters’ 
discount operation “has played in 
American retailing since 1937.” 


Sets Knit-lt Week 
The first national Knit-It- 
Yourself Week will be inaugu- 


rated this year by the National 
Hand Knitting Yarn Assn., New 
York. Running from Oct. 12 to 19, it 
will be backed by a national pub- 
licity program and by store mer- 
chandising aids. 


Babcox Appoints Jones 

Babcox Publications, Akron, O., 
has appointed Frank T. Jones east- 
ern advertising manager of Auto- 
motive Chain Store, with head- 
quarters in New York. 


Editors 


| 
| 
| 
| 


—_— 
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feature 


SEND FOR a copy of FEATURE — 

America's only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


| CENTRAL FEATURE NEWS INC. 


1475 Broadway, New York 36, New York 
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New AFA President Calls 
for Consolidation of Forces 


To the Editor: Congratulations 
on two of your editorials in the 
July 29 issue of ADVERTISING 
AcE: (1) “Stormy Weather Looms 
Ahead,” and (2) “Mr. Advertising 
Almost Retires.” 

I know it is bad copywriting on 
my part to divide the reader’s at- 
tention between two subjects, but 
both of these articles are so 
worthy of comment that the end 
is worth the risk. 

May I comment on Elon Borton’s 
retirement first? No one knows 
better than I what fine states- 
manship and dedicated leadership 
he has brought to advertising 
through his many years of service. 
He has truly earned the title, “Mr. 
Advertising, U. S. A.,” and it has 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


been a great privilege and oppor- 
tunity to have worked with Elon 
for nearly 11 years. I’m sure ad- 
vertising people everywhere will 
be happy to know that Elon’s wise 
counsel will not be lost to either 
Ap AGE or AFA. 

About the second editorial, the 
key paragraph in your comment 
on Congressman Blatnik’s stated 
intention to conduct a “far-reach- 
ing” probe of advertising claims 
is the one calling for unity among 
advertising people. We subscribe 
to that advice 100%, and hope 
the advertising industry will rec- 
ognize the need for a consolidation 
of its forces, if it expects to avoid 
the undermining attrition of its 
freedoms through bureaucratic 
sniping. 

As you have said so well, let’s 
not try to defend the indefensible 


(how silly can we be?), but let’s 
stand united against any further 
attempt to make advertising the 
whipping boy for headline-hunting 
politicians. 
C. James Proud, 

President and General Man- 

ager, Advertising Federation 

of America, New York. 

. * e 


Uses Arithmetic on 
Post Office Problem 

To the Editor: As a regular 
reader of your magazine, I was 
very much interested in the arti- 
cle of July 15 regarding the “Sort 
It Yourself” deal on second and 
third class matter. 

Evidence and arguments should 
be weighed, not counted. One 
overwhelming point will often 
serve to render further discussion 


aly 


the 24 hours pt shook 


LIMA, OHIO 


These were the dynamic moments following the first issue 
of The Lima Citizen—July 1, 1957. They were shining hours, 


as the people of this fine community saw their dream come true... 
the dream of a newspaper which looked ahead, not backward... 
which viewed proposals for civic betterment with 

high hope, not alarm. 


So over night, the newspaper picture changed in Lima, Ohio. 
And now everyone has to check Lima again . . . and 


chances are they'll switch. 


CITIZE 


now it’s the 


L 


firs in 


first ; 


local display advertising 


in classified advertising 


IFS? in circulation* 


firs 


*First 15-day average, CPA audit: 


in the heart of the community 


24,028 daily, 24,572 Sunday and stili growing 


The Lima Citizen Publishing Co., Lima, Ohio 


Represented by Shannon & Associates, Imc., cricoge, New York, Clevelond, Detroit, Atlonte, Son Francisco, Hollywood 


| ist” 


redundant. We believe we have 
such a point. 

It is this: 

Since the government intends 
to save only $5,000,000 and since 
the move, according to your arti- 
cle, will cost advertisers from 
$50,000,000 to $60,000,000, it fol- 
lows that such an expenditure 
would have an effect on the profit 
and loss statements of those ad- 
vertisers. 

Naturally, an expense, on top 
of other operating expenses, of 
$60,000,000 is going to reduce 
their profits by $60,000,000 in toto. 

These corporations pay 52¢ in 
income taxes to the government 
on every dollar they make. If 
they make $60,000,000 less, it fol- 
lows that they will pay the gov- 
ernment something over $30,000,- 
000 less in taxes. 

Therefore, the government will 
lose $30 for every $5 they save. 

R. M. Wallin, 

Advertising Manager, Equip- 

to, Aurora, IIl. 

> e +. 


Corning Ad Readership 
Comparison Is Clarified 

To the Editor: In an advertise- 
ment on Page 59 of your issue of 
July 22, The Saturday Evening 
Post claims that a Corning Glass 
advertisement “pulled better than 
three special business magazines 
combined.” 

We think your readers are en- 
titled to know that the Post in- 
quiries were compared not with 
special business publications but 
with The New Yorker, U. S. 
News & World Report and For- 
tune, 

We will leave it to those pub- 
lications to point out that the 
Post is also comparing results 
from a six-page color insert in 
its publication to smaller units in| 
the other books. 

H. H. Morse Jr., 

Director of Promotion, The 

Associated Business Publica- 

tions, New York. 

. + . 
Beautiful But Smart 

To the Editor: I have followed 
“Gladys the Beautiful Reception- | 
for ages with a great deal of 


Savings in time and money 
offered by “central” printing 


facilities 


Shipping or mailing your publica- 
tion, catalog, broadside or similar 
printed material is often faster and 


more economical when you use a 
centrally located source such as 
ours in the geographical center of 
the U.S. We are presently produc- 
ing program sections of 4 editions 
of TV Gume Macazineg, typical of 
the quality printing and handling 
facilities we offer. 
Write for 


Foy samples and 
% price information 


HENRY 


interest, 
meeting her. She is not only beau- 
tiful, but smart. 


Henri, 
with two of my sales staff. 
turned to one and said, 
ty. You’re looking well.” Then she 
said to Bob, “Hi, stranger. Where 
have you been?” Bob commented 
that that was a fine remark to 
make in front of the boss. Gladys 
immediately turned 
“Well, Mr. Lord, you couldn’t af- 
ford to have such capable sales- 
men duplicating in their sales ef- 
forts.” 


Advertising Age, August 19, 1957 
and particularly after 


I had an occasion to call on 
Hurst & McDonald Inc. 
Gladys 
“Hi, Mar- 


and said, 


So, as I remarked, she’s smart 


as well as beautiful. 


Ted Lord, 
Daniel Starch & Staff, Ma- 
maroneck, N. Y. 
. . 


One for Doing Without 


To the Editor: Occasionally I 


scratch my head for new ideas. 


Here is one as old as Eve her- 


self. It’s been used in a million 


PERFECTING SERVICE CO. 
332 Atende Ave. Cherlotte, N.C. 


Baltimore — Camden M | —Chicage —Cleveiand— les 
Angeles New Yort— Prowdence— Mentrest— Serene 


ways in the past and will continue 
as a big interest getter in the fu- 
ture. 

By submitting this clipped ad 
as “one we could do without,” I 
sha: no doubt be dubbed a blue 
nose or something. Nevertheless, 
it is my opinion we can go a 


location with complete production 


SSSR Ses e eee eee eee 
TIME AVAILABLE ON THIS 
WEB-FED OFFSET PRESS! 


Newly installed for high speed 
production—one to four colors 
—page size 84” x 11” and 
multiples—up to 64 page sec- 
tions in one operation. Rated 
speed — 20,000 sections per 
hour. 


COMPLETE SERVICE 
© From Art to Mailing 
© Intelligent Production 
Counseling 


© Web-fed Offset and 
Letterpress 


WURST, Inc. 


' $50 INDUSTRIAL BLVD. e KANSAS CITY 15, KANSAS 
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couple of dozen steps too far in 
bidding for attention when we 
advertise. In doing so we complete- 
ly lose the value of the ad. 

Am I right, or did I just “warm 
up too fast?” 

M. W. Finkelbinder, 
Danuser Machine Co., Fulton, 
Mo. 


Suggests Agency Men Get 
Reaction of Grocery Buyers 
To the Editor: “Rough Proofs” 
in your July 15 issue noted that 
Paul Willis says agency men 
should expose themselves to the 
reaction of the grocery customer. 


“He’s suggesting an occasional 
stroll through the aisles of a su- 
permarket,” the writer com- 
mented. 


That’s a pretty good idea, but 
Mr. Willis actually offered a much 
more valuable tip to agency peo- 
ple. His original suggestion was 
that they expose themselves to 
the reaction of the grocery buyers, 
in order to see how these men re- 
gard advertising campaigns. 

The implication in this sugges- 
tion is that agencies would be 
wise to develop greater familiarity 
with trade practices and the per- 
sons who carry them out... 

Ed Walzer, 

Public Information Director, 

Grocery Manufacturers of 

America Inc., New York. 


Thinks Bank's Gift Rules 
Should Be Shown in Ad 

To the Editor: Here is another 
for your department, “Advertis- 
ing we can do without.” 

See all the wonderful gifts in 
attached ad which appeared in 
the Chicago Tribune? The catch 
is (on the barbecue pit, for in- 
stance) that the money required 
as deposit—$2,000 in this case— 
must remain with the bank for at 
least one year. The bank also in- 
formed me that if need arises to 
withdraw the money, I would be 
charged for the cost of the gift 
($53.95). 

Similar restrictions apply on the 
other gifts. 

The ad states nothing what- 
ever as to any restrictions. Only 


Save with safety and get  \ 


FREE GIFTS 


Use Our Easy Bank-By-Mail Savings Service 
South Side Bonk & Trust Co, 


~ ate one tre 


“Ac- 


in fine print, the wording: 
counts subject to bank rules.” 

Most commercial bank account 
rules provide that a deposit is 
subject to pay on demand. This 
immediacy of payment is one big 
piece of ammunition in informing 
the public of the difference be- 
tween savings and loan associa- 
tions and commercial banks. 

H. E. Schramm, 
Filmtape Associates, Elmhurst, 
Ill. 


BBB Reprints Price Editorial 

To the Editor: The editorial on 
Page 12 of Apvertisinc AcE, July 
15, 1957, “Why pay regular prices 
for things?” has been read with 
great interest by this Better Busi- 


ness Bureau. 
May we have your permission to) 
reprint the editorial, with appro- | 


priate credit and without ad-| 


ditional comment, in our  bi- 
monthly members’ bulletin, the 
“Reporter”? Copy of our “Re- 
porter” for July 5, 1957, is en- 


closed for your information. 

Our bulletin goes to approxi- 
mately 1,800 of our members in| 
the San Diego area, state, city and | 
county officials, and other Better | 
Business Bureaus through the 
United States and Canada. 

Cecil S. Candler, 

President, Better Business Bu- 

reau of San Diego Ltd., San 

Diego, Cal. 


Asks Definition of Terms 
Direct Selling, Mail Order 

To the Editor: The article about 
Mr. Wolsky, Page 34 of the July 
22 edition of your paper, was in- 
teresting. However, it is rather 
confusing. 

We have always considered “di- 


rect selling” as referring to per- 
son-to-person selling and “direct 
selling advertising” as “mail order 
selling or advertising.” 

In reading the article I would 
assume that Mr. Wolsky is en- 
gaged in mail order selling. How- 
ever, the statement “Nothing takes 
the place of real flesh-and-blood 
person-to-person salesmanship”’ 
makes me wonder. 

It would seem to me that it 
will be helpful if mames are 
standardized for each type of ad- 
vertising and selling and are un- 
derstood and used by people en- 
gaged in advertising and selling. 

This article states that Mr. 
Wolsky has specialized in “direct 
selling advertising.” Is direct sell- 
ing advertising the same as mail 
order advertising mentioned in 
another part of this article? Does 
“mail order advertising” refer to 
mail campaigns designed to get 
orders by mail? 

It would be helpful to me, and 
perhaps to many others if you 
would publish a list of terms and 
definitions referring to different 
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types of advertising and selling | ing should be to create desire for 
through space ads, mail cam-/a product. This is the thesis that 
paigns, and personal solicitation. should govern the thinking of all 
Ronald Colston, parties concerned with the total 
Vice-President, Promotion, | advertising effort. 
Doane Agricultural Service | It would indeed be hypocritical 
Inc., St. Louis. \for an air salesman to try to di- 
Mr. ‘Colston certainly has a point.;|vorce himself from his raison 
As we understand it, Mr. Wolsky \d’etre. He is presumably a person 
specializes in advertising designed|who is entrusted with doing his 
to procure sales personnel for di-|part in attempting to create a de- 


rect selling companies—that is, 
companies which sell house-to- 
house or person-to-person, without 
using any intermediate distribu- | 
tion chain. Mail order advertising, 
in our definition, 
designed to produce orders off the 


printed page—or the _ electronic! 


tube—by mail direct to the adver- 
tiser. 
° 


Agrees with Woolf About 
Advertising’s Purpose 

To the Editor: There is nothing 
but an unqualified affirmative an- 
swer to James Woolf’s conten- 
tion that the purpose of advertis- 


is advertising | 


sire for a product. If he were to 
feel otherwise, how could he pos- 
| sibly perform his task with any 
|modicum of sincerity and convic- 
tion? 

It seems to me that the proper 
orientation is necessary for every 
phase of our advertising endeav- 
ors. Enthusiasm can only be en- 
gendered this way. The voice that 
comes out to talk to the consumer 
can only speak with a convincing 
demeanor if he himself is a be- 
liever of a positive purpose of ad- 
vertising. 


Paul Bennett, 
Announcer, WKIT Inc., Gar- 
den City, L. L., N. Y. 


If You Do Business in Oklahoma 


TELL YOUR STORY HER 


SEMI-CENTENNIAL 
EDITIONS 


OIL, PETROCHEMICALS, 
AGRICULTURE, COMMERCE 


Stms-COmTemmiaL 
toirions oF 


The Daily 


THE DAILY ORLABOMAN 


es - / 


AAA 


iit 


| THE 
VTIES OF 


GREATER a ORLAMOMAN 


Oilph 


a da 


Oklahoma’s 50th Anniversary as a state 
offers you a unique advertising opportun- 
ity, a chance to tell the story of your bus- 
iness and your part in Oklahoma’s growth 
and economy and future. 


The Daily Oklahoman will publish five 
sparkling editions on five successive Sun- 
days — five Semi-Centennial editions tell- 
ing the Oklahoma story. These editions will 
be read, kept and referred to by business 


Oklahoma's Greatest Media 
In Circulation, In Prestige 
And In Buying Infilvence 


OCTOBER 13 


CITIES OF OKLAHOMA 
OCTOBER 20 


FINANCE, REAL ESTATE, 
TRANSPORTATION, 
SPORTS & TRAVEL 

OCTOBER 27 


RELIGION, SCHOOLS, 
HEALTH, 
CIVIC CLUBS 
NOVEMBER 3 


OKLAHOMA CITY 
NOVEMBER 10 


MEDICINE, 


leaders, bankers, wholesale and retail trade 


executives . . 


. a regular Sunday audience 


of a quarter-million families — plus a 
bonus audience of 50,000 to 100,000 addi- 
tional readeis throughout America. 


There is a place for you in the Semi- 
Centennial Editions — to tell your public 
relations, product or service story. Make 


your space reservation now! 


‘THE DAILY OKLAHOMAN» 


OKLAHOMA CITY TIMES 


Published by 

The Oklahoma Publishing Co. 
Represented by 

The Kotz Agency 
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Fast-Selling Plymouth Will Seek 


No. 2 Sales Spot in 


Derrorr, Aug. 13—Plymouth is 
keying its merchandising program 
for 1958 with full confidence that 
it will capture second place in the 
new automobile sales race. 

Heading up this expensive, bold 
and well-planned drive is Jack W. 
Minor, the young sales executive 
who staged a phenomenal come- 
back for Dodge in 1955, and has led 
Plymouth back into third place in 
the auto sales derby, ousting 
Buick. 

In November, 1954, ADVERTISING 
Ace called Mr. Minor the type of 
young sales executive the automo- 
bile industry would need in a buy- 
ers’ market. That was a prophetic 
prediction, made shortly after 
Dodge had lured him away from 


-, Copy of == 
“HOW BUSINESS » 
USES CLIPPINGS” 


find out how a 
clipping bureau 
can benefit you . 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


BACON’S NEW 1957 
PUBLICITY CHECKER 
3356 complete listings for business, 

farms and consumer mag- 
azines. Editor-coded. 
Sturdy, spiral-bound fab- 
ricoid. 64%" x 9%". 288 pp. 
PRICE $15.00. 
BACON'S 
Publicity Handbook 
Complete text on effective publicity 
handiing. Documented, illustrated, 
case histories. $2.00 —128 pp. 


EITHER OR BOTH SENT ON APPROVAL 


BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Ill. 


1958: Minor 


Grant Advertising, where he was 
account executive on the Dodge ac- 
count. 

Mr. Minor’s new and sometimes 
unorthodox administration as di- 
rector of Dodge merchandising and 
public relations was a_ success. 
He set about creating a personality 
for the Dodge. That personality 
attracted 300,000 buyers and firm- 
ly established him, the youngest 
major auto sales executive at 34, 
in a solid position, 


s Last year, when Plymouth got 
into trouble sales-wise, Mr. Minor’s 
phone rang. Within two hours he 
was vp in charge of sales for Ply- 
moutn. 

He loves a challenge, and with 
this move he has taken on Ford, 
Chevrolet and Buick, three formid- 
able competitors. 

Within a week he had scrapped 
the 1957 Plymouth ad program and 
ordered a new concept built around 
“Suddenly it’s 1960” and the “Car 
that’s three years ahead.” 

He poured money into advertis- 
ing, made a 20,000-mile trip to visit 
every dealer, and soon had gener- 
ated enthusiasm among the 8,000 
dealers, not unlike a pre-game 
football pep rally. 


# Has the program paid off? The 
answer is that Plymouth is firmly 
in third place in sales in every 
state of the union, will sell a rec- 
ord 640,000 1957 model cars and 
could use another 15,000 at this 
moment, Mr. Minor says. 

“We would have taken second 
place this year had we had the 
production facilities,’ he said. 
“Next year we will be there.” 

He wouldn’t hazard a guess of 
whether it would be Ford or Chev- 
rolet he would beat out, but he 
feels Plymouth will make it. He 
reasons that Plymouth will “still 
be two years ahead” of its com- 
petitors, and adds, “The Plymouth 
fever is spreading; it’s contagious.” 

As tools for the coming sales 
scrap, he has again boosted Ply- 
|mouth’s advertising budget, has the 
dealers on their toes and has been 


“Looks like one of those media men in the tournament 
yesterday was short with his 9-iron, too...” 


i 


The Cincinnati Daily Enquirer is solid 
No. 1 right down the line. Including a 
26,937 edge in City Zone circulation... 
a healthy lead in Retail Display Linage. 
Get full story from Moloney, Regan & 
Schmitt, Inc. 


COLLEGE TrY—The 
college set is the 
target of a new 
tie-in promotion 
in which Pabst 
Brewing Co. of- 
fers an RCA Vic- 
tor college song 
album for $2.50 
plus proof of 
purchase. The 
promotion start- 
ed Aug. 9 during 
the All-Star foot- 
ball game broad- 
cast over ABC- 
TV. Shown here 
is a point of pur- 
chase display. 


assured of more production facil- 
ities. 

Most of Plymouth’s 1958 adver- 
tising will be in newspapers, with 
more liberal use of color. But Mr. 
Minor will cling dearly to the Law- 
rence Welk television program. He 
has good reason. 

In a questionnaire sent recently 
to Plymouth buyers asking what, if 
any advertising, influenced their 
choice of a Plymouth, more than 
70% of the answers named Welk. 


# Mr. Minor pitches his sales text 
for the women. “The wife may not 
make her husband purchase a cer- 
tain car, but she can sure wreck a 
sale if she doesn’t like a car,” he 
says. “Besides, only one woman in 
three in this country knows how to 
drive. Those girls have the influ- 
ence.” 

He also feels women are more 
susceptible to an advertising sales 
message than men. 

He travels 250,000 miles a year, 
works from 13 to 16 hours daily. 
Breakfast with dealers in Boston, 
luncheon with dealers in Washing- 
ton and dinner with dealers in 
Philadelphia is not an uncommon 
day’s work for Jack Minor. 

“IT learn more from the dealers 
than they do from me,” Mr. Minor 
said. “But I couldn’t buy the deal- 
er’s suggestion that we make tail 
fins optional equipment on the 1958 
line.” 

Mr. Minor moved into the un- 
orthodox picture recently when he 
made a 17-city tour to meet with 
all Plymouth dealers. Facing them, 
he said: “I’m not here to tell you 
about 1958 plans, or to tell you 


about a new gimmick that will cost 
you more money; I’m here to tell 
you thanks for a good job in 1957.” 
With that he threw the meetings 
open to questions and answers. The 
dealers felt they had a man they 
could carry their troubles to and 
get a man-to-man answer. 
“Happy dealers sell cars,” was 
his explanation of the tour. 
Plymouth shares in the belief 
that the trend to station wagons 
will grow in the immediate years 
ahead, and is gearing its produc- 
tion and sales in that direction. 


s The young Plymouth executive 
believes 1958 will be Plymouth’s 
best sales year. He says the mo- 
mentum, enthusiasm and drive of 
his youthful sales organization has 
not really started to roll yet. 

Mr. Minor says the sales trend 
toward the lower-price field has 
placed Plymouth in an enviable 
position, because it’s a car that 
looks like a big one. That accounts 
for his advertising headline—“Not 
wealthy, just looks that way.” 

He further reasons that the trend 
is toward lower-price cars with 
full power accessories that puts 
them in the over-all cost range of 
more expensive models without 
the accessories. 


# One of Mr. Minor’s boldest 
moves was when he placed Fords 
and Chevrolets in his Plymouth 
showrooms and invited the public 
“to compare all three before you 
buy.” 

He justified this move with the 
explanation that if a salesman 
wasn’t sold on his product he 
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couldn’t properly sell it to the pub- 
lic. 


s Mr. Minor feels one of the fac- 
tors that will help Plymouth reach 
a 1958 high sales mark is addition- 
al competition. 

“Sure, we caught our competi- 
tors by surprise with our 1957 
models,” he admits. “They will 
have new models in 1958, and will 
make the competition keener, but 
that will result to the ultimate 
benefit of all—mostly Plymouth.” 

Like others in the industry—in- 
cluding Ford’s Edsel group—he 
feels a goodly portion of the record 
1955 car buyers will be back in the 
new-car market in 1958. “It all 
adds up to what should be a very 
interesting sales year for the in- 
dustry,” he said. “We are getting 
ready for it.” # 


Keystone Adds 18 Affiliates 
Keystone Broadcasting System 
has added 18 new affiliates to its 
network, bringing the total to 971. 
The new members are KRLW, 
Walnut Ridge, Ark.; KOLR, Sterl- 
ing, Colo.; KLFT, Golden Meadow, 
La.; KDBC, Mansfield, La.; KEVL, 
White Castle, La.; KATE, Albert 
Lea, Minn.; WSFC, Franklin, N.C.; 
WATG, Ashland, O.; WHYL, Car- 
lisle, Pa.; WABV, Abbeville, S.C.; 
WYMB, Manning, S.C.; WMCH, 
Church Hill, Tenn.; KALT, At- 
lanta, Tex.; KFYN, Bonham, Tex.; 
KVLB, Cleveland, Tex.; KSWA, 
Graham, Tex.; WDOR, Sturgeon 
Bay, Wis.; KASL, Newcastle, Wyo. 


Pines Launches ‘Miss’ 

Pines Publications Inc. New 
York, has brought out a new quar- 
terly called Miss. While no ad- 
vertising appears in the first issue, 
Pines will get $875 a b&w page and 
$1,350 a four-color page in subse- 
quent issues. Aimed at the teen- 
age girl market, Miss is devoted to 
fashions, beauty, health, home dec- 
orating, sports and other fields. In- 
ternational Circulation Distribu- 
tor, a Hearst Corp. subsidiary, is 
distributing 500,000 copies of the 
initial number. 


SBA Offers Booklet 

The Small Business Adminis- 
tration, Washington, has put out a 
booklet, “Individuality In Retail 
Advertising,” aimed at helping 
small stores achieve their own 
personalities through individuality 
in advertising. The booklet is 
available on request at any SBA 
office, located in principal cities. 
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Circulation over 21,200 daily 


CONSUMER SPENDABLE INCOME 
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In its home country (Olmsted), the POST-BULLETIN 
reaches 5 times as many homes as the leading outside 
. 3 times more than all outside papers com- 


On a per household basis, Rochester families 
earn more, spend more than families in any 


In this rich area—family incomes 20% above the na- 

pad family, retail sales 78% higher 
than the national average—only the POST-BULLETIN 
. . 103% coverage of 


The Outstanding Test Market in the Upper Midwest 


ROCHESTER POST-BULLETIN 


See your John Budd man for more details 


A 35,000 population city with a 200,000 population 
skyline. The 52nd largest airport in the U.S. with 85,000 
passengers yearly. 


COLOR AVAILABLE! 
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Wilkes Hawkins 


PLANNERS—Representatives of Tandy Advertising Agency, Toronto, 

and its new client, Studebaker-Packard of Canada (AA, July 8), 

are pictured together as the appointment was made official. Agency 

executives are W. H. Wilkes, president, and R. G. Fitzpatrick, vp, 

who will head up the service group on the S-P account; S-P execu- 

tives are D. C. Gaskin, president, and T. M. Hawkins, advertising 
manager. 


Syracuse Milk Prices Up or Down? 
Newspaper Ads Give You Your Choice 


Syracuse, N. Y., Aug. 13—The 
price of milk in upstate New 
York turned out to be a fascinat- 
ing subject last week—and also 
a rather confusing one. 

One of the dailies here carried 
a page ad placed by some of the 
local milk dealers explaining a re- 
cent 3¢ boost in retail milk prices, 
which has caused irate housewives 
to organize in protest. 

The ad, signed simply “your 
milk man,” explained that the in- 
crease was caused by a new fed- 
eral-state milk marketing order 
obliging all upstate milk dealers 
to pay higher prices to dairy 
farmers. The ad insists that the 
entire 3¢ boost is being passed 
along to the dairy farmers. 

Dairy farmers hereabouts say 
this isn’t true and they’re think- 
ing of organizing a protest milk 
strike. 


® In the same paper, however, 
some other milk dealers who also 
boosted their prices 3¢ recently 
are now advertising sharp price 
cuts, leading to suspicions that a 
milk price war is in the offing 
here. 

Meanwhile, suspicions of an- 
other kind are festering in Al- 
bany. Gov. Harriman’s consumer 
counsel, Dr. Persia Campbell, has 
observed that while prior to the 


fluid milk price boost the dealers 
paid varying prices to the dairy 
farmers, they now all pay the 
same 11.9¢ a quart. 

Regardless of this fact, how- 
ever, she points out, the dealers 
have all somehow arrived at the 
same 3¢ increase to the consum- 
ers. “This doesn’t seem to reflect 
a competitive market situation,” 
she observed. # 


ANA’s ‘Responsibilities of 
Film Producers, Sponsors’ Out 

The Assn. of National Advertis- 
ers, New York, has published a 
new report, “Responsibilities of 
Film Producers & Sponsors,” to as- 
sist sponsors and producers in 
reaching a “clear mutual under- 
standing in non-theatrical film 
production.” Subjects covered in- 
clude planning, script, production, 
prints and distribution. Examples 
of a simple contract, a more com- 
plete written agreement and a 
glossary of terms are also included. 

The report was prepared by a 
committee of advertiser-sponsors 
under the chairmanship of Willis 
H. Pratt Jr., film manager, Amer- 
ican Telephone & Telegraph Co., 
and has been endorsed by over 100 
film producers. It is available to 
non-members of ANA for $5 a 
single copy. 
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Roanoke’s population is largely middle class 
with CONSISTENT, SUBSTANTIAL 
BUYING POWER 


@ Steady ae in diversi- 
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ceptive to new products 
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ideas, and constantly stimu- 
lated by creative journalism. 


Result: 


and able to buy. 
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Roanoke—Your key market in western Virginia 
is covered exclusively by the 


“ROANOKE 


> “4 TIMES AND WORLD NEWS 
Fer fell information write Saw yer+ Ferguson: Walker Co., Notional Representatives 


Conventions 


Aug. 28-31. Affiliated Advertising 
Agencies Network, annual meeting, Jack- 
son, Miss. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 

Sept. 11-13. Newspaper Advertising 
Managers’ Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal. 

Sept. 11-14. International Advertising 
Assn., 2nd International Advertising Con- 
ference in Europe, at Scheveningen (The 
Hague), Netherlands. 

Sept. 17. Magazine Publishers Assn., 
Waldorf-Astoria Hotel, New York. 

Sept. 17-18. National Business Publica- 
tions, New York, regional conference, 
Hotel Plaza, New York. 

Sept. 18-20. National Industrial Confer- 
ence Board, 5th marketing conference, 
Waldorf-Astoria Hotel, New York. 

Sept. 22-25. Second 1 Newspap 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Represent- 
atives, Advertising Agency Production 
Men’s Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, 
Chicago. 

Sept. 26-28. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, 
Penn Harris Hotel, Harrisburg. 

Sept. 26-29. Advertising Federation of 
America, Tenth District, El Paso, Tex. 

Sept. 29-Oct. 4. Financial Public Rela- 
tions Assn., annual convention, Edge- 
water Beach Hotel, Chicago. 

Sept. 29-Oct. 4. Newspaper Food Editors 
Conference, Drake Hotel, Chicago. 

Oct. 7-8. National Business Publica- 
tions, Chicago Regional Conference, Drake 
Hotel, Chicago. 


Oct. 10-12. Advertising Federation of 
America, Seventh District, Memphis, 
Tenn. 


Oct. 10-12. Midwest Advertising Agen- 
cy Network, Columbus, O. 

Oct. 11-14. American Assn. of Adver- 
tising Agencies, western region, Sun Val- 
ley, Ida. 

Oct. 13-15. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 


Oct. 14-15. Agricultural Publishers 
Assn. annual convention, Chicago Ath- 
letic Assn. 


Oct. 16. Associated Business Publica- 
tions, midwest conference, Drake Hotel, 
Chicago. 

Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago. 

Oct. 17-18. American Assn. of Adver- 
tising Agencies, central region, Sheraton- 
Blackstone Hotel, Chicago. 

Oct. 17-18. Market Research Institute, 
6th biennial meeting, Leamington Hotel, 
Minneapolis. 

Oct. 17-19. Advertising Federation of 
America, Third District, Norfolk, Va. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 27-29. Central regional meeting, Na- 
tional Newspaper Promotion Assn., Faust 
Hotel, Rockford, Ill. 

Oct. 28-30. Assn. of National Advertis- 
ers, fall meeting, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N. J. 

Nov. 1-3. Midwest Intercity Conference 
of Women's Advertising Clubs, AFA, Des 
Moines. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, 
Jung Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, 
Boca Raton Hotel and Club, Boca Raton, 
Fla. 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel 
Plaza, New York. 

Nov. 19-20. American Assn. of Adver- 
tising Agencies, eastern region, Roose- 
velt Hotel, New York. 

Nov. 22. American Assn. of Advertising 
Agencies, East Central Region, Detroit. 

April 8-12, 1958. National Business Pub- 
lications, spring meeting, The Green- 
brier, White Sulphur Springs, W. Va. 

May 5-7, 1958. Assn. of Canadian Ad- 
vertisers, 43rd annual convention, place 
to be announced. 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard 
School of Business Administration, Bos- 
ton. 

June 29-July 2, 1958. Newspaper 
vertising Executives Assn., The 
moor, Colorado Springs, Col. 


Ad- 
Broad- 


GE Promotes Jerome Coe 

Jerome T. Coe has been appoint- 
ed manager of marketing for the 
Silicone products department of 
General Electric Co., Waterford, 
N.Y. He succeeds T. C. Ohart, who 
has become general manager of 
General Electric’s insulating mate- 
rials section. Most recently sales 
manager of the department, Mr. 
Coe has been with the Silicone 
operation since 1946. 


Adam Young Promotes Five, 
Appoints Four, Adds Station 
Adam Young Inc. and Young 
Television, New York, radio and tv 
station representatives, have made 
five promotions and four additions 
to their staffs. James O’Grady, 
midwestern sales manager for both 
companies, has been named vp in 
charge of sales in the Midwest. 
Joining the midwestern radio sales 
staff are Robert F. Richer, for- 
merly in the New York office, and 
Wiiliam E. Miller, previously in 
the insurance field. William Crum- 
ley, vp in charge of tv research, 
has been named assistant to the 
president. Frank Boehm, formerly 
head of radio research, has been 
named vp in charge of radio-ty 
promotion and sales service for 
both companies. Robert W. Burke, 
formerly assistant sales manager 
for Adam Young, has been named 
eastern radio sales manager. 

Other new members of the staff 
are Barbara Witzell, formerly on 
the research staff of Katz Agency, 
and Nick O’Neill, previously with 
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Connecticut General Life Insur- 
ance Co., to research, and James 
P. Smith, formerly with Procter 
& Gamble Co., to radio sales. 
Young also has been named to 
represent WSAI, Cincinnati radio 
station, formerly represented by 
Weed & Co. 


Belgian Group Names Gilbert 

Tibex Inc., Brussels, Belgium, 
has named Gilbert Advertising 
Agency, New York, to promote 
Belgiwool in the U. S. Tibex, a 
fabric export group of Belgian 
woolen mills, is a new advertiser. 
National advertising will begin in 
October with color pages in Har- 
per’s Bazaar and Vogue. 


@ CHICAGO FOOD BROKERS 


IRWIN R. TUCKER CO. 


Whether you know it or 
minutes. You can tell your sales story so much bet- 


ter in TV minutes. (Ask 


minute business. 


“FIRST 


MGM and great movies. 


in the Second Show for 


second availabilities. 


not, you’ve got a stake in 


any sales manager). 


We've talked to lots of big, active advertisers lately 
who need time...time to explain, inform, demon- 
strate and sell. That’s how KTTV got into the 


Advertisers who want well-rated, top quality min- 
utes in Southern California can now buy: 


SHOW" 


and 
“SECOND SHOW" 


Five nights a week, Southern California viewers 
will see a big, well-known MGM film taken from 
their recently released library. They’ll be seeing big 
pictures like Red Dust, Mrs. Miniver, Tortilla Flat 
and big stars like Gable, 
Lamarr, Hepburn...all the big names that made 


Tracy, Harlow, Garland, 


KTTV will show the same film twice each night, 
beginning at 10:15 so that viewers who are a few 
minutes late getting a seat can see the film in its 
entirety on the Second Show. 


You can buy a minute in the First Show for $500, 


$200 or in both for $600 


(prices slightly higher west of Thursday). 


Get the story from your KTTV Minute Man. He 
has a complete assortment of bright, shiny, new 60- 


Look to KTTV when minutes count 


> 2 ae & |Z 
Los Angeles Times-MGM 
Television (— ) 


Represented nationally by BLAIR-TV 
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THE 


LANDING 


STR¥ 


as seen by 
JOHN BURGOYNE 


We note with interest that the last 
week in September this year has 
been designated National 100 Per 
Cent Pure Maple Syrup Week. We’ve 
been delving into the sales of this 
sticky stuff, so this little item rings 
a rankling bell in our gong-shaped 
head. We wonder just what form of 
celebration will come out of the 
wood-burning evaporator to mark 
the occasion. 

Visions of maple trees gaily fes- 
tooned with ribbons and ruffles, and 
with silver and gold medals denoting 
years of service, present a new as- 
pect of the American countryside to 
our imagination. 


In parade formation on the village 
street the vivid picture they make 
destroys too many old memories we 
cherish. This week we just won't be 
available. We'll be “sugaring off” 
with Grandma Moses. 


xk 


The measure of progress in the food 
field is not how inexpensive a prod- 
uct can be made for the shopping- 
basket pusher, but how convenient. 
The gals want their foods quick and 
easy. A recent study made by Bur- 
goyne in Minneapolis, Charlotte and 
Phoenix on a powdered syrup for 
pancakes showed conclusively the 
stuff was no go with Mom. When 
she makes her fiapjacks she wants 
no part of dissolving any powder in 
hot water to get her sweetenin’. 
Seems she’d a lot ruther carry it 
home in a bottle and have it handy 
and ready to use. (Pop would too, 
come to think of it.) 


xk 


But the coin has two sides. Genuine 
maple syrup seems always to be in 
short supply, and the pure sap prod- 
uct with no adulteration of the cane 
or corn variety always commands 
a high price. 

One of our friends in this sticky 
business wanted more volume, so he 
made a syrup blend and added it to 
his line of waffle smears. But he 
wanted a sound check on popular 
acceptance before he did too much 
blending so he sent up smoke sig- 
nals. A group of John Burgoyne’s 
braves read his sign and took read- 
ings in ready panels of stores in Cin- 
cinnati, Rockford and Indianapolis. 
The blended product was a sweet 
clutch hitter in all markets checked, 
so our boy’s sales volume is upping 
the batting averages in all circuits 
and all leagues. 


x~** 


You don't gotta be in the army to 
“sound off” for Burgoyne. If you're 
just a guy who wants the answers 
fast and accurate on how you could 
do—or are doing—with your bread- 
winner, go for Burgoyne. 


CAOCIRYY A CRUE FON NE 


FIRST WATIONAL BANK BLDG., CINCINNATI 2, OHIO 


| ports new overseas sales for five of 
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N.AA CONFERENCE—The National Industrial Advertisers Assn. commit- 
tee on international education meets with Chairman Philip Allen, 


president of MacLean-Hunter Pub 


lishing Co., and NIAA vp Richard 


C. Christian, exec vp of Marsteller, Rickard, Gebhardt & Reed, to 


plan the 1957-58 program. Comm 


ittee members are L. P, Bucklin, 
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Northwestern University marketing department; William E. Geidt, 
ad director, Inland Steel Co.; Fred C. Akers, director of research, 
Crane Co.; Harold Hayes, vp, Fuller & Smith & Ross; Dr. Harper W. 
Boyd, professor of marketing, Northwestern University, and Dr. 
Charles Sandage, department of advertising, University of Illinois. 


ABC Film Sells Five Shows 
in Foreign Markets 
ABC Film Syndication Inc. re- 


its television shows. In Puerto 
Rico, Corona Brewing Corp. has 
bought “Code 3” for Corona beer 
and “Sheena, Queen of the Jungle” 
for its non-alcoholic beverage, Mel- 
ta Corona. Spanish versions of both 
shows will start next month. Young 
& Rubicam, San Juan, is the agen- 
cy. 
Also in Puerto Rico, Lee Opti- 
cal Co. has bought “The Three 
Musketeers.” In Venezuela, “Pass- 
port to Danger” has been sold to 
Viceroy cigarets, through Corpa 
Publicataria, Caracas, and J. Wal- 
ter Thompson Co., Mexico City, 
has bought the same show for Ford 
Motor Co. in Guatemala. In the 
Philippines, ABC has sold “Code 


Keystone Elects Three 
Keystone Broadcasting System, 
Chicago, has advanced three exec- 
utives. Noel Rhys was elected exec 
vp with headquarters in New York. 


Mr. Rhys’ former position was vp | 


in charge of the New York office 
and eastern sales operations, which 
he has held since 1949. Edwin R. 
Peterson, elected a vp in 1952, was 
named senior vp and will continue 
to head midwestern sales opera- 
tions in Chicago. Charles A. Ham- 
marstrom, an account executive 
since he joined the company 
in 1952, has been elected a vp with 
headquarters in New York. 


Electronic ‘Brain’ Saves 


L.A. Chain $50,000 Yearly 


An IBM electronic data process- 
ing machine, originally intended 


of Hartfield Stores, Los Angeles. 
The “brain,” which saves the de- 
partment store chain $50,000 a 
year, enables buyers to quickly 
check complete sales figures in the 
company’s 41 apparel shops. Work 
has been cut from 60 hours to four, 
according to Leo Hartfield, presi- 
dent. 


‘Life’ Boosts Patricia Neal 
Patricia A. Neal has been ap- 
pointed home furnishings mer- 
chandising manager for Life. She 
will continue in her present ca- 
pacity as Life’s jewelry and travel 
merchandising manager. 


Harley Ward Names Seston 
Stanley J. Seston, formerly 

with American Family, The 

American Weekly and Vogue, has 


3,” “Sheena” and “Racket Squad” |for scientific research, has been 
|utilized to compute sales statistics 


to DLAG-TYV, Manila. 


joined the staff of Harley L. Ward 
Inc., Chicago, publishers’ repre- 
sentative. 


THE INQUIRING ADVERTISER: 


“Is It True What They 
Say About Memphis?” 


Answered by John Pepper and 
Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


QUESTION: Is it ible that I can actually reach 
over 40% of the Memphis trading area as a unit... 
through just one medium? 


Mr. rept r: Yes, it’s true what they say about Memphis: 
that A literally reaches the entire Negro eg 
in this trading area—which makes up over of the 
Memphis market! 


Mr. Ferguson: By programming exclusively 
to the Negro, WDIA occupies a unique posi- 
tion as a high-powered sales force in the 
Memphis area. Its all-Negro staff couples 
wane pene appeal with hard-hitting 
salesmanship ... and the Negro responds 
with racial pride and staunch loyalty, to 
support the products advertised on his station. 


Mr. won The only 50,000 watt station in the Memphis 

area, IA combines power, coverage and following as 
no other medium can... to dominate 
commercial contact with the 1,237,686 
Negroes within its radius. That’s almost 
one-tenth of the Negro population of 
the United States . . . delivered to you 
as a unit! 


Mr. Ferguson: Yes—and it’s a sales re- 
sponsive audience with a buying power 
of well over half-billion dollars! 


Mr. Pepper: Negroes in the Memphis 
market, with an earning power of $616,- 
294,100 last year, spent, on the average, 
80% of this income on consumer gi 


Mr. Ferguson: So, just as WDIA occupies a unique 
position as a powerful sales force in the Memphis area, 
obviously the Memphis Negro occupies a unique position 
in the area’s booming economy. 


Mr. Pepper: This is the era of the diversified South . . . 
with a sound, prospering economy based on commerce 
and industry as well as agriculture. 

More and more industry is moving 

to this region. 


Mr. Ferguson: And the Heme has 
become a vital factor in the Memphis 

area’s gou%: He is elevating his 

standard of living, his income, his 

buying power. He has a far higher : 
comparable income than Negroes in any other area in 
the country! 


Mr. Pepper: According to a 129-city survey by one of 
the country’s largest corporations, Memphis ranks first 
in ratio of total ‘© to total white income. The Mem- 
phis Negro has $28.79 of income for every $100 of white 
income. That’s quite a contrast with $7.89 of Negro 
income for every $100 of white income in Chicago... 
$8.72 for every $100 in Philadelphia! 


Mr. Ferguson: The Negro’s marked and sustained ad- 
vance in earning power manifests itself in his purchase 
of consumer goods. This Memphis market buys 63.8% of 
the flour sold in Memphis . . . 43.5% of the canned meat 
... 41% of the packaged soaps and detergents! 
Mr. Pepper: WDIA creates high-volume sales and profits 
for over 200 advertisers, far more than any other radio 
station in Memphis. Take it from such year-round, year- 
after-year advertisers as Kellogg Corn Flakes, Gold 
Medal Flour, Camel Cigarettes and Bayer 
Aspirin —it’s true what they say about 
Memphis . . . and WDIA! 
Mr. Ferguson: WDIA can act as a high- 
wered sales force for you. Write us... 
fet us know what product you want to sell. 


Mr. Pepper: We'll send you facts and fig- 
ures ——— how WDIA can deliver over 
40% of the Memphis market to you .. . as a unit! 


WDIA is represented nationally by John E. Pearson 
Company 


Commercial Manager, Harold F. Walker 


Small Sells His 
Interest in TPA 
to Milton Gordon 


New York, Aug. 13—Edward 
Small, a partner and chairman of 
the board of Television Programs 
of America, tv film producer-dis- 
tributor, has sold his interest in 
TPA to Milton A. Gordon, presi- 
dent, and resigned his board post. 
The move establishes Mr. Gordon 
as principal owner of the company. 

The company has been reorgan- 
ized so that stars and producers of 
forthcoming tv film series will be 
able to share not only in the prof- 
its of the individual programs but 
in the company’s over-all profits 
as well. To accomplish this a cer- 
tain number of shares previously 
held by Mr. Small will be set aside 
for acquisition by these people. 

Mr. Small has been an inde- 
pendent film producer in Holly- 
wood for many years, and his de- 
parture from TPA was occasioned 
solely by his many other business 
activities, the company said. # 


Prentice-Hall Publishes 
Book on Sales Managers 
Prentice-Hall, New York, will 
publish Aug. 20 “The ‘How’ of 
Successful Sales Management,” 
written by management consultant 
Merrill DeVoe. Mr. DeVoe cites 
qualities which make a successful 
sales manager, and provides sales 
executives with techniques on mo- 
tivating salesmen, planning pro- 
ductive sales aids and administer- 
ing sales territories. 


Buchen Advances Karl 

G. A. Karl, formerly a senior re- 
search analyst of Buchen Co., Chi- 
cago, has been appointed director 
of market research and assistant 
head of the agency’s research de- 
partment. J. W. Rosberg, vp and 
director of research, becomes vp in 
charge of research. 


Reinemund Starts Agency 

Adam Reinemund, radio-tyv di- 
rector of Buchanan-Thomas Ad- 
vertising Co., Omaha, for 21 years, 
has sold his interest in the agency. 
Mr. Reinemund has established his 
own agency at 2207 N. 56th St., 
Omaha. 


ee | Ee i a ese eet ee a page ame eeaeer Pi: Salle ee i k=.) a pO RC! = SA mee ee. ee ew eR lh P Dehetre ae a 
} Ee fee ee ee ee Oe ne ee a eee 
ae SO ee eT ne ae ee ik: une 9 teeters. teen aD SSI See a Saks ve es a is Smee es" pees need eke Se Sy ia Ceri Seer aah 
k De ca se) & ee By etree ge om we. fee. alte: Sees. a age. Me ee cote te PARE ee oe ee re ra agit Re Sas ree We So ee ae RP ERS a 
— Advertising Age, August 19, 1957 
j 4 sa «8 ; ” ie : - 
2 Sy. Pee fy # | > oe: — 7. : a, 
| art, eee | | 
a PS a : ine + “<. ~ ek = ; 5 3 J 
5 —- ) ; 7 a t Bee - ae ii toe ‘ee & 
“ i fs ; , iF A ° , MAME a. % 4 2) 
- “ : . g i ; tell 
: - if Wi ; > By, ‘Chieti, #4 i. 
“ie : . bi th tes : z* e 4 
— | = ; Pred WEN | em |  / * 
; B , a + od ey th eeege 
a * “¥ 4 ... y | a ’ ; 
; o : a4 al a 4 uae & : i. * ? ; ee id 
ep 2 ” 1 ‘ 4 / f - E ; —_— — : } a ae 3 : ’ 
P ; ee . } ”™ . ; eas 4h ah 2 ° ii t ae a Ee : 
a —a a et 3 ca es TF Bh 8 | 
‘ua * a A yf Cat ee, > ae “f 204 ; : 
Poa bm ¥ a pele eee Phigie eis i Rr .. 
F : ’ & oe pia , re i: i add ot ab? i Peony 4 EF oe “ . 
a yt wees Eee ete ee , Race 4 ’ Pe eT y 
a re 2 ‘ F "4° A ala ‘ ( alee. i ae a, a H ' 7 % os 
ae ; 3 ag ‘ q bea a ee ; seme ~ a eS g: > 
jal 4 . 4 : ~~ \ We lo a —. is fa? 
oe . . 4 - Cs ta £ ees A F aie 3 i i ss : 
a e si ee ai ‘2 a’ rs pate ’ > - a 
; : ae we * * Bs i > 7 lag ie, 0 : 
y BA — Sa Md B : ae 2 = ‘ \ E 4 ¥ w 
a : TR ad Hodes ‘ 3 : 
j i Ps tS ae a e.< Meow aie Le es oe \ 4 J, . a . *) 
i : . E og ee eo, .— — 
ae * i: oe ‘ j Sir es A \ ‘ j ee te 3 . 
Wes ’ ee Ns : s Fe eS a ieee " ee : - "a / -s ee ‘ } < ’ 
j se i, oad ' a . ented. Os a ee - _ / a aa PA 
ae f ee _ | ’ \ wet? : s a re > as “4 aoe ; \ 
af So eee | : ——_—. Lo . d ae { \ 3 | a ey \ . ne 
* ne oe ee, ee Ys 
= ee, ale Z "yl ; =~ ~~ j 
= aes ae =a 
a e's “.. . eee . of —— — — ~ -— = 
a | — — — | 
“Sa, ? 3 = Si 
Fh a a } | > | 
"a ep <y » /I Ff , 
-" a Sy MS. /; aN ed 
7 eg das OA ee | 
aa SF Der os * yah? 
S. \ ‘ 3 . \2) 
ag ere Pe 
a” 
Bees 
aa 
is Pe 
oo. 
Po Be 
* ey 
eae 
eet 
. | 
. ee | 
“oe re 
me pene lg > EA po See any py TOULENE TOTO > A OE ore om —_— . 
: ee 
Ea pee 
i dug . 
4 ; 
See 
page oe a : 
ew ee 
Paetleeer 
cin 
Cae een 
ore 
owe Tage 
ae +e 
aaa 
ee 
ae 
5 a | B= 
Fe 
ee” 
co eeeman 
pee. 
ae \ 
a LwigoyHe 
es — 
nga aa ee 
oe : 
ie - 
ans ; 5 Z . Sa ace eS ae ite Ue : at = eee r ee 
} : nie oe Be dh yee, 5 ee nD ec eee a ee - Cs. eee By ae nS | ss ee cae 2) eee eS 
iene en ee ad ey a Lo Se sama = ; ae ee ie. pe a ee ee 8 Hal Sachs eee, aah a Me ee eR Fen oe 
Batis: ©: Ane ae Ta, ee eT Ate. AY) OR Mee eg Le oe eR . ee ie ep gh a mae MIS cag Og ed ea NN ill en mR Mee GEENA ni ee eh, aot el yet a a OR a ea eee ie 


Hl 
! 
! 


Advertising Age, August 19, 1957 


Summerfield Races Clock to Get His 
Bill to Senate Before Adjournment 


Postal Pay Hike Okay 
May Wipe Out Gains 
from Postal Rate Bill 


WasHINGTON, Aug. 16—Post- 
master General Arthur Summer- 


field was racing the clock again| 


today in an uphill effort to get his 
postal rate increase bill to the 
Senate floor before Congress 
winds up its affairs and dashes 
for home. 

While Senate leaders have ex- 
pressed doubt that the rate in- 
crease bill can reach a vote this 
session, the outlook improved 
slightly when Sen. Olin Johnston 
(D., S. C.) decided to have Mr. 
Summerfield appear before a spe- 
cial subcommittee this afternoon 
so that the case for immediate 
rate adjustments could be consid- 
ered by responsible committee 
members. 

In his appearance before the 
Senate post office committee this 
afternoon the Postmaster General 
fought for the bill as originally in- 
troduced, terming it as fair a bill 
as he could devise. 

Renewing his plea that the time 
for rate adjustments is long past 
due, he said that delay until next 
session would add $300,000,000 to 
the government’s costs this year. 

If Congres$’ remains in session 
as a result of a lengthy squabble 
in the House rules committee over 
the handling of a compromise 
civil rights bill, Mr. Summer- 
field might still be able to get the 
rate bill on the Senate calendar. 


® As approved by the House 
Tuesday, the rate bill was exactly 
as Mr. Summerfield proposed it, 


except for a troublesome amend- 
ment which specifies that no pub- 
lisher shall receive services which 
are in excess of $100,000 of the 
amount he pays in postage annu- 
ally. 

This gimmick, sponsored by 
|Rep. George Rhodes (D., Pa.), is 
supposed to prevent “big” pub- 
| lishers from getting “subsidies” 
from the Post Office Department. 

If it was intended as a blow at 


cated that most of next week will | 
be spent hearing opponents of the | 
bill. 

Deputy Postmaster General 
Maurice Stans testifed that the 
Rhodes amendment was a surprise 
to the department. While he said 
it would not be impossible to ad- 
minister it, he emphasized that it 
would be a difficult job and would 
probably get the department into 
lawsuits. 


= The uncertainties of the out- 
look were illustrated yesterday 
afternoon when Sen. Johnston 
took the floor in the Senate to say 


he intends to protect the rights of 


Second Class Postal Rate Changes 


prove to be the kindest thing a 
congressman could have done in 
their behalf. For the introduction 
of a controversial and complex 
amendment of this kind has al- 
ready prompted many publishing 
|organizations to apply for an op- 
\portunity to testify before the 
Senate post office committee be- 
fore a postal rate bill goes to the 
floor, and Sen. Johnston has indi- 


What New Postal 


Ist CLASS: 
Letters (per ounce) 
Cards 


3rd CLASS 

Piece: 

(a) Circulars, etc. 
Ist 2 ozs. 
FIED GR cdi is ids to ccecorers 

(b) Books, Catalogs 
BE EIIIIDS :xps ccnhieheingsedhieadscadhibaherrnesttte.s 
Additional 2 ozs. 
Additional ozs. 

Bulk: 

(A) Circulars, etc. 
Pound 
Piece minimum 

(B) Books and Catalogs 
Pound 


Odd size 


Controlled Circulation Periodicals: 


> Total for all 3rd class mail. 
§ Revenue gain offset by inclusion of 


FN Re ietcenincivasl 


gf fh RRS ee 


New Bill 
Present Additional 
Rate Rate Revenue 
(Millions) 
eine 3.0¢ 4.0¢ $314.7 
ahihie 2.0 3.0 32.6 
a 2.0 3.0 1.2 
ve 6.0 7.0 71 
— 40 5.0 0.2 
sdehate — — 33.0 
belhies - — 128.04 
=e 2.0 3.0 -— 
sto 1.0 1.5 — 
bib 2.0 3.0 —-- 
Lis 1.5 — —— 
paie — 1.0 —-- 
oF 14.0 16.0 ——- 
15 2.0—2.5f —_—- 
“ue 10.0 12.0 -— 
ue 15 20—2.5t — 
doles 3.0 5.0 —- 
.- $10.00 $20.00 —— 
wa 8.0 10.0 —-! 
ue 40 5.0 —- 
Seoine 10.0 12.0 _- 
odes 11.0 12.0 0.7 
ue 527.5 


+ See separate table on this page for details on 2nd class. 
t 2%6¢ effective Oct. 1, 1957; 2%¢ effective July 1, 1959. 


Rate Bill Provides 


A Ate 


| matter currently handled ot 


higher rates. 


New Bill 
Additional 
Now Rates by Revenue 
PUBLISHERS OUTSIDE COUNTY: Years (Millions) 
(Pound Rate) Ist 2nd 3rd 4th 
(a) Editoriol Portion 0.0... 195¢ 2.2¢ 2.5¢ 28€ 3.1¢ —_ 
(b) Advertising Portion ............ _ —- — — $31.0 
Ist and 2nd Zones .............006 1.95 2.2 2.5 2.8 3.1 
RE ne dk 24 3.0 3.4 3.8 42 
I cit iimnitiinn 39 45 5.1 5.7 6.2 
SN IND stein nstsienditeiearengrentid 5.2 6.0 6.8 75 8.3 
Ey WEEE Gnactettsactchesonestncsccameeione 65 75 8.4 94 04 
FO Flic ccscsissiinosinenee 7.2 90 0.1 %W3 12.5 
uae 9.1 105 18 13.2 146 
(c) Minimum per copy .................. “et “ue 1.0 
TRANSIENT: 
) ff are 2.0 2.0 1.0 
Additional 2 ounces ............... 1.0 1.5 
TMI. ccieatesrimmmndilaaendandaiions 33.0 
‘publishers, it may  ultimately|mail users who have asked to be 


heard. 

He pointed out that the bill now 
passed by the House “destroys the 
long-standing ratio” between first 
and third class rates since it 
would establish a 2%¢ to 4¢ ratio 
in place of the existing 144¢ to 3¢. 
Because of the Rhodes amend- 
ment, he said, it is impossible to 
say what the actual increase in 
second class rates would be, 
though in some instances “the in- 
crease might be as high as 2,- 
000%.” 

He said he has been informed 
by some sources that the Rhodés 
amendment is unworkable and 
cannot be administered. 

He insisted he has no intention 
of unduly delaying the bill, and 
promised that a postal rate bill 
will be proposed to the full com- 
mittee “as soon as the hearings 
are completed.” 


= In the course of debate “pub- 
lisher subsidies” and “junk mail” 
got the usual criticism in the 
House. An amendment by Rep. 
Frank E. Smith (D., Miss.) com- 
pletely eliminating third class rates 
was beaten 105-95, but another by 
Rep. O. C. Fisher (D., Tex.) rais- 
ing the bulk third class rate from 
14%2¢ to 24%¢ on Oct. 1 was adopted 
as a substitute for the depart- 
ment’s plan for a 2¢ bulk rate this 
year, advancing to 2%¢ in 1957. 

Rep. Tom Murray (D., Tenn.), 
the House post office committee 
chairman, said the department is 
badly in need of the new rates, to 
raise an additional $527,000,000 in 
revenue. Under his generalship, 
the House beat down amendments 
to retain the 3¢ rate on letters and 
the 2¢ rate on postcards. 


s He was fully supported by Rep. 
Rees (R., Kan.), ranking mi- 
nority member of the committee. 
Rep. Rees said third class rates 
could not be raised unless first 
class was raised, too. He said in- 
creases in second class rates be- 
yond the four 15% steps provid- 
ed in the bill might cause many 
publishers to go out of business. 

“It would require an increase 
of several hundred per cent to 
provide that users of second class 
pay their apportioned share under 
the cost ascertainment system,” 
he reminded the House. 


class rates to that extent, the 
rates on newspapers and maga- 
zines would be so great it would 
cause many publishers to go out 
of business.” 


s A strange company of House 
members rallied together late in 
the debate to put across the 
Rhodes “anti-subsidy” amendment 
by a 171-147 teller vote. 

Besides Rep. Rhodes, who said 
he was out to prevent big pub- 
lishers from getting excessive 
help from the Post Office, the 
amendment also was supported by 
many members who oppose any 
rate legislation. 

In support of the amendment, 
Rep. Rhodes presented the Post 
Office figures contending the 
“deficit” for handling big circula- 
tion magazines ranged to as much 
as $9,494,000 for Life. Reporting a 
general increase in publishing in- 
dustry profits since 1952 he ar- 
gued that, “A study of the second 
class mail subsidies reveals the 
strange fact that as a publisher 
becomes more successful, as his 
circulation and presumably his 
profits increase, his mailing oper- 
ations cost to the Post Office also 
increases and the second class def- 
icit grows larger.” 


s While no effort was made to in- 
dicate how the amendment would 
be enforced, the amendment spe- 
cifies that once the $100,000 mark 
is exceeded, the department is to 
fix charges for that publication 
for the remainder of the year on a 
basis which will, as nearly as pos- 


Cuicaco, Aug. 15—There was 
some indication today that the pro- 
posed postal zoning requirement 
affecting second and third class 
mail users would, if approved, go 
into effect at a later date than the 
Oct. 1 suggested in the original 
proposal. 

In the course of a talk before 
the second annual circulation semi- 
nar for business publications being 
held here, Edwin A. Riley, direc- 
tor of the Post Office Department’s 
postal services division, intimated 
that pressures of time might make 
such a postponement necessary. 

He noted that the post office 
needed considerable time to con- 
sider user reaction to the proposed 
plan and that users would need 
time to adjust to it if it is ap- 
proved. He declined, however, to 
make any statement about the pro- 
posed regulation or what the Post 
Office Department is doing about 
it. 

The regulation would require 
second and third class mailers to 
bundle city mail into postal zones 
for the approximately 100 major 
cities having such zones. At pres- 
ent they are required to divide it 
only by cities. 


= The burden of Mr. Riley’s talk 
was clarification and explanation 
of new postal regulations put into 
effect in the last few years. He 
also had specific advice for users 
about faulty mailing practices 
that he said are responsible for 
much of the delay in handling 
second and third class mail. He 
emphasized the following: 


e Subscription key numbers used 
on mailing addresses should be 
shortened to reduce confusion for 
post office clerks. 


e Publication mastheads should 
be made more legible for the read- 
er and they should specifically 
indicate an address that should be 
used for notifying the publication 
of address changes. He also noted 
that postal clerks would like to 
see mast heads located in a con- 
sistent place in the book as a 


“If we were to increase second 


search-saving convenience. 


169 


sible, equalize costs. 

Rep. Rhodes chided publishers 
for criticizing farm subsidy pro- 
grams while fighting to retain low 
second class postage rates. He 
said the $100,000 limitation would 
assure help to small publications 
while requiring the handful of 
giants “to carry their full load.” 


s While the legislative history of 
the postal rate bill this year 
closely follows the pattern of the 
bill which died in the Senate com- 
mittee pigeonhole last summer, 
there are important differences. 
Even if Congress adjourns with- 
out acting on the bill approved by 
the House, the bill does not have 
to start over again next year since 
the same Congress will be return- 
ing for its second session. 


® One of the important unknowns 
in the current legislative situation 
is the sincerity of members who 
say they are for a postal pay hike. 

Since Mr. Summerfield and his 
associates have made it clear that 
the administration would not tol- 
erate a situation where annual 
postal deficits would be pushed 
beyond the $1 billion mark, they 
are on notice a pay-only bill faces 
certain veto. 

On the other hand, Mr. Sum- 
merfield has hesitated to indicate 
that the administration would be 
satisfied with a bill which finally 
puts over the 4¢ letter rate but 
passes out virtually all of the 
hard-won gain in the form of pay 
increases, leaving the department 
only slightly better off than be- 
fore it entered the fight. # 


Effective Date of Proposed Zone Regulation 
May Be Postponed, Seminar Audience Told 


e States should be indicated more 
clearly on addresses, particularly 
when initials and abbreviations are 
used. He cited as examples the pos- 
sible confusion between R.I. for 
Rhode Island and P.I. for Philip- 
pine Islands and between Col. for 
Colorado and Cal. for California. 


® About 300 business paper cir- 
culation managers and others from 
the U.S. and Canada attended this 
year’s seminar. Sessions were de- 
voted to specialized areas such as 
fulfillment procedures (for both 
paid and controlled circulation 
publications), promotional letter- 
writing techniques, direct mail 
testing, personalized direct mail 
and effective use of premiums. 

Something of a novelty was a 
“for women only” session on “the 
women’s angle in circulation.” It 
drew most of the women attending 
the seminar—whose consensus was 
there isn’t any particular “wom- 
en’s angle” in circulation. The ses- 
sion did, however, have the merit 
of uninhibiting many gals other- 
wise loath to ask questions when 
men, often their supervisors, were 
present. Some attendants called it 
one of the best sessions of the 
seminar because of the lively au- 
dience participation. 


= Sponsors of the two-day semi- 
nar were Advertising Publications 
Inc., Chicago Business Publications 
Assn., Chicago Circulation Round 
Table and the Mail Advertising 
Club of Chicago. 

Cooperating sponsors were As- 
sociated Business Publications, 
Audit Bureau of Circulations, 
Business Publications Audit of 
Circulation, Circulation Manage- 
ment, Direct Mail Advertising 
Assn., National Business Publica~ 
tions and Subscription Fulfillment 
Managers Assn. # 


Greene Elected VP 

Bert Greene, vp of Modern 
Merchandising Bureau, New York, 
has been elected vp in charge of 


the agency’s new creative depart- 
ment. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 


date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1957 


39,430 


HELP WANTED 


leading 4-A Southeastern 
agency with 7-figure billing opens a high 
potential career to the right man. This 
man is a “pro” with complete grasp of 
all the production processes; his knowl- 
edge of type will only be exceeded by 
his good taste in its use. He knows a 
well-organized, systematic production de- 
partment can contribute as much as all 
our other highly capable departments to 
the success of this agency. He can take 
over now as a one-man department with 
capable traffic gal and build the depart- 
ment from there. $6,000 to $7,200—-plus 
profit-sharing and other benefits. Write: 
Henderson Advertising Agency, Insurance 
Bidg., Greenville, South Carolina. 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA, 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
b. Rel. See me now!!! 
202 S. State St., Suite 1302-4 


HELP WANTED 


An important production managership in| ADVERTISING AND PROMOTIONAL 
advertising | 
| ABILITY WANTED BY LARGE NA- 
| TIONAL 


SALES MANAGER WITH PROVEN 
FOOD MANUFACTURING 
COMPANY. REQUIRE THE BEST. SAL- 
hs COMMENSURATE. CONFIDEN- 
BOX 9800, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohie 8t., Chgo. Su 717-2255 
Live the good life as ad man for crack 
small town newspaper. Work hard, make 
good money. Five minutes to golf, swim- 
ming and fishing. Several good Midwest 
papers to choose from. Write Bob Mur- 
phy, Rural Gravure, 201 North Wells 
Street, Chicago 6, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
200 Se. State St., Ha 77-1991 Chicago 

SECRETARY 
, experienced secretary who's 


hl 


ADVERTISING ASSISTANT 
Excellent opportunity for young man 28- 
35, good educational background and in- 
dustrial advertising experience. Must be 
well grounded in advertising procedures, 
able to write. Should have advertising 
manager potential. Give complete resume 
and salary desired. 

x 9792, ADVERTISING AGE 
Illinois St., Chicago 11, Illinois 

MOLENE 

Public Relations 
Copywriters we Advtg Managers 
Artists Media ..Production ..... Service 
“all is grist which comes to our mill” 
Andover 3% 4424-105 W. Adams St., Chgo. 3 

Creative TV Writer-Producer 
Leading 4-A Agency in Southeast with 7- 
figure billing seeks man of executive 
timber, capable of building TV depart- 
ment in future as well as write and pro- 
duce interesting, high sales-producing, 
TV commercials now. This man may as- 
sist creative director, too, in print media. 
$6000-$7200—plus profit-sharing and other 
benefits. Tell us about yourself in com- 
plete confidence; our staff knows of this 
ad. 


Bo 
200 E. 


Editors 


Box 9797 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


A cap 
interested in working with people, our 
top executive needs your help with his 
civic duties. Small office, pleasant at- 
mosphere, ideal Michigan Avenue loca- 
tion. Full resume requested. 

Box 9811 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
FEATURE WRITER 

If you are a promotionally-inclined writ- 
er, you'll certainly be interested in this 
position with the leader in the growing 
2-way radio industry. Here you'll find 
room to grow, for there’s opportunity to 
match your potential. You'll be respon- 
sible for news releases, feature stories, 
installation articles, and public relations 
—sales promotion activities. Send salary 
requirements and complete resume. 

Box 9813 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


PREFER NEWSPAPER WORK? 
Young, aggressive local retail display 
salesman (male or female), at least ee 
years’ diversified experience, wanted by 
expanding N. J. daily in N. Y. metropol- 
itan area. Salary and bonus. Liberal 
fringe benefits. Reply to: 

Box 9814, ADVERTISING AGE 
480 Lexington Ave., New York J7, N. Y. 
stating experience and salary require- 
ment. Mention references. 


Bright 


stand-out performance. 


Chicago 11, Illinois. 


Think you might be the man for whom this bright 
opportunity is looking? Write and tell us about your- 
self. Box 720, ADVERTISING AGE, 200 E. Illinois St., 


Opportunity 


looking for the right man 


BRIGHT OPPORTUNITY INDEED... 
as assistant to the Marketing Director 
of one of America's most progressive metalworking 
firms—annual volume well over $200-million— 
with products in the consumer, industrial and 
agricultural fields. 


® This is not the slot for a man “enroute” to maturity. 
It’s an important job for an important man—ready to 
take over the business of coordinating the company’s 
advertising and public relations functions . . . able to 
work in happy collaboration with the Marketing Direc- 
tor and fully integrated staffs. 


He’ll have the tools and the authority he needs to 
function efficiently. No need for the “big stick,” how- 
ever. Our advertising and P.R. people are talented and 
cooperative pros, work smoothly team-style. 


Reporting to the Marketing Director, he’ll work -with 
enlightened communications-conscious management .. . 
a close-knit, energetic group that admires and rewards 


He’ll enjoy the opportunities for pleasant family liv- 
ing in our midwestern headquarters city. And he'll be 
eligible for executive benefits including medical, insur- 
ance, pension, profit-sharing. 


HELP WANTED 
ADVERTISING REPRESENTATION 
needed for established magazine pub- 
lished by leading international women’s 
service organization. Contact Mrs. Honor 
Gregory House, 2157 Euclid Ave., Cleve- 
land 15, Ohic, MAin 1-7822. 


ADV. PRODUCTION ASST. 


Will Barter—offering excellent salary. An 
unusual opportunity for growth in ex- 
change for a man capable of assisting in 
the production and purchase of promo- 
tional sales materials. 
Will Consider Trade—only if applicant 
has a firm basic knowledge of the vari- 
ous printing processes indicating at least 
one year of concentrated printing pro- 
duction experience plus a practical un- 
derstanding of commercial art and layout, 
Will Swap—personal interview to 
qualified for resume. 

Box 9812 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


SALES REPRESENTATIVES wanted for 
New York and Cleveland, exclusive ter- 
ritories, by industrial and metal fields 
publisher. Commission. State experience. 
Box 9815 ADVERTISING AGE 
200 E. Mllinois St., Chicago 11, Illinois 


ADVERTISING MANAGER 

FOR CHAIN OF JEWELRY STORES 
Jewelry experience not essentia 
Good opportunity with bright 
the right party. 
Successful applicant must have all of the 
necessary qualifications to take complete 
charge of an advertising department. 
Please furnish a detailed outline of your 
qualifications, experience, and state your 
present salary in your first letter. 
Your letter will be treated in absolute 
confidence, and we will communicate 
with you directly. 

Box 9816 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ADVERTISING AGENCY 
Asst. in Media and Production. Small 
agency near north side. State age, expe- 
rience, salary. Address: 
Box 9817 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


1. 
future for 


POSITIONS WANTED 


“MOONLIGHTING” ART DIRECTOR 
wants free lance work. Layouts, produc- 
tion, spots. Can take over the big job on 
catalogs, flyers, etc. My printing and en- 
am 1 y can save you money. 
x 9818 ADVERTISING AG 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING SPACE SALESMAN 
Top space salesman with 5 yrs manage- 
ment experience. Engineering back- 
ground plus B.S. in Bus. Adm. Can prove 
exceptional qualifications. Current earn- 
ings $14,000. Age 36. Prefer Chicago area 
or West. 
Box 9819 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING EXECUTIVE 
Seasoned, capable ad man with both Na- 
tional Advertiser and 4-A agency experi- 
ence. Able to assume full responsibility 
for ad department. Can plan, create and 
produce. Not afraid of difficult problems 
or hard work. $8,400 min. 
Box 9820 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 


REPRESENTATIVES AVAILABLE 


Publishers Representative 
Thoroughly experienced advertising sales 
and publishing. Opening own New York 
office. Want personally represent few 
successful publications. 

x 9808 ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


SPACE SALESMAN AVAILABLE 
Over 10 years experience in leading pub- 
lication. Seeks future managerial 
bilities in trade, or consumer publication. 
Have trained new salesmen, am n- 
dling $180,000 billing now. College, age 37, 
family & will travel some. 

Box 9821 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLISHERS REPRESENTATIVE 
Seeks additional Trade, Business maga- 
zine for New York, Northeast coverage. 

Box 9824 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 


COPYWRITER 


I'm looking for a writer with 2 or 3 years 
experience writing for a smaller agency 
or in the bullpen of one of the big agen- 
cies. More emphasis on print than on 
radio, TV. Complete emphasis on creative 
ability. You'll be in fairly fast company; 
top-notch account men, outstanding art 
dept., demanding Creative Director. 

I don’t want to teach anyone to write but 
I'm willing to polish. Salary above aver- 
age, with room for increases. Write me 
personally, including resume, samples, 
etc., John Turean, Copy Director, Wesiey 
Aves & Associates, 430 Federal Square 
Bidg., Grand Rapids, Michigan. 


WANTED 
Intelligence - Ability - - - Experience 
for established. < at 
Chicago Advertising ayncies 

A t Executives (2) $34,000 
industrial 

Art Directors (2) $15,000 
industrial accounts 

Asst. Acct. Exec. $10,000 
farm equipment 

Asst. Production $7,000 


industrial accounts 
Copywriters (3) $15,000 
consumer, industrial 
All uiries handled confidentially. By 
Appointment Only. 
William Wright 
Cornell Personnel 


14 East Jackson WaAbash 2-7580 
Chicago 4, Illinois Suite 1206 


and 
14 months on bedding, s 


“CHIGNON”’ COPY WITH SELL 


Known for that spritely, feminine touch. “Bell Ringer” of a retail background 
—5 yrs. one leading dept. store writing fashions, shoes, lingerie, cosmetics 
oundations for —e Also national print and DM. 4A agency this past 


oppi area pro 
ances. Incidental Intelligence: BA. good cook. (W 
Also have fine contacts for grass-roots retail “research.” Chicago only unless 
you're the one-in-a-million who might want a husband-wife contact-copy 
package. Box 724, Advertising Age, 200 E. Illinois St., Chicago 11, Illinois 


motion, laundry and kitchen appli- 


ould love food accounts.) 


Our 46th Year 


AE to work on famous 
food product to $15,000 
SENIOR ASSOCIATE, market 


research. Advance planning to $10,000 
PUBLIC RELATIONS, pro- 

motional. Florida! to $9M 
RESEARCH. Agency. Florida. to $9M 
ASST. TO ADV. MGR. $5400 


GLADER CORPORATION 


Don Harris, Dir., Adv. D 


‘iv. 
110 S. Dearborn CE-6-5353 Chicago 


GRAPHIC ARTS PRODUCTION 
& CREATIVE PURCHASING EXEC. 

Now in top spot major corporation 
Wishes to put broad creative & mechan- 
ical knowhow to full use . to direct 
production and the scientific procurement 
of collateral advertising and sales promo- 
tion material. Agency, publisher and in- 
dustry experience. Widespread contacts, 
established reputation. Salary in five 
figures, will relocate ideal family area 
only. Availability 3-6 months dependent 
upon negotiations. Interview anywhere. 

Box 713 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


for the man who qualifies. 


SALES PROMOTION OPPORTUNITY 


One of the big 3 automotive manufacturers has an opportunity 
open in its Detroit staff offices for an experienced writer with 
background in direct selling, dealer contact, or sales training. 

Excellent growth opportunity in an expanding organization 


All replies held in strict confidence. Write giving complete 
details of experience, education, and salary requirements to: 
Box No. 722, ApvertTisiInc AGE 
200 E. Illinois St., Chicago 11, Illinois 
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BUSINESS OPPORTUNITIES 
EST RURAL SUBURBIA IN SANDER 
10 GENESEE VALLEY PUBLICATIONS 
Geneseo, N.¥.-Special comb. rate covers 
87,000 prosperous people in 4 counties. 


INTERESTED IN MERGING? 
If you are a one, two, or three-man 
agency and would like to join hands with 
a sincere group in a_ well-established, 
well-financed 4A agency, please send a 
brief outline of your thinking. We believe 
in teamwork; have excellent facilities to 


200 E. Illinois St., Chicago 11, Illinois 
OPPORTUNITY FOR ADVERTISING OR 


PART OF EXPANDING STUDIO. 
Box 9823 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


For rent in beautiful Long Grove area in 
Kildeer countryside School District, re- . 
modeled farm house. Oi] heat, 3 car 
garage, 5 ooms, large kitchen, sepa- 
rate dining room, living room, ample 
storage room. Available October 15. One 
or two year lease at $250 per month. 
Shown by appointment only. Telephone 
owner, Windsor 5-0722, Deerfield, Illinois. 


EXECUTIVE HOME FOR RENT 
Miracle of miracles — fine English 
brick two-story home on Chicago's 
North Shore for rent! Large L.R., D.R., 
screened porch, modern electric kit- 
chen. 3 B.R., 1% baths plus maid’s 
room. Attractive yard. 2 or 3 yr. lease. 
Call owner, Hillcrest 6-0561. 


EXECUTIVE CHALLENGES! 


VICE PRES.—ADMINSTRATION. . 

$25,000-+- 
Strong B/G in systems, procedures, 
business controls and personnel re- 
lations. 


VICE PRES.—DEVELOPMENT $25,000-+- 
|B Solid B/G in new business develop- 
| ment and coordination. 

BRANCH OFFICE MGR...... .$30,000-4- 
Heavy B/G in supervision of client 
contact, planning, creation and stoff- 
administration. 

These top-level assignments are with 
a nationally known Eastern 4-A Ag- 
ency, whose clients are predominantly 
industrial in character. 

Contact me in confidence 


GEORGE E. PYLKAS 
Executive Advertising Consultont 
CADILLAC ASSOCIATES, INC 
220 S. State St. « Chicago « WA 2-4800 


| ADVERTISING 
SALESMAN 


Leading National Industrial 
Magazine, with Chicago head- 
quarters, seeks intelligent, 


imaginative advertising sales- 
man capable of becoming 
sales manager. 
Midwest. Salary and bonus. 
Send full details to: Box 690 
ADVERTISING AGE 200 E. 
Illinois St., Chicago 11, Illinois 


Territory: 


INDUSTRIAL MERCHANT MAN 
Fully experienced as ad manager f 
one of the t 500—in salen csles 
romotion and public relations to avia- 
lon, petro-chemical international com- 
tw ee Ae ain* government. 
w ‘amily. 0 anywhe 
for a future. - 
Box 721 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


TOP-NOTCH ART DIRECTOR 
WISHES TO RELOCATE IN MIAMI 
AREA. 13 YRS. WITH 4A AGENCIES. 
CAN DO CRISP LAYOUTS AND QUALITY 
FINISHED ART. 

Box 725 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AGENCY PARTNER 
WANTED, CALIFORNIA 


Solid opportunity. Start with $500,- 
000 billing. Immediate growth po- 
tential. eed ambitious associate 
with real record of accomplishment. 
000 cash. Confidence respected. 
Box 723, Advertising Age, 200 E. 
Illinois St., Chicago 11, Ill. 


ADVERTISING MANAGER 


Our client is a well-established leader in the automotive replacement 
parts industry. They have developed a dynamic new merc isi 
program involving extensive national advertising and the direction of 
numerous retail outlets on an exclusive franchise basis. 

They require an imaginative and creative advertising manager with 
experience in copy, media and production, and with ability to head a 
coordinated program on a national and local level. Chicago location. 

Successful candidate should have potential for large scale growth as 
reflected by the leadership position of the program. Apply in confidence to 


T. W. FRANKS & ASSOCIATES 
Management Consultants 
105 W. Adams St., Chicago 3, Ili. 


handising 


HELP 
HELP 


Due to our expansion program we 
need an experienced 


SERVICE MAN 
SHIPPING CLERK 
ACCOUNT EXECUTIVES 


Ideal working conditions. Contact me 
personally for appointment. 


A. B. RAND, PRESIDENT 
BARNES-CROSBY Co. 


Photo-Engraving—Offset-Art Service 
320 N. Dearborn St. Phone MOhawk 4-5776 
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Ads Increase... 


Price Hikes 
Fail to Stem 
Liquor Flow 


New York, Aug. 14—What has 
been the effect of higher liquor 
prices, which went into effect Jan. 
1, on liquor advertising and liquor 
consumption? 

Both liquor advertising and liq- 
uor consumption have increased 
Latest available figures for the first 


PUBLICATION EDITING 
House Organs, Etc. 


33 E. Congress Pkwy. 
Chicago 5, Ilinois 


CUMMINGS 


TOP-NOTCH LAYOUT MAN 
Important position with largest 
electronic equipment § distributor. 
Top salary for man with ideas and 
experience in hard goods, catalog 
layout and brochures. Profit shar- 
ing and other benefits. 

Send complete resume or phone 

Bill Howe, Personnel Mgr. 

Allied Radio Corporation 

100 N. Western Ave., Chicago 


HAymarket 1-6800 


Syndicated panels by America’s favorite 
cartoonists. For Advertising, House Organs, 
Trade Publications. Samples-prices on request. 


CARTOONS-OF-THE-MONTH, ROSLYN 2, N.Y. 


CHANCE 7 


Just by chance, the RIGHT man may see 
this notice .. . and Just by Chance, this 
notice may be the instrument to bring 
me face to face with a fellow I'm very 
anxious to meet. And when | meet him, 
he'll be invited to become one of my as- 
sociates. 

He’s a fellow who really believes he 
knows the Ad Agency business—every 
phase of it. He’s in this business because 
he loves it, and because he can make 
good money at this work he loves... 
and also, because he's GOOD. 

This fellow doesn't want just a job. He's 
. had that. He wants to be a part of one of 
the most promising ad-firms to be or- 
ganized in the Chicago market in years. 
| hope he'll write to me. Just by chance 
it may be the best letter he ever wrote. 


RON TERRY 


RON TERRY PRODUCTIONS 
203 N. Wabash Avenue 
Chicago 1, Illinois 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

appointment only 


~ MADISON - SUITE 1417 
CHICAGO 2, ILL. 


CEntral 6-5670 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 
187 N. LaSALLE, CHICAGO 1LLINOIS 


PUBLICITY 
CONVENTION 


COMMERCIAL 
INDUSTRIAL 


ADMINISTRATIVE 
EXECUTIVE AVAILABLE 


10 Years experience in 4A 
Agency—supervision of Per- 
sonnel, Purchasing, Office Sys- 
tem Procedures, Billing, Media. 
Seeking more responsible posi- 
tion with greater opportunity. 
Capable of heading up your 
staff or relieving busy executive 
of administrative detail. 


Box 726, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


five months of 1957 show that 
liquor advertising is up 10% over 
the like period of ’56, and liquor 


up 1.3% this year over last. 
Publishers Information Bureau 
figures show that for the first five 


22 liquor companies in magazines 
was $10,519,956, or 9.7% ahead of 
the $9,586,763 spent in the same 
|period of °56. 

Advertising in newspapers by 
liquor companies, according to Me- 
dia Records, showed an increase 
of 12.3% for the first five months 
of ’57, the total being $14,654,502 
this year compared with $13,048,- 
967 in the comparable period of 
56. 


s Three of the big four among the 
liquor advertisers have increased 
their use of newspapers and maga- 
zines. The exception is Seagram, 
the first to raise prices. It cut back 
its magazine advertising about 10% 
but increased newspaper expendi- 
tures about 6%. 

The reason is simple, according 
to people in the business: Between 
the time Seagram announced its 
price hikes last September and the 
dates they went into effect in Nov- 
ember and January, distributors 
had plenty of time to load up at 
the old price. However, it is gener- 
ally expected that Seagram will 
increase its advertising substanti- 
ally during the last half of the year, 
and it probably will continue to 
out-spend its competitors. 

Hiram Walker has been the big- 
gest liquor advertiser so far this 
year. In magazines its expenditures 
are up 30% and in newspapers 
nearly 37%. Schenley is next with 
an increasé of 25% in magazines 
ynd about 24% in\ newspapers. 
National Distillers has raised its 
magazine advertising nearly 8% 
and its newspaper use nearly 15%. 

A significant thing about the 
liquor price increases is that they 
have been eccentric in pattern and 
extremely competitive. Moreover, 
the price increases made since the 
end of last year were the first 
across the board raises since Re- 
veal, except for adjustments made 
to compensate for tax hikes. 

The impact of increased costs on 
whisky production during the past 
few years has made it imperative 
for distillers to do something about 
their selling prices. When Seagram 
announced last September that it 
would have to raise prices, it point- 
ed out that since Repeal the cost of 
grain had increased 298%, the cost 
of barrels 231%, and labor costs 
415%, in addition to higher costs 
for advertising, shipping, ware- 
housing, selling and administra- 
tion. 


s Contrary to general expecta- 
tions, other distillers were slow to 
follow Segram’s lead in lifting 
prices. Schenley followed about the 
first of the year with hieher prices 
on Schenley Reserve, Three Fea- 
thers, Golden Wedding and most 
of the Dant brands, but held off on 
most of its straights. 


brands; Hiram Walker raised its 
Imperial and Corby’s in open states 
but not in monopoly states. It did 
not raise its gin, and held off on 
most of its straights. National Dis- 
tillers increased its straight bour- 
bons but not its brand straights. It 
raised its Gilbey’s gin and vodka in 
some states and not in others, held 
off on its premium brands except 
for Old Overholt. Brown-Forman 
raised its Early Times to meet 
National’s Old Crow. 

Fleischmann didn’t move. It 
rolled back some of its f.o.b. 
prices to allow wholesalers and re- 
tailers a better markup. Stitzel- 
Weller raised its price on Old Fitz- 
gerald but not on Cabin Still. 

The effect of all this is that 
wholesalers’ mark-ups have gone 
up about 13%, and retailers’ about 
32%, on selected brands. But over- 
all it is considerably less. 

With summer weather some dis- 


consumption for the same period is 


months of ’57 liquor advertising by | 


Schenley Plans 
$5,000,000 Push 
for Holiday Lines 


(Continued from Page 3) 

into a brief case, properly packed. 

Retailers will not have to pay 
more for pre-wrapped holiday 
packages, a Schenley spokesman 
said. It will relieve retailers also 
of having to do wrapping them- 
selves during the holiday rush per- 
iod. 


® Details of the company’s holiday 
advertising campaign will not be 
available for at least another 
month, it was said, as some sched- 
ules are still being made up. 
Schenley’s agencies include Bat- 
ten, Barton, Durstine & Osborn for 
Schenley name brands; Doyle Dane 


Bernbach for Ancient Age, James 
E. Pepper and Old Stagg; McCann- 
Erickson for Old Charter, Echo 
Spring, Golden Wedding and Cas- 
| cade; L. H. Hartman Inc. for 
Cream of Kentucky; Peck Adver- 
|tising for Melrose name brands; 
| Kleppner Co. for I. W. Harper, and 
| Norman, Craig & Kummel for 
|Samovar vodka. + 


| 
| 


tillers offered summer specials, 
| which virtually wiped out the price 
hike. Other companies adjusted 
prices for competitive reasons. 
There has been no uniform pattern. 
Fundamentally, the price changes 
have demonstrated the essentially 
competitive nature of the liquor 
| business. 

| In general, distillers’ 
average about 3.3%. Retailers’ 
markup is about 4%, taking into 
consideration all of the erratic ups 
and downs that have been made in 
price changes, but it is doubtful if 
the average retailer nets more than 
|2 to 3% on sales. + 


margins 


Publicker raised most of its! 


Equitable Life Introduces 
Family Style Policies in Drive 

Equitable Life Assurance Soci- 
| ety of the U.S., New York, will 
launch a heavy introductory cam- 
paign for its two new “family 
style” insurance policies. Plans 
call for 100 six and eight-second 
radio spots a week for six weeks, 
starting Aug. 30 on NBC and Mu- 
tual and some independents—ap- 
proximately 600 stations in all. 

In September, 993 newspapers 
in 745 cities will carry 1,000 and 
750-line ads, and most of the com- 
pany’s regular magazine schedule 
will promote the policies. Kenyon 


|& Eckhardt is the agency. 


| Walthers Joins Nelson-Baker 
Edward F. Walthers, formerly 
|with Beaumont & Hohman, San 
Francisco, has been named an ac- 
count executive with Nelson- 
Baker, San Francisco. 


FIRST TO SHOW—Schenley Industries introduced its 
new holiday decanters and wraps last week at its 
annual merchandising mart in New York. Among 
the new bottles are the Imported O.F.C. Canadian 
Schenley Empress decanter with a filigree gold 
band and a glass flange for easy pouring (left), 


| 
| 
| 


Old Charter Executive decanter with a hand-cut 
octagonal design highlighted by dimpled concave 
facets and a tapered neck, and the Cascade Colonial 
decanter designed as an oval-shaped table flagon. 
The sides have scalloped edges rising to a gold- 
embossed neck band with a teardrop stopper. 


‘No Solicitations, You've Proved Yourself,’ 
Client Says, Giving Sackheim the Account 


(Continued from Page 2) 


, “Our advertising manager is a 


tising will continue to handle the | former vp of an advertising agen- 


company’s export advertising. 


® Following is the text of Mr. 
Hahn’s letter to Mr. Sackheim: 
“Dear Ben.. 

“What have your accounts been 
doing for you lately? 

“Have they been making changes 
in their products after the photog- 
raphy has been retouched? Do they 
insist that their prices ‘pop’ from 
reverses and then make changes 
when they see the ‘proofs’? 

“Is the sales manager handling 
the advertising and charging sales 
expenses to the ad budget? Does 
the ad manager have a brother-in- 
law who is in the printing busi- 
ness, a cousin who is an engraver, 
a son who is a typographer or a 
friend who sells a publication that 
has a lot of readers but no pros- 
pects? 


| cy. He understands your problems, 
needs and desires. He understands 
our problems, needs and desires. 
He will work with you for us. 

“Can any of your accounts match 
that? 

“What’s more—you need no so- 
licitation, you have proved your 
abilities. You can add fresh, new 
billing to your agency—morale to 
your staff. 

“Ours is a history of growth and 
expansion. We are planning for the 
future and would like to include 
you in our plans. : 

“I would like to appoint your 
company as our advertising agency 
effective Aug. 1, 1957. 

“Please advise.” + 


‘Farm Journal’ Adds Office 


Farm Journal has opened a 


“Perhaps now is the time you| southeastern sales and editorial of- 


might be interested in a company 
like ours. 


fice at 1036 Peachtree St. N. E., At- 
|lanta. The advertising sales opera- 


“We are 20 years old and possess | tion will be handled by Thomas E. 
the most respected name in our| Smith, formerly of Farm Journal’s 
industry. We produce a quality | field marketing division. The edi- 
product and back it up with quali-| torial bureau is headed by John R. 
ty service. We are honest and Bickers, associate editor, who for- 


sincere—with our employes, cus-|merly was 


tomers and sources of supply. 


southern editor of 
| Doane Agricultural Digest. 


WINSTON-SALEM 
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Morgan Merges Into West Coast 


Unit of Fletcher D. 


(Continued from Page 1) 
Peterson will be vps of Harrington, 
Richards & Morgan. 


«= In announcing the new division, 
Eugene I. Harrington, president of 
Fletcher D. Richards, said: 

“This is one of a series of moves 
designed to strengthen both the 
creative and marketing facilities 
available to our clients. The cur- 
rent move will position us for fur- 
ther expansion in the West and at 
the same time provide a strong 
Hollywood television facility as a 
counterpart to our present New 
York operation.” 

The “series of moves” began with 


. the transfer of Mr. Harrington from 


the West Coast to New York in 
January, 1955. At that time the 
agency was billing around $16,- 
500,000. 

In April, 1955, Mr. Harrington 
was elected president, succeeding 
Fletcher D. Richards, who contin- 


Morgan Won Suit in 1952 
for Piracy of His Idea 

Los ANncELEs, Aug. 15—Raymond 
R. Morgan, key figure in the Har- 
rington-Richards merger, will be 
remembered by many as the ad- 
man who collected more than 
$100,000 in 1953 from General 
Foods and Benton & Bowles in a 
suit involving piracy of his “door- 
bell ringing plan.” 

Mr. Morgan filed suit against 
GF and its agency in 1952, charg- 
ing that they had stolen the inte- 
grated sales plan he had developed 
for one of his clients, Folger coffee. 

This plan is based on a 15-min- 
ute radio program. Listeners are 
told to listen to their doorbell 
during specified hours of the day 
when a Folger “question man” will 
be in the area. They are also 
asked to have on hand a pound of 
Folger’s coffee. 

A correct answer then entitles 
the housewife to a variety of 
prizes. 


s Benton & Bowles used the plan 
for Maxwell House coffee. The 
agency and its client claimed that 
the plan is only a lottery and not 
actionable legally. They also 
claimed that the plan had been 
used over and over again and was 
thus public property. 

A Los Angeles jury brought in 
a $750,000 verdict for Mr. Morgan. 
This was later reduced to $375,000 
when a claim for punitive damages 
was withdrawn. The defendants 
were denied a new trial and early 
in 1953 they settled out of court 
with Mr. Morgan for a sum re- 
ported to be “in six figures.” * 


ued as board chairman. At the 
same time, Bradley A. Walker, 
supervisor of the Eastern Air Lines 
account, was elevated to vice- 
chairman of the board. In May of 
this year Sherwood Dodge, former 
Foote, Cone & Belding executive, 
joined the agency as exec vp. 

The agency also has established 
an export division under Dewey 
Hill, vp, and earlier this year open- 
ed a completely staffed office in 
Montreal. 


s A statement explaining the fac- 
tors behind the Morgan merger 
was issued today to ADVERTISING 
AcE. This statement said, in part: 

“All of the advertising, and in 
particular, merchandising talent 
of the nation is not centered in 
Madison Ave. A great many local- 
ized agencies have done outstand- 
ing work for clients, particularly 
in the earlier years of their growth. 
These agencies don’t lose their 
abilities as their clients grow, nor 
their basic value to their clients. 


Richards Agency 


They simply can’t keep pace as 
clients grow in nationwide and in- 
ternational distribution and re- 
quire nationwide and sometimes 
worldwide service. Thus an 
agency-client relationship that was 
basically right very often is drep- 
ped reluctantly to secure the 
broader service an expanding ad- 
vertiser requires. Sometimes it has 
proven to be an unsatisfactory sub- 
stitute, but the only substitute 
available. 


s “About this time an emotional 
and maybe an irrational factor en- 
ters the picture. A local agency that 
has grown and perhaps becomes 
prosperous through its own hard 
efforts and abilities doesn’t wish to 
lose its identity or the reputation it 
has built for itself. And very often 
these agencies, rather than per- 
mitting themselves to be absorbed 
by a large nationwide organization, 
will choose to go out of business, 
and a great fund of native ability 
and hard-won experience is lost 
when this happens. 

“We believe that clients have 
every right to both services—the 
on-the-spot service of a good and 
experienced agency organization 
and national and _ international 
service to meet growth require- 
ments. We believe too that the per- 
sonalities who have built a busi- 
ness and nurtured the success of a 
client should not lose their identi- 
ties. 

“Since, however, we do not be- 
lieve that a loose association of 
agencies can result in anything ex- 
cept a loose and confused concep- 
tion of service, the expansion plan 
we have adopted is one in which 
financial ownership is concentrat- 
ed in a parent company, the man- 
agement of the local agency pur- 
chased is merged and becomes an 
active part of over-all manage- 
ment. The agency absorbed be- 
comes a division of the parent 
agency, but in a manner in which 
the local agency loses none of its 
identity or the position it has 
built in its own community or 
area.” # 


Schenley Splits Dubonnet 
Schenley Import Corp., subsid- 
iary of Schenley Industries Inc., 
will move its advertising account 
for Dubonnet red and blonde aperi- 
tif wines from L. H. Hartman Co. 
to Batten, Barton, Durstine & Os- 
born for radio and tv advertising, 
and for other media to Peck Ad- 
vertising Agency, effective Sept. 
1. Hartman will continue to handle 
MacNaughton’s Canadian whisky, 
and Peck will also continue to 
handle Ron Carioca and Marie 
Brizard cordials for the Schenley 
import division. 


DEWITT (JACK) O’KIEFFE has been 
named vp of creative planning of 
Leo Burnett Co., Chicago, a new 
post. One of the agency’s founders 
and formerly vp of the tv commer- 
cial department, Mr. O’Kieffe will 
direct both print and tv phases of 


Burnett’s creative work. 


NO coPpY—This 
Week Magazine 
will run this ad— 
sole copy for 
which appears on 
the railroad sta- 
tion board—in 
The New Yorker 
Aug. 31. Latter 
magazine had to 
; get post office 
. okay for the “no 
copy” ad, just as 
it did in April, 
1956, when Ogil- 
vy, Benson & 
Matherrana 
photo of the Man 
in the Hathaway 
Shirt with not 
even the name of 
> the client adorn- 
ing the insertion. 


(Continued from Page 1) 

a minor item of postal legislation 
already approved by the House. 
When the bill (S. 7910) reached 
the Senate floor July 30, Senate 
members began receiving floods 
of telegrams, mostly from pub- 
lishers of weekly newspapers, who 
warned the bill would enable 
“throwaways” and other “junk ad- 
vertising” to obtain second class 
entry. 


® Sen. Gordon Alcott (R., Colo.), 
protested that the committee had 
reported a controversial change in 


hearings. He noted that the change 
in regulations involved a deep- 
seated controversy of long stand- 
ing in the publishing industry. 

He said, “I am informed, by 
means of an informal opinion, that 
the present amendment will not 
change the rates, but will open 
the door and will permit these 
publications to get their foot in the 
door, and thus will make a start 
in the direction of permitting them 
to be classified as second class 
publications.” 


s Under the amendment con- 
trolled circulation publications, 
which are currently classified as 
third or fourth class (according to 
their weight), would be carried as 
second class mail. However, they 
would pay a rate of 10¢ a pound 
on editorial and advertising con- 
tents, compared with 1%¢ per 
pound on reading portions of paid 
circulation publications, and zone 
rates of 1%¢ to 9.1¢ on advertis- 
ing portions. 

At the present time controlled 
publications weighing 8 oz. or less 
pay 10¢ per pound, while those 
over 8 oz. pay 11¢ per pound. 


= NBP said in a statement that 
controlled publication publishers 
never have complained about rates 
per se, but are concerned about 
the fact the competing publica- 
tions which are presently eligible 
for second class entry get pre- 
ferred or faster handling through 
the Post Office, while controlled 
publications, which pay higher 
rates, get secondary or slower 
service. 

Sen. Johnston told the Senate 


that lobbying against the bill has 
involved “one of the worst exposi- 
|tions of unbridled and uncalled 
for defamation of a Senate com- 
mittee that I have ever witnessed.” 

He said he was in no way re- 
treating from his conviction that 
the legislation proposed by the 
committee in behalf of controlled 


postal regulations without holding | 


Sen. Johnston to Probe ‘Un-American’ 
Methods Against Second-Class Bill 


;Circulation business magazines is | 


\right and just. 


® He read a telegram from Rus- 
sell L. Putman, co-chairman of 
NBP’s committee on legislation, 
expressing shock at messages re- 
ceived by Senate members “car- 
rying unwarranted accusations in 
libelous language defaming the 
|character of bona fide business 
and trade publications.” 

After requesting that the com- 
mittee investigate the sources of 
the attacks on the bill, Mr. Put- 
man said NBP stands ready to pro- 
|vide the committee “with ample 
testimony.” 

Sen. Johnston said the investi- 
gation will bring into the bright 
light “the selfish figures lurking 
in the shadows of deceit, who have 
engineered these events. 

“We shall soon see,” he said, 
“just who is unethical and un- 
American in their  black-jack 
methods to damage deserving pub- 
lications in order to preserve their 
own selfish and competitive postal 
advantage.” + 


Blair Names Barnett, Long 
and Mason to Top Posts 

John Blair & Co., New York, 
radio station representative, has 
made three executive promotions 
in its New York office. Wells H. 


Albert C. Long 


Wells Barnett Jr. 


Barnett Jr., formerly assistant 
|sales manager, has been named 
station operations manager, a new 
post. Albert C. Long, an account 
executive, has been advanced to 
director of sales development. 

Mary H. Mason, currently assist- 
ant sales development manager, 
has been named station service 
manager in the sales development 
department. 


Pacific Outdoor Buys 
United's Posting Facilities 
Pacific Outdoor Advertising Co., 
Los Angeles, has purchased the 
posting facilities in Los Angeles 
and Orange Counties of United 
Outdoor Advertising Co. United 
Outdoor will continue to operate 
some 800 painted bulletins. 


Advertising Age, August 19, 1957 


Rug Cleaner, Floor 
Machine Are Newest 


Items from Johnson 


(Picture on Page 1) 

Racine, Aug. 15—S. C. Johnson 
& Son has stepped into the rug 
cleaning business for the first time 
and will market a rug cleaner and 
a multi-purpose floor machine. 

Johnson’s Rug Cleaner, a chem- 
ical compound, will be sold in 12- 
oz. cans and packaged in sets of 
four in cardboard containers de- 
signed by Lippincott & Margulies, 
New York. 

The cleaner will be sold primari- 
ly in hardware, appliance and de- 
partment stores, where Johnson’s 
floor machine will also be sold. 

The electrically-operated ma- 
chine will replace the Johnson 
floor waxer, and will sell for 
$49.95; a wax and scrub set will 
be priced at $4.95, and the rug 
brush and four-can cleaner pack- 
age (enough for two 9x12’ rugs) 
at $13.95. 


s The company told ADVERTISING 
Ace that it considered marketing 
an attachment for the floor waxer 
last year to make it adaptable for 
rug cleaning, but then decided to 
develop its own cleaner and change 
the machine. 

The cleaner was first announced 
at a housewares trade show in 
July, and distribution should be 
well under way by Labor Day. 

Johnson will use a 90-second 
spot on the “Steve Allen Show” 
Oct. 27 to introduce the products 
nationwide. This will be followed 
by a color spread in Life Nov. 18. 
Trade ads will run in Electrical 
Merchandising and Home Furnish- 
ings Daily. Newspapers and spot 
radio and ty will be handied on a 
co-op basis, with the company sup- 
plying promotion kits. 

The Life ad will carry the head- 
line, “Now, complete automatic 
floor care in one machine.” 


#® For the first time, a Johnson ad 
will give prominent display to car- 
peting, formerly anathema to the 
wax manufacturer. The ad will 
show a rug, a varnished floor and 
a tiled kitchen, all of which can 
be cleaned with the machine. 

Johnson described the packaging 
for the rug cleaning compound as 
“unique,” since most cleaners now 
are sold in jars. The Johnson four- 
can package will carry an opener 
so that the cleaner can be spread 
like table salt. The cleaner itself, 
according to Johnson, is non-toxic 
and has a pleasing odor. 

The cleaner was not test mar- 
keted, but did undergo panel test- 
ing, the company reported. 

Benton & Bowles, New York, will 
handle the account. # 


Sheaffer Pen Names BBDO 
to Handle New Ball Point 

W. A. Sheaffer Pen Co., Fort 
Madison, Ia., has named Batten, 
Barton, Durstine & Osborn, Chica- 
go, to handle advertising for a 
new ball point pen to be intro- 
duced this fall. Sheaffer said Rus- 
sel M. Seeds Co., Chicago, will 
continue handling advertising for 
the company’s other products. 

E. F. Buryan, Sheaffer’s vp in 
charge of marketing, said the com- 
pany felt there was an advantage 
in having different agencies for 
different products. 


Meara Is Division S.M. 

In reporting the appointment of 
Joseph C. Meara by Forbes Litho- 
graph Mfg. Co., Boston (AA, Aug. 
12), ADVERTISING AGE inadvertent- 
ly gave him the title of sales 
manager. Actually Mr. Meara is 
sales manager of the letterpress 
division of Forbes. Robert M. 
Lawrence is general sales man- 
ager of the company. 
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Less-Than-52-Week Contracts on TV 
Available, ANA Tells Its Members 


(Continued from Page 1) 


week facilities contract”; 23 of 
them preferred 26 weeks, while 
27 wanted only 13. 


® In announcing the results of the 
survey Mr. Abrams commented: 
“For some time a number of ANA 
members have protested being 
forced to sign firm 52-week tele- 
vision facilities agreements with 
the three major networks. Failure 
to sign such an agreement meant 
the relinquishment of the time per- 
iod to another advertiser willing to 
take on the full year’s commit- 
ment.” 

One of the members of the com- 
mittee told ApverTistnc Ace that 
this ANA project was started 
through the efforts of a single com- 
mitteeman who wanted some good 
ammunition to use against the net- 
works at negotiation time. “This 
guy, who is out on the limb for a 
lot of time, is chiefly responsible,” 
he said. 

However, this adman thinks the 
survey will serve the useful pur- 
pose of telling advertisers, who 
don’t already know it, that shorter 
term contracts are possible in some 
cases. 


® He pointed out that the length of 
a network contract—as well as a 
syndicated spot contract—has al- 
ways been subject to negotiation, 
with such factors as timing, the 
status of the advertiser, the net- 
work’s commitment on program- 
ming, etc., being weighed in the 
balance. 

“If a really hot show becomes 
available, an advertiser is only too 
happy to sign up for the time for a 
year,” the advertiser said. “And 
there are open time spots at the 
network that you can easily get for 
26 weeks.” 

Another member of the commit- 
tee, Maxine Rowland of Shulton 
Inc., told AA she was not aware of 
the existence of the problem of 
enforced long-term commitments 
until the ANA committee brought 
it up. 

She pointed out that her com- 
pany had got into tv first as a spon- 
sor of special shows bought to fit 
its requirements and had no troub- 
ble negotiating with CBS this year 
for a Tuesday night time spot on a 
26-week contract. Since this is an 
alternate slotting, this amounts to 
a 13-week commitment, she added. 


s Another member of the commit- 
tee revealed that the ANA also has 
sent out a letter to members to as- 
certain their thinking on the must- 


buy requirements of the networks. 
There has been no report on re- 
action to this query. 

While admen naturally want the 
maximum amount of flexibility 
possible, this advertiser cautioned 
sponsors to be reasonable and con- 
sider the network side of the pic- 
ture as well as their own. He said 
long contracts—at least 26 weeks— 
are necessary if the networks are 
to be able to make advance com- 
mitments for good shows. He feels 
that long-term contracts and must 
buys are the tools that the net- 
works must have if they are to 
operate efficiently. 


@ The ANA survey did not get into 
that aspect of the situation, but in 
the past whenever advertisers 
have over-extended themselves or 
been confronted with special prob- 
lems—or merely been extremely 
unhappy with a particular buy— 
the networks usually make every 
effort to give them relief on con- 
tracts of all lengths. There have 
been exceptions, of course. 

What are the current network 
policies on length of contract re- 
quirements? 

CBS—“We like advertisers to 
sign with us, but they don’t have to 
in order to do business with us,” 
Merle Jones, president, said. Mr. 
Jones added that most nighttime 
advertisers prefer 52-week con- 
tracts. 


ABC—Slocum Chapin, vp in 
charge of sales, said the length of 
contract required depends on the 
type of show being offered. In the 
case of a film series, where the 
network is committed to a producer 
on a 52-week basis, the network al- 
most always asks for a 52-week 
deal with the advertiser. 

There is no over-all policy as far 
as live shows are concerned, though 
here too the contract sought by the 
network may depend on the type 
of commitment ABC has with the 
talent involved. 

NBC—A spokesman for NBC 
said “52-week contracts are nor- 
mally desired both by advertiser 
and network for prime time pe- 
riods and programs. Apart from 
this, such contracts are often 
mandatory by reason of long-term 
commitments required by key tal- 
ent of network and/or advertisers. 
Naturally all networks have cer- 
tain time periods and programs 
which need not have a 52-week 
contract.” NBC sources said most 
Class A business for the coming 
season has been set on a 52-week 
basis. # 


Hicks & Greist 
Shifts Exec Statf; 
Skoog Is President 


New York, Aug. 16—Hicks & 
Greist has realigned its executive 
staff. 

E. Harold Greist, formerly pres- 
ident, is now board chairman. H. 
Leslie Hicks, former chairman, 
who has been inactive in the busi- 
ness for the past year, is now 
vice-chairman. 

Charles V. Skoog Jr., former vp 
and director of merchandising, 
has been elected president. Harry 
L. Hicks Jr., son of the vice- 
chairman and former treasurer, 
becomes exec vp. J. A. Drake, who 
held that position, retired from 
the agency three months ago. 

Harold Breitner continues as vp 
and secretary; Kenneth A. Hamil- 
ton continues as vp and succeeds 
Mr. Hicks Jr. as treasurer; and 
Theodore J. Grunewald continues 
as vp and director of radio and tv. 

These changes have been made, 


Mr. Greist said, to achieve a 
smooth transition in the agency’s 
top management from the older to 
the younger men. It is a transi- 
tion, he said, that he and his 
partner have planned over the 
past several years. 


s H&G was incorporated in 1942. 
It has a staff of 60 people, and its 
current billings, Mr. Greist said, 
are at the rate of $7,000,000 a 
year, including capitalized fees. 
Mr. Skoog, before he joined the 
agency ten years ago, was copy 
supervisor at Frederick Loeser, 
former Brooklyn department 
store. Now 40, he joined H&G as 
a copywriter and became, suc- 
cessively, copy supervisor, ac- 
count executive, merchandising 
director and group supervisor. + 


Howard Shank to Join B&B 
Howard Shank, vp and associate 
copy director of Leo Burnett Co., 
Chicago, will resign to join Ben- 
ton & Bowles, New York, on Sept. 
16. Mr. Shank’s duties at B&B 


Last Minute News Flashes 


Mojud Hosiery Announces Safe Driving Campaign 

New York, Aug. 16—Mojud Hosiery, division of Chester H. Roth 
Co., will run a safe-driving contest aimed primarily at high school and 
college students, Sept. 15 to Nov. 15. The contest requires entrants to 
obtain entry blanks at Mojud Hosiery retailers and write a 12-words- 
or-less slogan on safe driving to win a 1958 Ford and other merchan- 
dise prizes. The contest will be advertised during September and Oc- 
tober in Harper’s Bazaar, Ladies’ Home Journal, Life and Seventeen, 
on more than 400 disc jockey shows and on “Queen for a Day” (NBC- 
TV). Daniel & Charles is the agency. 


Roger Stevens Buys ‘Playbill’; Plans New Format 
New York, Aug. 16—Playbill, a magazine distributed to theater- 
goers, has been purchased by Roger Stevens, a business man interest- 
ed in the theater and real estate, from Richard Huber. It will appear 
Sept. 30 in a completely new format. Advertising rates will be based 
on $1,200 a b&w page for the 215,000 copies to be distributed weekly 
for 39 weeks, and on $650 a page for 130,000 copies to be distributed 
during the 13 summer weeks. A major change will be that advertisers 
will henceforth buy all issues of Playbill—an average of 25 theaters. 
Previously, advertisers could buy partial lists of theaters. 


‘Chemical Engineering’ Goes Bi-weekly in January 

New York, Aug. 16—Chemical Engineering will change to a bi- 
weekly Jan. 6. New base rate for advertising (one page, one-time, 
b&w) will be $800. No change will be made in subscription price. The 
magazine has been published as a monthly since 1902. Reason given 
for the change in frequency is the need for greater and more frequent 
coverage of technical developments in the chemical engineering field. 


C&W Names Cowen Manager of S. F. Office 


New York, Aug. 16—Jerome J. Cowen, senior vp of Cunningham 
& Walsh, has been named general manager of the agency’s San Fran- 
cisco office. The West Coast office, formerly Brisacher, Wheeler & 
Staff, merged with C&W late last year (AA, Dec. 10). Franklin C. 
Wheeler continues as exec vp of the San Francisco office and remains 
a C&W director. Mr. Cowen has been account supervisor for several 
years on the American Telephone & Telegraph and Western Electric 
accounts. 


Automotive Retailer Inc. Names Ball President 

New York, Aug. 16—Peter Ball, formerly vp of Modern Hospital 
Publishing Co., Chicago, has joined Automotive Retailer Inc. as pres- 
ident. Herbert F. Ohmeis, former publisher and business manager of 
Automotive Retailer, monthly business magazine for auto supply store 
executives, is now board chairman of the company, and James R. 
Akers, editor, is vp. The executive office has been moved from Mor- 
ristown, N. J., to 128 E. 36th St., New York. 


Brady Leaves GF to Join Donahue & Coe 


New York, Aug. 16—John Brady, formerly a directof of advertis- 
ing services at General Foods Corp., White Plains, has joined the gro- 
cery products division of Donahue & Coe as an account executive. His 
position at GF has not been filled. 


Clark Leaves Y&R for John Donnelly & Sons 


Boston, Aug. 16—John E. Clark, former manager of the outdoor 
department for Young & Rubicam, has been named manager of na- 
tional sales for John Donnelly & Sons, outdoor advertising company. 


Pabst Signs Weaver Show; Other Late News 


e Pabst Brewing Co., Chicago (Norman, Craig & Kummel), is set 
to sponsor 30 minutes of “Saturday Night Party” starting Sept. 21 
(10:30 p.m., EDT), over the new Weaver Program Service Network. 
The 90-minute show will originate from Chicago’s Aragon Ballroom 
via WGN-TV. The Pabst order calls for 14 eastern and midwestern 
stations. Program Service will not start the show until there are at 
least two sponsors signed. A second sponsor was said to be near the 
signing stage at AA’s press time. 


e A flock of last minute radio network business was signed by NBC, 
Mutual and CBS in New York. NBC reported $1,200,000 in new busi- 
ness from such sponsors as General Electric, Edison Electricai Insti- 
tute, Whitehall Pharmacal, Zenith, Lever Bros., Sterling Drug, Bon 
Ami and Foster-Milburn. Mutual reported $200,000 in new business 
from Ex-Lax, Spring-Air Co. and the Baltimore Gospel Tabernacle. 
CBS Radio gave no figure for a Vick Chemical order for 132 five- 
minute segments. 


e Lawrence E. Laybourne, formerly chief of correspondents for Time 
Inc.’s U. S. and Canadian News Service, has been named managing 
director of Time International Ltd. of Canada, a new post. He will 
have charge of publishing operations for Time’s Canadian edition. 


e Ken Jones, tv copy supervisor of Leo Burnett Co., Chicago, is 
slated to resign from Burnett early in September to join Campbell- 
Ewald Co., Detroit. He is expected to assume the post of tv creative 
director at Campbell-Ewald. 


e Ed Lindner and Irving Sonn, formerly copywriters at Cortez F. En- 
loe Inc., have joined Ted Bates & Co., New York, as copywriters on 
the Wallace Laboratories (Miltown) account. 


P&G's Fiscal Net Sales Hit 
$1,156,389,728 in 1956-57 

Procter & Gamble Co., Cincin- 
nati, has reported net sales of 
$1,156,389,728 for the 1956-57 fis- 
cal year—highest in company his- 
tory. 

The company exceeded the $1 
billion sales mark for the first 


will be in the creative department.|time last year, when it reported 


sales of $1,038,290,374. Consolidat- 
ed net earnings this year were a 
record $67,807,376, as compared 
with $59,316,471 in the 1955-56 
fiscal year. Earnings equaled 
$3.44 a share, an increase of 39¢ 
over last year. 


Merchandising Group Moves 


Merchandising Group Inc., New 
York, has moved to 41 E. 42nd St. 
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P&G's American 
Family Goes to 
Tatham-Laird 


(Continued from Page 1) 
ucts steadily, found itself “with a 
large number of agencies” and 
wanted to consolidate some of its 
business. 


s American Family soap flakes at 
one time was the leading pack- 
aged laundry cleaning product in 
this area, losing its rank after the 
war to Tide detergent (another 
P&G product). Eventually, Amer- 
ican Family brought out its own 
detergent, which, P&G says, “is 
among the leaders in this area, al- 
though not No. 1.” The soap flakes 
still rank No. 1 among soap flakes 
here. 

H. W. Kastor, one of the oldest 
agencies in the U. S., first picked 
up the American Family account 
along with other P&G business in 
1930. In its P&G heyday it has 
handled such P&G products as 
Kirk’s Castile soap, Drene sham- 
poo and Teel Liquid dentifrice. 

The Kastor agency was found- 
ed in 1895 in St. Louis by H. W. 
Kastor and a son, Louis. It was 
moved to Chicago in 1900. Kastor 
had five other sons, all of whom 
were members of the agency. 
Louis died at 84 in 1942. This 
year, Richard died at 84 (AA, 
June 24). Surviving are two 
brothers, Arthur G., president of 
the agency, and William B., sec- 
retary-treasurer. 


® Tatham-Laird has one other 
P&G account, Fluffo shortening, 
which it acquired last year when 
P&G took its products out of the 
ailing Biow shop (AA, April 16, 
56). # 


Operating Team 
for ‘New’ Mutual 
Is Shaping Up 


New York, Aug. 15—The man- 
agement lineup for the “new” Mu- 
tual Broadcasting System is start- 
ing to shape up, with several 
members of the old regime depart- 
ing and a few new faces coming 
in. 

So far four department heads, 
who were with Mutual when it 
was owned by RKO Teleradio 
Pictures, have left. They are Rob- 
ert Carpenter, vp in charge of sta- 
tion relations; Richard Puff, vp in 
charge of advertising, public rela- 
tions and research; Wendell B. 
Campbell, vp in charge of sales, 
and Brad Simpson, director of pro- 
grams. Mr. Campbell, also a vp of 
RKO Teleradio Pictures, is staying 
with RKO. The other three have 
not announced their plans. 


s The station relations department 
is now under the direction of a 
newcomer, James T. Ownby, field 
director, and an oldtimer at MBS, 
Charles W. King, administrative 
director. Owner of WJXN, Jackson, 
Miss., and KONI and KELA-FM, 
Phoenix, Ariz., Mr. Ownby joined 
the network this week. As his title 
indicates, he will spend a great 
deal of time in personal contact 
with affiliates. 

Paul Roberts, Mutual’s new pres- 
ident, has not named a successor 
for Mr. Puff in advertising. But the 
program and sales department are 
currently being directed by two 
carryover executives—Harold M. 
Wagner, manager of program op- 
erations, and Sidney Allen, sales 


vp for the eastern division. # 
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... means 


Bertsch + 
Cooper 


...it also means 
Chicago's 
largest, complete 
typographic service 


facilities 


Type faces used are: 
Egyptian Expanded - Stymie Medium 


New York, Aug. 13—Come the 
end of August and Frank E. Car- 
son, for many years in charge of 
company promotion for McGraw- 
Hill Publishing Co., and one of 
the best known men in the field, 
will walk out of his office into 
retirement. He will leave after a 
colorful career that goes back to 
pre-World War I days and a va- 
riety of jobs and experiences. 

Frank Carson started life near 
Peoria, Ill., and wanted to be an 
artist. So he went to Chicago and 
studied art. Then he got a job as 
a poster artist with an outdoor 
advertising company. 

But the future didn’t seem too 
promising, so he followed a lead 
one day in 1917 and went to Akron, 
where he got a job in the adver- 
tising department of the Goodyear 
Tire & Rubber Co. He liked it, 


Frank E. Carson 


overworked, caught cold, recov- 
ered, had a relapse, and then 
learned that he had contracted 
tuberculosis. 


He went to Colorado for the cure. 
While there he started to write 
detective fiction. He wrote his first 
detective yarn in snatches of about 
15 minutes a day, and when it was 
finished sent it off in long hand to 
Street & Smith in New York. He 
had beginner’s luck. The story 
clicked and he received a check 
for $200. 

More stories followed, but none 
were accepted. Finally, after much 
writing, studying and correspond- 
ence, his stuff began to pass the 
grade and get published. 

After four years of this he re- 
covered his health and returned to 
Goodyear’s ad department. Five 
years later, in 1927, he became ad- 
vertising manager of Canada Dry 
Ginger Ale Inc. in New York, a 
position he held for ten years. 
From ’37 to ’38 he was assistant 
advertising manager of National 
Distillers Products Co., and then 
decided to do some serious writing. 

He had written and published 
short stories almost every year 
since his Colorado days, and final- 
ly was bitten “so hard by the writ- 
ing bug,” he says, he “got delu- 
|sions of grandeur” and convinced 
himself that he was ripe to write 
the great American novel. So he 
quit his job and wrote his book 
but wasn’t able to sell it, despite 
the fact he had published more 
than 100 short stories. By the end 
of the second year of writing the 
larder was pretty lean and he had 
lost a lot of his illusions. He de- 
cided he’d better get a job. 


® Through a friend he received 
an introduction to McGraw-Hill, 
landed a promotion job and a year 
later was placed in charge of all 
company promotion. 

Now that he has reached the re- 
tirement age, Frank says he’s about 
ready to call it a day as an office 
worker. He and Mrs. Carson are 
going to South Chatham up on 
Cape Cod, where they have a home. 
Frank says he is going to read, 
fish, loaf when he wants to, do a 
| little traveling now and then, and 
lwhen he gets into the mood he’s 


Frank Carson, Retiring from McGraw-Hill, 
Will Loaf and Fish—and Maybe Do a Novel 


going to work on another novel 
that he has roughed out. 

“I’ve been looking forward to 
this retirement for a long time,” 
he says, “and I expect to enjoy 
every minute of it. There are lots 
of things I want to do, and I hope 
to do most of them.” + 


Nedicks in 
Face-lifting | 
Program in N. Y. 


(Continued from Page 2) 


possessing Nedicks stands in New 
York, plus 15 more in Boston, Phil- 
adelphia and Washington. The new 
management, which says it wants 
“to forget the past,” plans to re-| 


|habilitate or eliminate every one | 
lof these. Pleasant surroundings, | 
|high quality food and slightly high- 
|er prices are some of the ingredi- 
jents in this rehabilitation drive. 

® Once a major local advertiser, 
jand under Walter Mack a liberal | 
user of the screaming radio jingle, | 
| Nedicks has returned to the adver- 
| tising scene in a small way. There 
have been large-space insertions 
in the New York Journal-Ameri- 
can, culminating today in a half- 
page spread to announce the new 
restaurant. Theme of the ads has 
been, “The New, Better Nedicks.”’ 
Weiss & Geller, the Nedicks agen- 
cy, explained that only the Journal 
has been used because “it has a 
very good local rate structure.” 
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introduced with 
teaser drive. Fig- 
ures turned out 
to be date when 
fuel bowed—31 
July 1957. This ad 
reproduces teaser 
series and solves 
mystery. Shell is 
running its big- 
gest drive in Ca- 
nada for new 
fuels. J. Walter 
Thompson ' Co. is 
the agency. 


conducting a contest, in which lis- 
teners are asked to complete in 
three lines the following jingle: 


Needix, schmeedix 
Double beedix 
Pipkins all agree 


The winner will get $100 plus a 
gold-plated “Admiralcy of the 
Orange Seas” medal, entitling him 
to free orange drinks at Nedicks. 

Lawrence Wisser and Max Ten- 
drich, Weiss & Geller vps, point 
out that the use of the Shepherd 
“Night People” show ties in with 
the plan to change the character 
of the chain. The object is to curry 
favor with the more “egghead” 
type of customer. Eventually, they 
say, Nedicks will go into media 
such as The New Yorker and “yes” 
—the Wall Street Journal. 

Through all the management 
changes of the past 15 years, 
Nedicks has never changed its 


& Geller. # 


Magic Chet Moves Account 
from Krupnick to Noble-Dury 

Magic Chef Inc., gas range 
manufacturer, has appointed No- 
ble-Dury & Associates, Nashville, 
to handle its advertising for gas 
ranges and gas space heaters, ef- 
fective Aug. 19. The company has 
shifted its headquarters and all 
range and heater manufacturing 
joperations from St. Louis to 
Franklin, Tenn., but will continue 
some manufacturing operations in 
its St. Louis plant. 

Noble-Dury, which succeeds 
Krupnick & Associates, St. Louis, 
as the Magic Chef agency, has 
resigned the account of Temco 
Inc., Nashville, manufacturer of 
gas space heaters, effective when 
'a new agency is appointed. 


Bowman to ‘American Home’ 

William R. Bowman, formerly 
with Gore/Serwer, has joined the 
American Home as art director. He 
succeeds Herman Bartel, who has 
resigned. 


® Nedicks is also using the Jean | 


Sheperd all-night disc jockey show |e Give a different or unique item 
over WOR. Mr. Shepherd has been | which shows you were careful in 


agency. It has always been Weiss | 


Cost of Business Yule Gifts Grows, 


‘Ad Requirements 


(Continued from Page 3) 
bottles of fine French wines and 
a monograph on wine appreciation. 


e Neutralize the implication of 
bribery by selecting an item from 
a welfare group, such as handi- 
craft from the Lighthouse for the 
Blind. 


selection. 


e Give a cultural gift, such as 


fine books. 


e Make the gift personal for a 
specific need of the recipient, such 
as an interesting doorbell for the 
new home owner. 

Further hints are contained in 
AR’s list of most-appreciated and 


_least-appreciated items received by | 


those who participated in the sur- 
vey. 


= Most appreciated items included 
things for use at home; luggage; 
books and magazines; gift certifi- 
cates; electric appliances; sets of 
glassware; clothing; travel clocks; 
barometers; steak knives; portable 
radios; phonograph records, and 
electric razors. 

In the list of least appreciated 
gifts were calendars; desk acces- 
sories; gadgets; pens and pencils; 
bar accessories; candy; shaving lo- 
tion; desk clocks, and stationery. 

AR says the use of gift certifi- 
cates and items for the home is 
increasing. 

Comments on the value of busi- 
ness gift giving varied as widely 
as the prices. Two opposing com- 
ments from the AR article were 
these: “This company forbids re- 
ceiving gifts of any kind at any 
time. Penalty for violation: Dis- 
missal!”—advertising manager of 
an Atlanta retail store; and “The 
use of novel and useful, low-cost 
gifts at Christmas has proven to 
be an excellent good will builder 
over the years. Letters of apprecia- 
tion and a definite increase in or- 
ders through January and Febru- 
ary attest to this .. .”—a Culver 
City, Cal., advertising manager. 


s Other comments which came in 
with AR’s questionnaires: 

“It’s a darn nuisance; it’s ex- 
pensive; it’s almost embarrassing. 
But we’re all caught in the web!""— 
ad agency, New York. 

“Wonderful idea—should be 
adopted by more firms!”—pr di- 


Survey Shows 


|rector, Chicago. 

| “We gambled and drastically cut 
our list by size and price of gifts. 
We are still in business so I guess 
jthis Christmas bribery can come 
to a screeching halt.”—pr direc- 
tor, Chicago ad agency. + 


Chilton to Launch 
Aircratt, Missiles 


Magazine Next Year 


PHILADELPHIA, Aug. 16—The first 
|business magazine devoted exclu- 
sively to production of aircraft, 
missiles, rockets and component 
parts will be published by Chilton 
|Co. beginning next January. 

| The new publication, Aircraft & 
Missiles Manufacturing, will be a 
monthly and will be directed to 
production, design and purchasing 
executives and to selected military 
and government personnel. 

John C. Hidreth Jr. has been 
named publisher; John F. Pfeffer 
is assistant to the publisher. Both 
now hold, and will continue to hold 
these same posts on Automotive 
Industries. 


s Mr. Hildreth said studies by 
John T. Fosdick Associates showed 
an unfilled need for a magazine 
devoted to aircraft and missiles 
manufacturing, despite numerous 
aviation papers now being pub- 
lished. 

The new publication will have 
a controlled circulation of 15,000- 
20,000. Readers will be selected by 
their responsibility and by their 
influence in buying and specifying. 

Mr. Hildreth said an intensive 
campaign to sell space would be 
launched in September, in time 
generally to reach advertisers 
planning 1958 schedules. Rates and 
circulation information have not 
yet been disclosed. + 


Nutt Heads KGW PR 


William R. Nutt has been named 
promotion and publicity director of 
KGW and KGW-TYV, Portland, a 
new position. He had been mer- 
chandising manager for the station 
since April. 


Peach Board Moves 

The California Cling Peach Ad- 
visory Board, San Francisco, has 
moved to new offices at 153 Mar- 
ket St. 
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MAN OF VISION 


DEVOTED READER 


Tom Ross ae Vincent J. Pelosi 
Ketchum, MacLeod & Grove, Pittsburgh ey J. M. Kesslinger & Associates, Newark 


*TIME offers the biggest concentrated audience 
of best customers and influential people in the 
United States today. Nevertheless, Art Director 
Tom Ross exaggerates. Not all TIME readers run 
distilleries of their own. 


TIME 


circulation 


2,100,000 
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PLAYBOY 


_ IMPACTON 
—THECAMPU 


24.6% of PLAYBOY's total circulation is among men 
currently enrolled in college. Based on PLAYBOY's 
average sale of over 800,000 copies each month, this 
means that over 200,000 college students are buying 
every issue. 


This acceptance on the campus is reflected by the 
figures in A Continuing Study of College Newsstand 
Magazine Sales (available on request). Here are the 
facts taken from magazine wholesalers’ records in 
25 randomly selected university and college towns. 
These figures represent the total sales of the maga- 
zines listed for all newsstands on or near the campus 
which cater primarily to student traffic. 


Here is a summary of the actual 
figures in A CONTINUING STUDY OF 
COLLEGE NEWSSTAND MAGAZINE SALES®: 


Comparative Average Newsstand 
Publication Sales Per Issue at 25 Colleges 


i ee ae 
Saturday Evening Post. .......... 3,756 
ME. hs ew et a tle et 
True — 

Look Magazine 

Esquire 

. as a 

Holiday ..... 

Sports Illustrate 


According to independent research* each copy of 
PLAYBOY on campus is read by 6.4 students. Over 
1,200,000 college men read their own or a friend's 
copy of PLAYBOY every issue—better than one out of 
every two college men in the country. 


*Source: Student Marketing Institute 


To effectively capitalize on the enthusiasm for 
PLAYBOY demonstrated at the college level, PLAYBOY 
has organized a merchandising force of over 300 
students representing 281 U. S. Colleges and Uni- 
versities. THE PLAYBOY COLLEGE BUREAU is prepared 
to give your advertising in PLAYBOY extra impact 
on the campus. 


Reps do promotion and merchandising work. They 
pretest new products, conduct surveys, arrange for 
college paper publicity, work with local retailers on 
special displays and fashion shows. PLAYBOY main- 
tains a full-time staff for the COLLEGE BUREAU to 
supervise the college reps—make certain that each 
campus has an enthusiastic and efficient student rep. 


How can PLAYBOY and THE PLAYBOY COLLEGE BUREAU 
be of service to you? What product of yours would 
gain acceptance if properly pretested and proven 
on college campuses? What would special display 
space in hundreds of college retail shops mean to 
your sales next spring? What facts about college buy- 
ing patterns would help you make important market- 
ing decisions? THE PLAYBOY COLLEGE BUREAU is 
ready to discuss your best means of selling the in- 
creasingly important college market—the class audi- 
ence that today is making the buying decisions that 


PLAYBOY 


598 Madison Avenue, New York, N.Y.—PL 9-7470 
232 E. Ohio Street, Chicago 11, Ilil.—MI 2-1000 


The unparalleled pass-along 
readership given PLAYBOY on 
the campus was dramatically 
highlighted by this cartoon which 
made its appearance as the front 
cover of the campus humor mag- 
azine at Northwestern University, 
The Profile. Students are shown 
clamoring around a PLAYBOY 
reader while they discard copies 
of—you guessed it—The Profile. 


And the enthusiasm for PLAYBOY goes far beyond just reading the magazine. 
Campus social groups have chosen PLAYBOY as a theme for hundreds of § 
parties. This fall PLAYBOY will capitalize on this enthusiasm by promoting and 
encouraging the staging of PLAYBOY FORMAL PARTIES—offering free deco- 
rations and other materials to fraternity and sorority social chairmen planning 
these events. (After Six, largest formalwear manufacturer, is so impressed 
with this plan that they are tying in with special prizes for the best parties, and 
a regular schedule of advertising in PLAYBOY.) 


PLAYBOY has been the subject of no less than twenty college humor magazine parody issues. 
Shown above are samples of these student salutes to PLAYBOY from Penn State, University 
of Texas, University of Arizona, Oregon State, Tulane, University of Michigan and Purdue. 


The PLAYBOY theme turns up as the subject for floats 
at Homecoming Game Victory Parades—like these at 
lowa and Illinois. 


The familiar PLAYBOY trademark braves the cold when 
it's winter carnival time. Here are ice sculptures from 
the University of Minnesota and Dartmouth College. 


The PLAYBOY COLLEGE BUREAU Rep, Bob Campbell 
at Dartmouth, talks to a local retailer about a PLAYBOY 
fashion editorial. Special promotions are conducted 


PLAYBOY COLLEGE BUREAU Representatives contact 
local retailers to sell them PLAYBOY's seasonal dis- 
plays. Over 150 of our back-to-school promotions last 
fall were sold in the spring by reps to important retail- 
ers. Pictured is a PLAYBOY display in the window of 
Blach's in Birmingham. 


by our reps. Over 700 counter displays were secured 
by the PLAYBOY COLLEGE BUREAU for Kentucky Club 
Tobacco—results labeled ‘sensational’ by both 
agency and client. Arecent PLAYBOY COLLEGE BUREAU 
survey on beer consumption was instrumental in land- 
ing the Pabst account for PLAYBOY. 
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